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ABSTRACT 
Sport has been an integral part of the African culture for a long time, and as such, in 
transitioning economies like those in the Central African subregion, where many do not form 
part of the mainstream economic activity, sport serves as a useful socio-economic getaway. In 
fact, the concept of sport-related tourism has grown significantly in prominence in the African 
context, especially in recent times. The above is so because, despite the existing issues linked 
to economic hardships, sport events are well-attended, providing a useful platform to kick-
start certain socio-economic activities that are linked to both local and regional tourism 
development. Such benefits form part of the reasoning regarding the targeting of sport tourism 
as a vibrant sector that can contribute effectively to local economic development by the 
governments in the Central African subregion. However, the analysis and development of 
sport tourism has, so far, been subjected to only a limited amount of empirical research that 
could prove to be useful, in terms of providing cogent plans and policy directions to guide 
such development. The study argues that using current frameworks that have mostly been 
developed in the resourceful Global North context might be misleading in parts of the 
subcontinent of Africa, given their unique geopolitical and economic characteristics. 
Consequently, using Cameroon as a case study area, the current thesis develops a framework 
for sport tourism development.  
Using a mixed-methods research design, the researcher collected data from self-administered 
questionnaire surveys (n=1186) that were conducted with event attendees at four distinct 
sports events held in Cameroon over a period of time, as well as from comprehensive one-on-
one interviews (n=16) that were held with sport and tourism stakeholders. The data were then 
contextualised within the political framework set out in terms of a documentary analysis of 
tourism- and sport-related policy documents. The key findings reveal that, for the most part, 
sport tourism remains a missed opportunity for a country that is a strong sporting nation, and 
which, additionally, possesses much tourism potential. The above relates particularly to the 
weak associations and relationships between the sport and tourism stakeholders involved in 
the execution of sport tourism development initiatives in the country, which is obstructed by 
the current top-down approach towards sport tourism development and management. The lack 
of funding, the poor infrastructure and the existing structural challenges were found to be the 
major impediments to sport tourism development. In addition, although sport tourism was 
known to be capable of producing a range of benefits, such benefits had not yet been 
maximised, given the prevailing lack of collaboration between the sport and tourism 
stakeholders. The contributions to local economic development were found to have 
manifested themselves in the form of informal trading, which was largely evident during the 
hosting of sport events. The study findings were useful in developing a framework for the 
development of the sport tourism sector in Cameroon. While sharing similarities with the 
existing conventional sport tourism frameworks, the present study’s framework reveals 
unique dimensions in relation to the set study context, in that, in addition to the pre-identified 
primary stakeholders involved in the sport tourism development process, who are mostly 
applicable in the resourceful Global North context, where the current stage of sport tourism 
development is advanced, the study notes the involvement of stakeholders, in the Central 
African subregion, that are unique to the African communities. In addition, central to the 
development of such a framework is the creation of a favourable environment, which should 
be defined through appropriate management and policy approaches. Considering the diverse 
array of stakeholders involved in the development of the framework, a decentralised, bottom-
up approach, enabled by the development of strategies and policies, is necessary. Essentially, 
the local context should inform the regional and provincial contexts, which, in turn, should 
inform an effective national strategies and policies. Hence, the proposed framework is one 
that moves towards having a sustainable sport tourism industry in Cameroon, which is aimed 
v 
at considering, and at accounting for, all sport tourism impacts on the host destination and the 
stakeholders, as well as at overcoming any impediments to the development of the sector, and 
to capitalising on the potential for LED. 
vi 
LIST OF ACRONYMS 
Acronyms/Abbreviations Definition/Explanation 
4IR fourth industrial revolution 
AFCON Africa Cup of Nations 
CAF Confederation of African Football 
CAMAST Cameroon Association for Responsible Tourism 
DMO destination marketing organisation 
FA Football Association 
FIFA Fédération Internationale de Football 
Association 
GDP gross domestic product 
IAAF International Association of Athletics Federation 
IOC International Olympic Committee 
LED local economic development 
MDGs Millennium Development Goals 
MICE meetings, incentives, conferences and 
exhibitions 
NEPAD New Partnership for African Development 
NGO non-governmental organisation 
SPSS Statistical Package for Social Sciences 
UK United Kingdom 
UN United Nations 
UNICEF United Nations Children’s Fund 
UNWTO United Nations World Tourism Organization 
VFR visiting of friends and relatives 
WTTC  World Travel and Tourism Council 
vii 
TABLE OF CONTENTS 
Plagiarism declaration i 
Acknowledgements ii 
Dedication iii 
Abstract iv 
List of acronyms vi 
CHAPTER ONE: STUDY CONTEXT 
1.1 Preamble 1 
1.2 Motivation of the study / Problem statement 4 
1.3 Research aim and objectives 6 
1.4 Significance of the study 6 
1.5 
1.6 
Structure of the thesis 
Summary 
7 
9 
CHAPTER TWO: THEORETICAL AND CONCEPTUAL FRAMEWORK 
2.1 Introduction 11 
2.2 The confluence of sport and tourism 12 
2.3 Political economy 15 
2.3.1 
2.3.2 
2.4 
2.4.1 
2.5 
2.6 
The political economy of sport tourism 
The political economy of sport tourism in Africa 
Stakeholder theory 
Stakeholder analysis in sport tourism 
The link between political economy, stakeholder theory and the 
confluence of sport and tourism 
Summary 
17 
22 
25 
27 
30 
32 
CHAPTER THREE: CONTEXTUALISING SPORT AND TOURISM 
3.1 Introduction 33 
3.2 The development of sport tourism as an industry 33 
3.2.1 Defining tourism 40 
3.2.1.1 
3.2.1.2 
3.2.2 
3.2.2.1 
3.2.2.2 
3.2.2.3 
3.3 
3.3.1 
3.3.2 
3.3.3 
3.3.4 
3.4 
The growth and significance of tourism for the global economy 
Tourism in the Global South 
The development of sport 
Defining sport in context 
The growth and importance of sport in the global arena 
Sport in the developing world context 
Sport events as a sport tourism activity 
Mega sports events 
Hallmark sports events 
Home-grown sports events 
Small-scale sports events 
Chapter summary 
42 
43 
45 
46 
47 
49 
51 
54 
55 
58 
59 
62 
viii 
 
CHAPTER FOUR: UNDERSTANDING SPORT TOURISTS AND THEIR TRAVEL 
BEHAVIOUR 
 
4.1 Introduction 63 
4.2 Understanding sport tourism attendees 63 
4.3 Classification of sport tourists 68 
4.4 
4.4.1 
4.4.2 
4.5 
4.5.1 
4.5.1.1 
4.5.1.2 
4.5.1.3 
4.5.1.4 
4.5.2 
4.5.2.1 
4.5.2.2 
4.5.3 
4.6 
4.7 
Demographic profiling of sport tourism attendees 
Gender 
Employment status, highest educational qualification and age 
Motives that drive the attendance at sport tourism events 
Psychological motivations 
Eustress 
Escape 
Aesthetic pleasure 
Entertainment 
Sociocultural motivations 
Family time and social interaction 
Cultural connections 
Social belonging motivations 
Experiences and behaviour of sport tourism event attendees 
Chapter summary 
70 
71 
72 
73 
76 
76 
76 
77 
77 
78 
78 
79 
80 
81 
85 
 
CHAPTER FIVE: SPORT TOURISM AND LOCAL ECONOMIC DEVELOPMENT 
 
5.1 Introduction 87 
5.2 
 
Sport tourism impacts on host destinations: a triple bottom line 
assessment 
87 
5.2.1 
5.2.1.1 
5.2.1.2 
5.2.1.3 
5.2.1.4 
5.2.1.5 
5.2.1.6 
5.2.1.7 
Economic impacts of sport tourism 
Employment opportunities 
Urban regeneration 
Infrastructure 
Increased price of goods and service 
Use of public funds 
Trade and investment opportunities 
Development of small, medium and micro enterprises and informal 
businesses 
88 
89 
90 
91 
93 
94 
95 
96 
5.2.2 
5.2.2.1 
5.2.2.2 
5.2.2.3 
5.2.2.4 
5.2.2.5 
5.2.2.6 
5.2.3 
5.2.3.1 
5.2.3.2 
5.2.3.3 
5.2.4 
5.2.4.1 
5.2.4.2 
5.2.4.3 
5.3 
Sociocultural impacts of sport tourism in context 
The sense of community pride 
Sport development and participation 
Skills enhancement, health and wellness 
Crime and safety issues 
Displacement and overcrowding 
Cultural exchange opportunities 
Environmental impacts 
Pollution and waste concerns 
Environmental awareness and education 
Pressure on limited local resources 
Other implications of sport tourism development in the Global South 
Tourism implications 
Marketing and branding opportunities 
Political implications 
The nexus of sport tourism and local economic development 
98 
98 
99 
100 
101 
102 
103 
104 
104 
106 
107 
108 
108 
109 
111 
112 
ix 
 
5.3.1 
5.3.2 
5.3.3 
 
5.4 
Defining local economic development 
The role of sport tourism and local economic development in context 
The importance of local economic development in the developing 
countries 
Chapter summary 
112 
113 
115 
 
117 
 
CHAPTER SIX: RESEARCH METHODOLOGY 
 
6.1 Introduction 119 
6.2 Research questions 120 
6.3 Background to the study area – Cameroon 120 
6.3.1 
6.3.2 
6.4 
6.4.1 
6.5 
6.5.1 
6.5.2 
6.5.3 
6.5.4 
6.5.5 
6.6 
6.6.1 
6.6.1.1 
6.6.1.2 
6.6.1.3 
6.6.1.4 
6.6.2 
6.6.3 
6.7 
Overview of tourism in Cameroon 
Sport in Cameroon 
Research design and approach 
Qualitative and quantitative approaches 
Phase one: qualitative research 
Selection of method 
Design of the interview schedule 
Selection of the key informants 
Interview procedure 
Qualitative data analysis 
Phase two: quantitative research 
Sample population, sampling size and procedure 
2016 Women Africa Cup of Nations 
Mount Cameroon Race of Hope 
Central Africa University Games 
Elite One Premier League games 
Questionnaire design and survey procedure 
Data capturing and analysis 
Summary 
120 
123 
126 
126 
128 
129 
129 
132 
133 
135 
135 
136 
137 
138 
138 
139 
139 
141 
142 
 
CHAPTER SEVEN: SPORT TOURISM IN THE CAMEROONIAN CONTEXT 
 
7.1 Introduction 143 
7.2 
7.2.1 
7.2.2 
7.2.3 
7.2.4 
7.2.5 
7.2.6 
7.2.7 
Sociodemographic profiles of the respondents 
Age 
Gender 
Marital status 
Historical racial category 
Educational levels 
Employment status 
Monthly household income 
144 
144 
145 
146 
146 
147 
148 
149 
7.3 
7.3.1 
7.3.1.1 
7.3.1.2 
7.3.2 
7.3.3 
7.3.3.1 
7.4 
7.4.1 
7.4.2 
Background information on the attendees 
Origin of sport event attendees in Cameroon 
Breakdown of Cameroonian respondents in terms of origin by province 
Origin of the international attendees 
Types of sports event attendee 
Group and travel dynamics of sport tourists 
Group composition 
Respondents’ general understanding of the nature of sport tourism 
Sport helps boost the levels of tourism in the local area 
Sport cannot prosper in the absence of tourists 
150 
150 
150 
151 
153 
153 
154 
155 
156 
158 
x 
 
7.4.3 
7.4.4 
 
7.4.5 
7.4.6 
7.4.7 
7.4.8 
7.4.9 
7.4.10 
 
7.5 
7.5.1 
7.5.1.1 
7.5.1.2 
7.5.1.3 
7.5.1.4 
 
7.5.2 
7.5.2.1 
7.5.2.2 
7.5.2.3 
7.5.2.4 
 
7.5.3 
7.5.3.1 
7.5.3.2 
7.5.3.3 
7.5.3.4 
 
7.5.4 
 
7.5.4.1 
7.5.4.2 
7.5.4.3 
7.5.4.4 
 
7.5.5 
7.5.5.1 
7.5.5.2 
7.5.5.3 
7.5.5.4 
 
7.5.6 
7.5.6.1 
7.5.6.2 
7.5.6.3 
7.5.6.4 
 
7.6 
7.6.1 
7.7 
 
Sport and tourism are two separate activities that cannot be combined 
Sport events like this one can be used to bring additional tourists into the 
area 
Sport events can help publicise the local areas 
Sport and tourism are equally dependent on each other 
Tourism needs sport, so as to attract increased visitor numbers to an area 
Tourism brings additional people to sport events 
Tourism can help raise the profile of relatively small sports events 
Holding sport events like this one is a form of tourism, because people 
travel to attend them 
The association of sport and tourism set in context 
Sport helps to boost levels of tourism in the local area 
Tourism needs sport, so as to attract increased visitor numbers to an area 
Tourism brings additional people to sports events  
Tourism can help raise the profile of smaller sports events 
Holding sports events like this one is a form of tourism, because people 
travel to attend them  
Sport cannot prosper in the absence of tourists 
Tourism needs sport, so as to attract increased visitor numbers to an area 
Tourism brings additional people to sports events 
Tourism can help raise the profile of smaller sports events 
Holding sport events like this one is a form of tourism, because people 
travel to attend them 
Sport and tourism are two separate activities that cannot be combined 
Tourism needs sport, so as to attract increased visitor numbers to an area 
Tourism brings additional people to sports events 
Tourism can help raise the profile of smaller sports events 
Holding sport events like this one is a form of tourism, because people 
travel to attend them 
Sport events like this one can be used to bring additional tourists into the 
area 
Tourism needs sport, so as to attract increased visitor numbers to an area 
Tourism brings additional people to sports events 
Tourism can help raise the profile of smaller sports events 
Holding sport events like this one is a form of tourism, because people 
travel to attend them 
Sport events can help publicise the local areas 
Tourism needs sport, so as to attract increased visitor numbers to an area 
Tourism brings additional people to sports events 
Tourism can help raise the profile of smaller sports events 
Holding sport events like this one is a form of tourism, because people 
travel to attend them 
Sport and tourism are equally dependent on each other 
Tourism needs sport, so as to attract increased visitor numbers to an area 
Tourism brings additional people to sports events 
Tourism can help raise the profile of smaller sports events 
Holding sport events like this one is a form of tourism, because people 
travel to attend them 
Awareness of, and involvement in, sport tourism in Cameroon 
Involvement in sport and tourism 
Constraints and challenges regarding the development of sport tourism in 
Cameroon 
159 
160 
 
161 
162 
162 
163 
163 
 
164 
164 
165 
165 
166 
166 
 
167 
167 
168 
167 
168 
 
169 
169 
169 
170 
170 
 
171 
 
171 
172 
172 
172 
 
173 
173 
173 
174 
174 
 
174 
174 
175 
175 
175 
 
175 
176 
177 
 
179 
xi 
 
7.7.1 
7.7.2 
7.7.3 
7.7.4 
7.7.5 
7.7.6 
7.8 
7.8.1 
 
7.8.2 
7.8.3 
7.8.4 
7.8.5 
 
7.8.6 
7.9 
Evaluating the existing relationship between sport and tourism  
The centralisation of the government 
Complex procedures 
Lack of tourism culture 
Lack of infrastructure 
Poor customer service 
Actions for the improvement of sport tourism in Cameroon 
Harmonisation of a work plan and the intensifying of the collaboration of 
the stakeholders  
Provision of infrastructure 
Tourism planning 
Defining the role of the government 
Encouraging the development of an environment conducive to the 
development of sport tourism businesses  
Increasing the extent of available education on sport tourism 
Summary 
179 
182 
183 
183 
184 
185 
185 
 
186 
187 
187 
188 
 
189 
190 
   
CHAPTER EIGHT: PERCEPTIONS OF THE IMPACTS OF SPORT TOURISM AND TRAVEL 
BEHAVIOUR 
 
8.1 
 
Introduction 
 
192 
8.2 Sport tourists and their behaviour in context 193 
8.2.1 Previous attendance at sport tourism events 193 
8.2.2 
8.2.3 
8.2.3.1 
 
8.2.3.2 
8.2.3.3 
8.3 
8.3.1 
8.3.2 
8.3.3 
8.3.4 
8.3.5 
8.3.6 
8.3.7 
8.3.8 
8.3.9 
 
8.3.10 
8.3.11 
8.3.12 
8.4 
8.4.1 
8.4.1.1 
8.4.1.2 
8.4.1.3 
8.4.1.4 
8.4.1.5 
8.4.2 
8.4.2.1 
Frequency of attending sport tourism events 
Sport tourism attendance beyond the local place of stay 
Frequency of attendance at sport tourism events beyond normal place of 
stay 
Event location relative to place of stay 
Mode of transportation used to the event 
Motivating factors for choosing sport tourism event destinations 
Entertainment opportunities 
Self-actualisation 
The event location and area 
Opportunity for relaxation 
Tourism-related reasons 
Meeting interesting people and socialising 
The quality of the sport event 
Visiting friends and relatives 
Maximising the benefits to be gained from quality family-orientated 
recreational time 
Previous event experience 
Business and trading 
Religious and cultural reasons 
Perceptions of sport tourism impacts 
Economic impacts of sport tourism events 
Foreign exchange and regional development 
The development of SMMEs 
Increased cost of living 
Increased seasonality of income 
Sport events as the only drawcard that attracts tourists to the area 
Socio-environmental influences of sport tourism events in Cameroon 
Cameroon’s unique sports events 
194 
195 
196 
 
197 
198 
200 
203 
204 
205 
205 
206 
207 
208 
208 
210 
 
210 
211 
212 
213 
213 
214 
215 
217 
218 
218 
219 
220 
xii 
 
8.4.2.2 
8.4.2.3 
8.4.2.4 
8.4.2.5 
8.4.2.6 
8.4.2.7 
8.4.2.8 
8.4.2.9 
8.4.2.10 
8.4.2.11 
8.4.2.12 
8.4.2.13 
8.4.3 
8.4.3.1 
8.4.3.2 
8.4.3.3 
8.4.3.4 
8.4.3.5 
8.4.3.6 
8.4.3.7 
8.4.3.8 
8.4.4 
 
8.4.4.1 
8.4.4.2 
8.4.4.3 
8.4.4.4 
8.4.5 
8.4.5.1 
8.4.5.2 
8.4.5.3 
8.4.5.4 
8.4.5.5 
8.4.5.6 
8.5 
8.5.1 
8.5.2 
8.6 
8.6.1 
8.6.2 
8.7 
 
An increased sense of community pride 
Skills development opportunities 
Ethnic identity of the local communities 
Improved social cohesion 
Displacement of tourists 
Local congestion and overcrowding 
Interference with the local value systems 
Increased criminal activity 
Incentivised cleanliness of public spaces 
Damaging of important heritage sites 
Increased pollution 
Added pressure on limited resources 
Local economic development impacts of sport tourism events 
General benefits of sport tourism for the local economies 
Sport events as attractions in the local areas 
Employment creation for the local communities 
Local investment and business 
Increased spending in the local areas 
Investment in the local infrastructure 
Increased markets for local products 
Creation of long-term facilities for the local communities 
Government and citizen trust in the context of sport tourism in 
Cameroon 
Government and citizen cooperation 
Skills development and training for the local communities 
Increased levels of trust in the government 
Government tool for the local socio-economic issues 
Marketing and branding impacts 
Increased media exposure for the local areas 
Use as a communication tool for the visitors 
Enhancement of the regional profile 
Regional awareness 
Imaging and branding 
Promoting Cameroon as a preferred tourism destination 
Factor analysis of the sport tourism impacts 
Reliability analysis 
Correlation analysis of impact constructs 
Stakeholder reflections on the overall impacts of sport tourism 
Role-players in sport tourism in Cameroon 
Impacts of sport tourism 
Chapter summary 
 
222 
222 
223 
224 
225 
226 
227 
228 
228 
229 
230 
231 
232 
232 
233 
234 
235 
236 
236 
237 
237 
238 
 
239 
240 
240 
241 
241 
242 
243 
243 
244 
244 
245 
245 
247 
248 
251 
251 
254 
255 
CHAPTER NINE: CONCLUSION AND IMPLICATIONS : FRAMEWORK FOR THE 
DEVELOPMENT OF SPORT TOURISM IN CAMEROON 
 
9.1 Introduction 258 
9.2 Review of main research questions and methodology 258 
9.3 Summary of the key findings 260 
9.3.1 
 
9.3.2 
 
Objective one: to determine the sociodemographic profiles of the sport 
tourism event attendees and the key informants 
Objective two: to analyse, in a critical way, the role played by the various 
stakeholders who were currently involved in sport and tourism in 
260 
 
262 
 
xiii 
 
 
9.3.3 
 
9.3.3.1 
9.3.3.2 
9.3.3.3 
9.3.3.4 
9.3.4 
 
9.3.5 
 
9.3.6 
 
 
9.4 
9.5 
9.5.1 
 
9.5.2 
9.5.3 
9.6 
9.7 
9.8 
 
Cameroon 
Objective three: to establish the existing relationship between sport and 
tourism 
Sport as a tourism promoter in the local areas 
Tourism as an engine for driving sport promotion 
Sport and tourism disconnect 
Sport events as attractors of tourists 
Objective four: to critically analyse the stakeholders’ perceptions of the 
impacts associated with sport tourism 
Objective five: to explore how the interlinkages between sport and 
tourism contribute to LED 
Objective six: to propose a framework of solutions that can be used to 
develop and enhance sport tourism as a viable sector for the relevant 
stakeholders 
Reflections on the adopted conceptual framework 
Contributions made by the current study 
Contributions made to the existing literature and theory by the current 
study 
Policy implications 
Practical implications of the study 
Limitations of the present study 
Suggestions for future research on sport tourism in Cameroon 
Concluding remarks 
 
 
263 
 
264 
265 
265 
266 
266 
 
269 
 
271 
 
 
274 
276 
276 
 
277 
277 
278 
278 
279 
REFERENCES                                                                                                                             284 
 
LIST OF FIGURES  
  
Figure 2.1: The convergence of sport and tourism interests 13 
Figure 2.2: The conceptual framework for sport and tourism integration in 
Africa 
 
31 
Figure 4.1: Framework of the sport tourist 
Figure 4.2: The motivation and outcomes of sport tourists: a framework  
Figure 6.1: Map of Cameroon, indicating study areas 
Figure 6.2: Graphic depiction of the mixed-methods approach used in the 
current study 
Figure 9.1: A framework for the development of sport tourism in Cameroon 
65 
67 
125 
128 
 
280 
 
 
LIST OF TABLES   
  
Table 3.1: An overview of some of the major sport tourism studies undertaken 
during the second decade of the twenty-first century  
Table 3.2: An examination of the UNWTO’s tourism definition 
Table 3.3: Types of sport tourism events 
Table 4.1: Dimensions of, and motives for, sport consumption 
Table 6.1: Interview schedule design and development 
 
38 
41 
53 
75 
130 
Table 6.2: List of stakeholders interviewed 133 
 
Table 6.3: Distribution of the questionnaires 
Table 7.1: Respondents’ age 
Table 7.2: Respondents’ gender 
Table 7.3: Respondents’ marital status 
139 
145 
146 
146 
xiv 
 
Table 7.4: Respondents’ historical racial category 
Table 7.5: Respondents’ highest level of education attained 
Table 7.6: Respondents’ occupation / employment status 
Table 7.7: Respondents’ monthly household income after deductions 
Table 7.8: Respondents’ country of origin 
Table 7.9: Respondents’ origin by province 
Table 7.10: Country of origin of international attendees 
Table 7.11: Respondents’ nature of stay at destination 
Table 7.12: Respondents’ visiting with others not participating in the event 
Table 7.13: Respondents’ group composition 
Table 7.14: Respondents’ level of understanding of sport tourism 
Table 7.15: Respondents’ perceptions of the relationship between sport and 
tourism 
Table 7.16: Sport tourism helps to boost levels of tourism in the local area 
Table 7.17: Sport cannot prosper in the absence of tourists 
Table 7.18: Sport and tourism are two separate activities that cannot be 
combined 
Table 7.19: Sport events like this one can be used to bring additional tourists 
into the area 
Table 7.20: Sport events can help publicise the local areas 
Table 7.21: Sport and tourism are equally dependent on each other 
Table 7.22: Knowledge of other sport tourism events held in Cameroon 
Table 7.23: Other known sport tourism events hosted in Cameroon 
Table 7.24: Extent of involvement in sport tourism in Cameroon  
Table 8.1: Previous attendance at specific sport tourism events 
147 
148 
149 
150 
150 
151 
152 
153 
154 
155 
156 
156 
 
167 
169 
171 
 
173 
 
174 
176 
176 
177 
179 
194 
Table 8.2: Frequency of attendance at sport tourism events in the respondents’  195 
local area 
Table 8.3: Sport tourism event attendance beyond the normal place of stay                  196 
Table 8.4: Frequency of attendance at sport tourism events in the respondents’ local 197 
area 
Table 8.5: Event location relative to place of residence                                                    197 
Table 8.6: Duration of stay at the event location      198 
Table 8.7: Mode of transport to the sport event      200 
Table 8.8: The sport tourism event as the main reason for being in the location 201 
Table 8.9: Motivating factors, besides the event, for visiting the area   203 
Table 8.10: Economic impacts of sport tourism events     214 
Table 8.11: Socio-environmental impacts of sport tourism events   220 
Table 8.12: Perceived benefits of sport tourism events for the local economies  233 
Table 8.13: Local economic development impacts of sport tourism events  233 
Table 8.14: Government–citizen trust impacts of sport tourism events   239 
Table 8.15: Marketing and branding impacts of sport tourism events   242 
Table 8.16: Factor analysis results        247 
Table 8.17: Cronbach’s alpha values of perceptions of the sport tourism impact  247 
constructs 
Table 8.18: Correlation analysis of sport tourism impact constructs   248 
 
xv 
 
APPENDICES 
 
324 
  
Appendix A: The questionnaire (in English) 324 
  
Appendix B: The questionnaire (in French) 
 
Appendix C: The interview schedules 
328 
 
        332 
  
 
1 
 
CHAPTER ONE 
STUDY CONTEXT 
1.1 Preamble 
The field of sport tourism has grown rapidly and received much academic attention as a form 
of tourism resulting from the integration of sports and tourism activities (Fourie & Santana-
Gallego, 2011; Hemmonsbey & Tichaawa, 2018, 2019; Hinch & Higham, 2011; Marumo, 
Lubbe & Pelser, 2015; Njoroge, Atieno & Do Nascimento, 2017; Reis, Vieira & De Sousa-
Mast, 2015; Taleghani & Ghafary, 2014; Tichaawa, Bob & Swart, 2018). Such growth, 
according to Swart and Bob (2007), has been aided, at least in part, by the significant growth 
of both sport and tourism in economic importance in both the developed and the developing 
world contexts. As Fourie and Santana-Gallego (2011) underscore, sport tourism is 
recognised as being one of the main factors that has led to the rapid growth of tourism. 
Likewise, Tichaawa et al. (2018) posit that the phenomenon of sport tourism has played a 
prominent role in the fuelling of world tourism, resulting in it being a topical focus of many 
stakeholders. The payment of such academic attention according to several scholars, is due to 
the recognition given to the industry for its influence of the socio-economic restructuring of 
both the urban and the rural areas, especially in the developing economies (see Hemmonsbey 
& Tichaawa, 2019; Higham & Hinch, 2002; Honari, Goudarzi, Heidari & Emami, 2010; 
Lesjak, Axelsson & Mekinc, 2017; Swart & Bob, 2007; Tichaawa et al., 2018). Besides the 
above, sport has continued to be used as part of tourism’s role in urban regeneration, thereby 
bringing further attention to the sport tourism niche market (Bob & Swart, 2010). 
 
In the available literature, the earlier work of Standeven and De Knop (1999) suggests that a 
symbiotic relationship exists between the disciplines of sport and tourism. Despite the nature 
of the relationship, Weed and Bull (2004, 2012) argue that the sport tourism discipline has 
historically been looked at as simply being an overlap between two different study areas. 
However, in recent times, there has been an increased focus on the relationship, given how 
countries have become more reliant on combining sport and tourism as a means of 
rejuvenating ailing economies (Gammon & Robinson, 2003; Getz, 2003, 2013; Gibson, 1998, 
2013; Gibson, Kaplanidou & Kang, 2012; Gibson, Willming & Holdnak, 2003; Tichaawa et 
al., 2018). The authors suggest that, due to the two study areas concerned expanding rapidly 
in terms of their growth and development, it has been noted that they ought to receive 
recognition for their contribution to local economic development (LED). According to 
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Gammon and Robinson (2004), the relationship between the two disciplines has continued on 
an upward trajectory in terms of general industry growth, as well as in terms of serving as a 
point of further academic focus and research initiative. However, the existing research 
suggests a lack of comprehensive analysis of the links between sport and tourism, with those 
that are in existence being particularly biased towards the developed countries in the Global 
North (Higham & Hinch, 2002; Kennelly & Toohey, 2014; Saayman, 2012; Tichaawa et al., 
2018; Turco, Riley & Swart, 2002).  
 
In the developing world context, Kennelly and Toohey (2014) assert that the agencies or 
ministries that are responsible for the two spheres (i.e. sport and tourism) often see their 
development endeavours fail, due to their mutual lack of effective collaboration, in terms of 
planning, policy and implementation. Along similar lines, Weed and Bull (2004) contend that, 
although, often, similar interests are strongly shared between sport and tourism, the amount of 
liaison between sport and tourism agencies has tended to be either minimal or non-existent, 
thereby limiting the mutual advantages that might otherwise have been gained by both sport 
participants and tourists therefrom. 
 
The most common type of sport tourism activity consists of events ranging from small-scale, 
through major, to hallmark and mega-events (Csoban & Serra, 2014; Gibson et al., 2012; 
Hemmonsbey & Tichaawa, 2018; Swart & Bob, 2007; Tichaawa & Bob, 2015). However, 
according to Gibson et al. (2012), the developing countries have specifically targeted the 
hosting of small-scale and major events, based on the belief that such hosting might expedite 
development in such key economic areas as infrastructure, as well as accrue tourism benefits 
for the local people, and thereby assist in ensuring sustainability in relation to tourism 
development on behalf of the local communities. Besides the above, Ziakas and Costa (2011) 
argue that not all destinations can host major and mega-events due to the lack of capacity, and 
the mixed results associated with such events. Instead, destinations, particularly in the 
developing world context, compile a portfolio of events, mainly targeting a series of small-
scale events (Gibson et al., 2012; Ziakas & Costa, 2011), including home-grown ones (see 
Hemmonsbey & Tichaawa, 2018, 2019; Hemmonsbey, Tichaawa & Knott, 2018). Many 
scholars have, in the past, emphasised that such targeting is due to small-scale events having 
either been proven to comprise a viable sector of an existing tourism industry or capable of 
providing a reason to visit a certain community, if there was, previously, no viable tourism 
sector in existence in the area concerned (see Egresi & Kara, 2014; Getz, 2003; Gibson et al., 
2003, 2012; Kaplanidou & Gibson, 2010; Kerwin, Warner, Walker & Stevens, 2015; Ritchie, 
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2007; Ritchie & Adair, 2004; Swart & Bob, 2007). Moreover, sport tourism, and small-scale 
events, in particular, are recognised for their ability to create economic value for the 
community, with most of the expenditure involved being attributed to the accommodation and 
catering sectors. Unlike in the case of mega-events, Gibson et al. (2012) strongly hold the 
view that small-scale sport tourism events tend to make use of already existing facilities, as 
well as attracting visitors to the host community, who are otherwise unlikely to have visited 
the area. In addition, they provide income for the local businesses, both in terms of the 
tourism industry and beyond. 
 
In many developing countries, the promotion of sport tourism, especially in terms of small-
scale sport tourism events, is thus seen as a strategic development objective for the 
government concerned (Csoban & Serra, 2014). Against such a background, the current study 
seeks to examine the interlinkages between sport and tourism in Cameroon, with a view to 
developing a framework for the effective development of the sport tourism niche in the 
country. Cameroon, much like other countries in the African continent, is a place where sport 
is an integral part of the lifestyle, with it being seen as an important socio-economic gateway 
for the citizens involved (Pannenborg, 2008). In spite of all the existing structural, socio-
economic (especially those linked to economic hardships), and geopolitical issues, sport 
tourism events in particular have continued to draw impressive attendance numbers. 
Cameroonian citizens generally have a great passion for, and dedication and commitment to 
sport thus presenting sport tourism development opportunities (Pannenborg, 2008; Tichaawa 
& Swart, 2010; Zijlma, 2016). The above also presents an ideal platform for the authorities to 
come to an understanding of the phenomenon of sport tourism, from both a planning and a 
management perspective. The situation should enable them to link initiatives to sport tourism 
that could kick-start socio-economic opportunities and LED in the long term. 
 
Additionally, given the continued criticism of the country’s disappointing performance in 
terms of international tourism arrivals, and the issues around the poor infrastructure, the 
corruption, and the general lack of guiding policies for tourism development (Kimbu, 2012; 
Tichaawa & Kimbu, 2019), vibrant areas of economic activity, like sport tourism, have 
become an important avenue to explore and understand. Therefore, sport tourism development 
is seen as one of the potential areas that could be used to boost Cameroon’s economy and 
development trajectory, especially given their recent appetite for organising and hosting major 
sports events (Achu, 2018). Besides the above, Cameroon is the largest economy in the 
Central Africa subregion, possessing a strong history in sport both locally and internationally, 
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whilst also displaying promising potential in terms of tourist attraction diversity. However, 
the country, as well as the region, still lags behind in terms of tourism performance when 
compared to other regions in Western, Eastern and Southern Africa (Kimbu, 2011; Kimbu & 
Tichaawa, 2018). Resultantly, the above warrants a need for empirical research to be linked to 
how sport tourism could be developed to serve the country as a vibrant sector, by means of 
which the LED goals could be achieved and maintained in the long run. In any case, the 
existing research on sport tourism, particularly in terms of sport tourism frameworks, has 
largely been developed and tested in the Global North. Such a situation necessitates adopting 
an Afrocentric research focus that could reveal the context of sport tourism development in a 
country with such testing local dynamics and environment as Cameroon has, and the testing 
of the compatibility of the frameworks in such a context. 
 
1.2 Motivation of the study / Problem statement 
The existing literature relating to sport and tourism reveals a clear gap in terms of sport 
tourism policy. According to Gammon, Ramshaw and Wright (2017), while marked 
improvement has occurred in sport tourism research, much still needs to be done to gain a 
clear understanding of the phenomenon as present at different destinations. So far, there has 
been a lack of recognition of the synergy and symbiotic relationship that the two disciplines, 
in effect, share (Fourie & Santana-Gallego, 2011; Gammon & Robinson, 2004; Kennelly & 
Toohey, 2014; Standeven & De Knop, 1999; Taleghani & Ghafary, 2014; Weed & Bull, 
2004), especially in the developing African context. Academic literature on sport and tourism 
interrelations has tended to be biased towards the developed countries, with a strong emphasis 
on the impacts, especially in terms of the economics, of sport tourism (Commonwealth of 
Australia, 2000; Delpy, 1998; Gammon & Robinson, 2004; Gibson et al., 2012; Higham & 
Hinch, 2002; Hinch & Higham, 2004; Taleghani & Ghafary, 2014; Weed, 2003; Weed & 
Bull, 2004). For example, Higham and Hinch (2002) focus on tourism and sport linkage in 
relation to the challenge of seasonality in New Zealand. They conclude that the links between 
sport and tourism have become more apparent and clearly defined, even though the issue of 
seasonality requires careful consideration in relation to the changing sport seasons. Weed 
(2003), in contrast, examines the lack of integrated policies for both sport and tourism in the 
United Kingdom (UK) context, concluding that the relationship network between the two 
disciplines would not be suitable for the national level, but that it would be more fitting at the 
regional level, at which level it should prove to be sustainable. 
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In the developing world context, the problematic nature of the above-mentioned situation is 
perpetuated by the existing structural problems, as well as by the attendant lack of skills and 
the restricted amount of knowledge as to how the two sectors affect each other. For example, 
Tichaawa et al. (2018), in their research into sport tourism in Africa, argue that the sector has 
not taken off as effectively as it has in Western countries, for example. The researchers 
attribute the above to the fact that mass participation and spectatorship, in the flagship 
professional sports that fuel sport tourism, has not yet been achieved, with the key 
interlinkages between sport and tourism not being effectively exploited. The above situation 
has occurred, despite the literature strongly advocating the improvement of such synergy 
between sport and tourism (Swart & Bob, 2007; Weed & Bull, 2004). Moreover, tourism and 
sport tourism, in particular, has proven to be an industry in which any country can engage 
with minimal costs, as opposed to the costs that tend to be incurred with the activities 
occurring in other sectors (Csoban & Serra, 2014). As a result of the above, many African 
countries have sought to develop their tourism potential aggressively, by focusing on the 
development of their sport tourism sector. In contrast, sport, especially football, is very 
popular in Africa, as engaging in the activity tends to generate much support among many 
Africans (Zijlma, 2016). However, very few studies have, so far, sought to examine the 
linkages between the two disciplines in the African context, specifically. Using Cameroon as 
a case study, this study analyses the phenomenon of sport tourism in the African context, and 
develops a useful framework for its development accordingly. The findings from a study of 
the above-mentioned nature should raise critical questions regarding the future development 
direction, especially in terms of the use of sport tourism for urban and rural restructuring on 
the continent. Moreover, the results and the sport tourism framework could serve to assist not 
only the Cameroon government in its development endeavours, but the rest of Africa and 
other similar countries in the broader Global South context. 
 
A glaring need exists for a policy and theory rethink that is linked to how the governments in 
Africa approach tourism development, especially in terms of the lack of cooperation between 
the policymakers and the sport and tourism project organisers and owners, agencies and non-
governmental organisations (NGOs), as well as the general population. When envisaging 
tourism development and its future on the continent, questions of sustainability are raised, 
with a study of this nature enabling some of the questions concerned to be answered and 
better addressed than in the past. Besides the above, the study’s design, which uses different 
events and stakeholders from different groups, should enable comparisons and a more 
comprehensive analysis to be conducted, which should result in a better picture of the sport 
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tourism landscape for the country specifically, but also for the continent and the Global South 
generally. 
 
1.3 Research aim and objectives 
The main aim of the current study, was to develop a framework for the development of sport 
tourism in Cameroon. To achieve the general aim, the following specific research objectives 
were identified: 
 
 The first objective sought to determine the typical profile of a Cameroonian sport 
tourist. This was done by way of examining their socio-demographic profiles in terms 
of gender, age, marital status, race, level of education, employment and income, in 
addition to their place of origin and interest in sport tourism activities. 
 The second objective aimed to analyse, in a critical way, the role played by the various 
stakeholders who were currently involved in sport and tourism in Cameroon. This 
included unearthing their understanding and awareness of, as well as their involvement 
in, sport tourism-related activities and initiatives. 
 The third objective was to establish the existing relationship between sport and 
tourism. This was done by examining the current strength of the interrelationships 
existing between the two domains. 
 The fourth objective was aimed at critically analysing the stakeholders’ perceptions of 
the impacts associated with sport tourism in Cameroon. 
 The fifth objective was to explore how the interlinkages between sport and tourism 
contribute to LED. 
 
1.4 Significance of the study 
Given the issues identified in the previous sections, a study of the current nature should, 
therefore, serve to help unify the fragmented nature of the sport–tourism interlinkage 
research, by adding a socio-economic and environmental dynamic to the fields of sport and 
tourism in the developing country context. The study might reveal the interlinkages of sport 
and tourism in the developing world context in the contemporary era, thereby allowing for a 
comparison to be made in relation to the relevance of some of the linkages, given the 
contrasting macro factors that tend to influence the developing and the developed countries, 
respectively. 
 
Moreover, the key findings of the study could assist in developing a framework of 
recommendations that advocate policy changes and planning in the context of sport and 
tourism in Africa, which should assist in reconceptualising the sport tourism interrelationships 
in an African context. Such development is likely to occur on the basis that most studies 
conducted heretofore have been largely Eurocentric in focus (Devine, Boyle & Boyd, 2011; 
Higham & Hinch, 2002; Hinch & Higham, 2001; Kennelly & Toohey, 2014; Weed, 2003). 
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The findings could also assist the stakeholders with their knowledge management, as well as 
with future planning initiatives, while similar countries could also use the information for 
their sport tourism planning activities, so as to advance the continent’s travel and tourism 
ambitions that are enshrined in the New Partnership for African Development (NEPAD) 
manifesto (South Africa. Department of International Relations and Cooperation, 2001:44). 
 
Some scholars (Cornelissen, 2007; Ngoka & Umeakuka, 2013; Tichaawa & Bob, 2015; 
Tichaawa et al., 2018) note that, in recent times, there has been a strong willingness among 
African countries to engage in the hosting of sport tourism events as a way of advancing their 
economies. In the above regard, there is a pressing need to gain empirical knowledge of the 
implications of such a desire for the countries concerned. A study of this nature could serve to 
address the issue, in terms of presenting empirical evidence of the linkages currently existing 
between sport and tourism in the African context. 
 
The study should also help to address the dearth of literature on the interlinkages between 
sport and tourism in the developing world context perspective. The research should also 
contribute to the burgeoning amount of literature that is presently coming to fill the sport 
tourism niche in relation to the developing nations, specifically those that are situated on the 
African continent. In addition, the current study is intended to inform the planning of future 
major sports events in Cameroon, especially considering the imminent hosting of the 2021 
Africa Cup of Nations (AFCON) by the country, which was initially earmarked for hosting in 
2019, but, due to unpreparedness, had to be pushed forward (All Africa, 2014). The key 
findings could also assist in determining how the sport and tourism stakeholders could bring 
together the relevant ministries for the mutual exploitation of the existing benefits to be 
gained from sport tourism events. The existing literature explaining the reasons for the less-
than-optimum exploitation of the benefits gained from sport tourism clearly indicates that 
such non-optimisation has been due to the lack of collaboration between the ministries of 
sport and tourism concerned (Higham & Hinch, 2002; Kennelly & Toohey, 2014; Nyikana & 
Tichaawa, 2018b; Standeven & De Knop, 1999; Weed & Bull, 2004). 
 
1.5 Structure of the thesis 
This thesis consists of nine chapters. Chapter One consisted of the introduction and 
background to the study, wherein a brief overview of sport and tourism was provided, as well 
as an explanation of how the two fields have converged to form one of sport tourism. 
Moreover, the chapter provided the main aim and the objectives of the study, as well as 
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highlighting the importance of a study of this nature for a developing world context like 
Africa generally, and Cameroon specifically. This chapter, therefore has set the study context 
for the present research. 
 
Chapter Two of the study presents the theoretical underpinning of the study, including an 
overview of such concepts as the confluence of sport and tourism, the stakeholder theory, and 
the political economy of tourism. The chapter also elaborates on the interlinkages between 
sport and tourism in detail, with a view to revealing the existing gaps in sport tourism 
interrelationships in the African context. 
 
The third chapter of the thesis provides an overview of the merger of sport and tourism for the 
emergence of the sport tourism concept. The overview includes a comprehensive discussion 
of the historical growth and development of sport tourism within the global, as well as the 
African contexts. The chapter presents the thematic discussion with a view to providing a 
contextual and conceptual presentation of the significance that sport tourism has come to have 
in the contemporary global marketplace.  
 
Chapter Four of the study provides an extensive understanding of sport tourists and their 
travel behaviour. Such a discussion centres around how best sport tourists should be managed 
for the benefit of the host destination, and how to package sport tours and experiences for 
them, particularly on the African continent. A central discussion of the chapter is the different 
motivations that are involved with the making of the decision to attend sport tourism events, 
and the different factors that affect such motivations. 
 
The fifth chapter of the thesis provides a comprehensive discussion and literature review of 
the sport tourism contributions and impacts, with an emphasis being laid on the contributions 
that sport tourism can make to LED and regional development. The literature review reveals 
the inspiration behind why the destinations in developed and developing countries have 
identified sport tourism as a driver of socio-economic development and growth. In particular, 
the discussion evaluates the different costs and benefits that are associated with sport tourism 
and events hosting, all of which are contextualised within the context of Africa, and 
Cameroon in particular. 
 
Chapter Six of the thesis details the specific research methodology and the design employed 
for the study, including an explanation of the research instrument, the design of the 
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instrument, the sample selection process and sample size, as well as the survey population. 
The chapter also describes the analysis procedures that were employed in the study. A brief 
overview of the study area is also provided in this chapter to promote the contextual 
understanding of the research. 
 
Chapter Seven of the study provides the presentation and analysis of the findings in relation to 
the quantitative and qualitative data obtained from the questionnaires that were administered 
at the different events identified for the study. Specifically, in this chapter, the results linked 
to the gaining of an enhanced understanding of sport tourism and sport tourists in Cameroon 
are unpacked. 
 
The eighth chapter presents the analysis of the data obtained, regarding the specific 
contributions made by sport tourism to the local economies in Cameroon. Such data are 
analysed and contextualised to augment the general findings made regarding the population of 
the study as per Chapter Seven. The chapter also provides a thorough content analysis of the 
relevant policy documents that speak to the overall aim and theoretical overview of the study. 
 
The ninth, and final chapter of the thesis presents a summary of the conclusions, and the 
ensuing recommendations of the study. The specific contribution of the study to the body of 
knowledge is also described in this chapter, especially as it is linked to the proposal of a 
framework of recommendations for the development of a vibrant sport tourism sector in 
Cameroon. The chapter also serves to provide directions for future research endeavours in 
terms of the subject under investigation. 
 
1.6 Summary 
The symbiotic relationship between sport and tourism disciplines has been well documented 
in the existing academic literature (Fourie & Santana-Gallego, 2011; Gammon & Robinson, 
2004; Kennelly & Toohey, 2014; Standeven & De Knop, 1999; Swart & Bob, 2007; 
Tichaawa & Bob, 2015; Weed & Bull, 2004). In practice, however, the sport tourism sector, 
especially in the developing countries, has been viewed as consisting simply of an overlap 
between the two areas and, as such, a lack of comprehensive analysis of the linkages between 
sport and tourism exists (Higham & Hinch, 2002; Kennelly & Toohey, 2014; Tichaawa et al., 
2018). Higham and Hinch (2002) note that the limited analysis of such linkages between sport 
and tourism has also been largely biased towards the Global North. The above is despite the 
amount of interest that has recently been expressed in the bidding for, and the hosting of, 
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sport tourism events among the countries in the Global South (Cornelissen, 2007; Ngoka & 
Umeakuka, 2013; Tichaawa & Bob, 2015). 
 
Many of the developing countries have identified sport tourism events as providing a much- 
needed developmental stimulus, especially in relation to LED (Nyikana, 2016; Nyikana & 
Tichaawa, 2018c; Tichaawa et al., 2018). Successfully hosting an event usually brings about 
increased city visibility, an enhanced city image, increased visitation and tourism revenue, 
enhanced pride in the city for the host, and additional sport participation, as well as the 
general growth of the local sporting codes and interest (Gibson et al., 2012; Honari et al., 
2010; Saayman, 2012; Yuen, 2008). In the above regard, a study of this nature is necessary 
for assessing how sport and tourism interact in the African context, as seen by the different 
stakeholders. Such analysis is poised to make an important contribution to the sport tourism 
development initiatives in Cameroon and the Central African subregion, generally. In addition 
to the above, a relevant framework for sport tourism development in Africa can be developed 
that might better serve unique local conditions, comparative to the established frameworks 
that have previously exclusively been developed and tested in the developed Global North 
contexts. The next chapter of the study provides the theoretical framework underpinning the 
development of the thesis. 
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CHAPTER TWO 
THEORETICAL AND CONCEPTUAL FRAMEWORK 
 
2.1 Introduction 
The previous chapter presented an introduction and background to the current study, while 
also outlining its significance. The aim of the current chapter is to outline the theoretical and 
conceptual framework that guide the development of the study. The outline includes key 
discussions on such concepts as the political economy of tourism, sport tourism, particularly 
with a focus on the Global South, the stakeholder theory in relation to sport tourism 
development, and the confluence of the sport and tourism phenomena, all of which is done in 
line with the objectives of the study and the context of sport tourism in Cameroon (which is 
the case study area). 
 
According to Maxwell (2013), a conceptual framework can be regarded as a system of 
concepts or assumptions, expectations, and beliefs embodied in, as well as the main theories 
that either support or inform, the current research. Jabareen (2009) notes that a conceptual 
framework can be considered to be a network of interlinked concepts, which, when combined, 
can serve to provide an informed understanding of a phenomenon. Additionally, Green (2014) 
affirms that the framework can provide direction to a study, and, in some other cases, it can be 
the outcome of the study. According to Green (2014), the framework should help the 
researcher(s) with regards to ensuring that the research project is coherent, and that all focus 
is on the outcome of the project. However, there is consensus that the conceptual framework 
should not just be a collection of concepts, but that it should, rather, be a construct wherein 
each of the amalgamated concepts plays an important role in the framework and direction of 
the study (Green, 2014; Jabareen, 2009). Ultimately, Jabareen (2009) argues that the concepts 
should support one another, while Green (2014) mentions that the organisation of the 
concepts is critical, especially when considering the desirable interrelated nature for the 
framework. The above, according to Jabareen (2009), is because the conceptual framework is 
meant to provide an understanding, rather than to give a theoretical explanation. 
 
Green (2014) suggests that most researchers fail to state explicitly how the conceptual 
frameworks guide their studies. According to the author, in most cases, they simply embed the 
concepts into the literature review, thereby failing to reveal the level of guidance received 
from the identified concepts in the study. The above is despite the fact that a well-articulated 
framework, along with how it will fit in with other research steps of a research project, will 
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give greater confidence to handling the evidence emanating from the findings of the research 
project (LoBiondo-Wood, 2010). Besides the above, Green (2014) identifies the main role of 
a conceptual framework as making the research findings of a study more expressive and 
generalizable than they would otherwise be. Against such a backdrop, the following section 
describes the nature of the framework adopted, and justifies why such a framework was 
considered to be relevant to the current study. The concept depicting the confluence of sport 
and tourism is presented first, given the main objective of the study. The above is followed by 
a description of the framework, detailing the political economy within which sport tourism 
operates. The stakeholder theory, involving the stakeholder analysis in the context of the case 
study area, is presented last. The chapter closes by explaining how the adopted 
multidimensional and conceptual frameworks were used to develop an adopted framework for 
the study. 
 
2.2 The confluence of sport and tourism 
According to Getz (1998), the sport tourism industry has grown rapidly to become globally 
significant in terms of its popular appeal and related benefits for the destinations involved, 
and in terms of the large scale of the related commercial sponsorship. Such growth has 
occurred because the two disciplines concerned have exhibited a parallel amount of rapid 
expansion in their recent history, and, as such, have become the focus of much research 
undertaken by academics (Bob & Swart, 2010; Gammon & Robinson, 2003; Getz, 1998; 
Gibson, 1998; Gibson et al., 2012; Hemmonsbey & Tichaawa, 2019; Hinch & Higham, 2003; 
Hritz & Ross, 2010; Kennelly & Toohey, 2014; McKay, McEwan & Baker, 2019). The 
general consensus among the researchers concerned is that sport has become a global affair 
that attracts large amounts of media attention, money and political interest, as well as large 
numbers of participants, while tourism has remained the world’s largest industry, continuing 
to grow rapidly, and generating large amounts of revenue annually. Consequently, a symbiotic 
relationship between the two is noted, because tourism aids sport, and sport helps further 
tourism, by offering a wide range of visitor experiences (Kurtzman & Zauhar, 2003; 
Standeven & De Knop, 1999; Tichaawa et al., 2018). Therefore, there was a need for a 
thorough investigation of the relationship between the two disciplines, and for identification 
of the areas of integration. Such an investigation had to be undertaken on the basis of the fact 
that, in recent times, Ramallal, Eduardo, Rodriguez and Turegano (2010) have suggested that, 
while traditionally, the relationship between the two has been seen as being relatively 
positive, if it is not carefully considered and managed, it can result in conflict. 
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According to Kurtzman and Zauhar (2003), a rapid increase has occurred in terms of the 
points of contact between sport and tourism in recent times, with the mutual benefits to be 
derived from both disciplines having become increasingly evident. Swart and Bob (2007) also 
note how, in recent history, there have been an increasing number of perceptible overlaps 
between sport and tourism, along with enhanced awareness regarding the potential to reap 
benefits from the areas of common interest concerned. Figure 2.1 below demonstrates the 
point of convergence of interests between the sport and tourism disciplines. 
 
 
Figure 2.1: The convergence of sport and tourism interests 
Source: Hinch and Higham (2003). 
 
According to Higham and Hinch (2002), there has, so far, been an absence of comprehensive 
analysis of the potential links that could be forged between sport and tourism in terms of their 
mutual pursuit of benefits, especially at the administrative level. The above is despite the fact 
that such links have expanded significantly, with them having become more apparent and 
defined than ever before. Weed (2003) argues that, in many countries the world over, agencies 
and structures that are supportive of the development of sport or tourism have been 
established and developed totally separately from each other. The few agencies that have 
developed such links have done so in a highly spasmodic and haphazard manner. Kennelly 
and Toohey (2014) note that, where such partnerships have, indeed, been forged, they have 
been short-term in nature and/or highly uncoordinated. The researchers suggest that such 
inadequacies of the existing structure could be based on the attitude that the sport 
organisations concerned might fear their inability to derive any direct gain from the tourism 
benefits that are likely to accrue from the hosting of sport events. Besides the above, 
Tichaawa et al. (2018) have suggested that, especially in the African context, the lack of trust 
between stakeholders could be a reason why, up to the present point, there has been minimal 
exploitation of the common interests between sport and tourism. 
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When attempting to comprehend the sport–tourism link, Swart and Bob (2007) suggest that it 
is critical to quantify the linkages between the two phenomena, as such quantification should 
give evidence of the extent of the linkage involved. The researchers identify the major areas 
of linkage as revolving around: (i) the nature of the benefits accruing to the sport participants 
and attendees involved; (ii) the economic and community development opportunities thereby 
provided; and (iii) the negative aspects of the sport–tourism linkage concerned. In terms of the 
benefits accruing to the sport participants and sport tourists from such a linkage, the authors 
suggest that the main advantage to be gained thereby is the provision of facilities, the 
utilisation of which should benefit both the local sport participants and the sport tourists. 
Additionally, given that sport tourism has continued to be used for urban regeneration, the 
local communities could gain access to facilities that might otherwise have been out of their 
reach, especially in the rural or highly underdeveloped areas (Tichaawa, 2013; Weed & Bull, 
2004). Besides the aforementioned advantage, Swart and Bob (2007) argue that, beyond the 
scope of the major and professional sports, such youth-oriented and participant-based sports 
as marathons could serve to attract friends and family members, thereby opening up a range 
of opportunities for long-term linkages between sport and tourism, especially in relation to 
domestic tourism. 
 
According to Weed and Bull (2004), in possessing similar interests and target audiences, sport 
and tourism agencies have opportunities to collaborate in producing and distributing 
informative material for tourists and sport participants alike, thereby enhancing the relations 
between the two. Moreover, sport and tourism tend to interact in relation to the same natural 
and built resources that are shared by the tourists, participants and residents alike, therefore 
linking sport and tourism development initiatives, and potentially making additional sources 
of funding more accessible than they might otherwise have been (Nyikana & Tichaawa, 
2018c; Weed & Bull, 2004). In addition, Swart and Bob (2007) note that, whereas most 
linkages of sport and tourism are associated with positive images, there are also pressing 
negative outlooks regarding the links, especially in relation to the attaining of sustainable 
development imperatives that are linked to the triple bottom line balancing that needs to take 
place in relation to development. The researchers argue that, in linking sport and tourism, 
sufficient attention should be paid to the social, economic and environmental concerns that 
are generally associated with sport and tourism development. 
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In assessing the existing poor linkages for sport and tourism in South Africa, for example, 
Swart and Bob (2007:385) found numerous challenges, including:  
 
 poor communication and coordination; 
 a limited amount of existing cooperation, due to a lack of leveraging each other’s 
channels into the appropriate target markets; 
 the lack of channels for the input of smaller event organising committees, which tend 
to lack representation within tourism; 
 a limited number of available packages, as the tourism industry frequently lacks 
insight into the respective fanbases, and suffers from a paucity of information in 
relation to the most fitting channels for disseminating information; 
 the misalignment of incentives, especially in relation to focus, with some sport 
industries focusing on growing the domestic, rather than the international, market; and 
 the poor alignment of calendars, given that sport events are not planned to coincide 
with periods of low tourism activity, during which periods the required services might 
be more easily accessible than they are at busier times of the year for tourism. 
 
The above discussion reveals the importance of interrogating the linkages that exist between 
sport and tourism. It is becoming more apparent that sport and tourism are mutually 
beneficial, and are constantly overlapping each other, especially in the destination context. 
However, limited research has been conducted into comprehending the nature of the link, 
especially within the Global South context, and Africa in particular. However, for the above 
to be clearly understood, a broader analysis of the political environment within the context 
described is necessary. The following section presents a discussion of the political economy, 
especially in terms of it influencing the future trajectory of tourism development in Africa. 
 
2.3 Political economy 
According to Bramwell (2011), the political economy can be seen as a broad theory that is 
widely applied in the social sciences field of study, mainly because it embraces all aspects of 
society as a whole, with the social system itself being considered from a holistic viewpoint. 
Specifically, in research that has been conducted broadly in the domain of tourism, Nunkoo 
(2012) and Nunkoo and Smith (2013) argue that the theory is mainly concerned with the 
political nature of decisions and of the decision-making process, as well as how politics affect 
the everyday choices that are made in society. The theory provides an understanding of the 
existing structures and the social relations that make up societies, with a view to ensuring the 
implementation, and maintenance, of equitable and democratic conditions (Bianchi, 2018; 
Bramwell, 2011; Nunkoo & Smith, 2013). Bianchi (2018) notes that the theory concerns itself 
with the study of social and economic forces, as well as with the power relations that are 
usually established in the process of producing commodities for the market, which, in the 
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present instance, is that of tourism. The above is inclusive of the divisions, the conflicts and 
the inequalities that can arise from such power relations.  
 
The importance of the political theory lies in its focus on global tourism issues relating to the 
powers and forces that affect operations throughout the world (Bramwell, 2011; Mosedale, 
2011, 2015; Nunkoo, 2012, Nunkoo & Smith, 2013). As Mosedale (2015) argues, the core of 
the theory is the analysis of the unequal distribution of power and the subsequent implications 
that there are for the development of tourism destinations. According to Nunkoo (2012), the 
concept incorporates a variety of approaches regarding the relationships between an economy 
and the wider environment. Such an environment could include the political forces, the 
psychological forces, the sociocultural forces as well as the geographical forces and contexts. 
This notion is further reinforced by Bianchi (2018), who argues that those studying the 
political economy theory have had to note the complex, and often fickle, socio-economic, 
political, technological and cultural forces that shape the organisation and dynamics of both 
domestic and international economies, resulting in the political economy and general 
economics often being indistinguishable from each other. As a result of the above, Bramwell 
(2011) considers the obvious opposing views and interests among the different parts of the 
global economy, as making the political economy a major driving force of change in terms of 
the prevailing social system. The theory is, therefore, best placed to help in understanding the 
structures and relations in global and national societies, in terms of which the desired outcome 
of the relations is free and equitable conditions for all involved (Bianchi, 2002; Keyser, 2009; 
Nunkoo, 2012). 
 
The current views on the theory highlight how the global market should be seen holistically, 
due to the fact that one can neither separate, nor isolate, the market from human beings and 
their sociopolitical contexts (Bianchi, 2018). The situation is so because the production, 
distribution and consumption of resources is largely informed by existing inequalities in 
power relations (Bianchi, 2018; Bramwell, 2011). The above further emphasises the need to 
understand the relationships existing between the players in the global economy, as, often, 
there are contrasting, or contradictory, views in play among the different elements/parts of the 
whole (Bramwell, 2011; Mosedale, 2015). Against such a background, the current researcher 
adopted the political economy as one of the main concepts in which to ground the present 
study, and, as such, the following subsection provides a discussion of the political economy in 
the context of tourism generally, and in that of sport tourism specifically. Besides, Bianchi 
(2018) suggests that the political economy of tourism should be viewed as a transaction 
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process wherein the diverse, interacting institutions either compete or collaborate (or, in 
certain circumstances, do both) to harness the strategic socio-economic gains from the tourism 
industry. Moreover, the political economy is seen as providing a useful perspective for 
studying tourism development and the associated government processes (Bramwell, 2011; 
Mosedale, 2015; Nunkoo & Smith, 2013). The concept, therefore, provided an ideal 
grounding for the research involved, given the historical separation of sport and tourism in 
Africa in particular, as was mentioned in the previous chapter. The issue of conflicts and 
inequalities, raised above, draws particular interest to the context of Africa, where the present 
study was based, as many countries on the continent have to grapple with challenges relating 
to inequalities and to many sociopolitical conflicts affecting development. Additionally, some 
of the conflicts and resulting structural issues result in tourism being unable to reach its 
desired outcomes, and limiting the extent to which the industry can play a role in socio-
economic development and growth generally (Acha-Anyi, 2018; Harilal, Tichaawa & 
Saarinen, 2018; Kimbu & Ngoasong, 2013; Marumo et al., 2015; Meyer & Meyer, 2015; 
Nauright, 2010; Njoroge et al., 2017; Rogerson, 2019; Tichaawa & Kimbu, 2019). The above 
is why Cornelissen (2004) proclaims that Africa has continued to play a minimal role, as far 
as tourism goes, within the global economy, despite an abundance of tourism resources and 
potential. Besides, the continent is still predominantly dominated by young democracies, 
which influences the extent to which macroeconomic policies affect tourism development, 
and ultimately shape the decision-making process regarding the development of tourism 
(Swart & Bob, 2004). 
 
2.3.1 The political economy of sport tourism 
According to Bianchi (2018), for the most part, extensive research into tourism development 
generally, and, in the present context, sport tourism specifically, has, until recent times, 
remained largely disconnected from questions of political economy. The above is despite the 
documented significant growth of tourism as a socio-economic tool, and the crucial role that it 
plays in the national accounts of many economies, and in global trade generally (Bakas, 2018; 
Fourie & Santana-Gallego, 2011; Kennelly & Toohey, 2014; Nunkoo & Smith, 2013; 
Tichaawa et al., 2018). Ngoka and Umeakuka (2013) note how many countries, the world 
over, have created specific policies that are aimed at the development and promotion of 
tourism. Acheampong (2009) argues that tourism’s development cannot be viewed separately 
from the actions of the national, provincial and local governments, in relation to the influence 
that their policies might have on the development concerned. In the context of tourism, use of 
the political economy theory, thus, helps in interrogating the processes followed in the 
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development of tourism. For example, Nunkoo and Smith (2013) suggest that, in tourism 
development, much relies on the political trust of the residents involved in the government 
actors and institutions that are involved in developing tourism at a destination. In the above 
regard, they argue that the political economy of tourism is critical, on the basis that there is 
evidence that, in recent times, there has been declining societal trust in government 
institutions generally, and in those responsible for tourism development specifically. Indeed, 
in the African context, Ngoka and Umeakuka (2013) allege that the main issue has been that 
much is said and proposed by African governments in terms of sport tourism development, 
but very little has, in reality, been achieved to date. Part of the challenge with the above, 
according to Cornelissen (2011), is the highly elitist nature of sport tourism, particularly sport 
mega-events, where even the bid itself is conceived by highly influential power elites, right 
down to how the returns from the event are distributed post-event. Such a situation is seen as 
disadvantaging the African countries concerned, and, instead, as empowering the developed 
context, as far as sport tourism is concerned. 
 
Bianchi (2018) posits that, in the existing literature on the political economy and tourism, 
much focus has been placed on sustainability, thereby ignoring the analysis of the wider 
structural conditions that direct the development of tourism. The author argues that, 
essentially, the emphasis is placed upon the viability of the industry, instead of looking at 
sustainability in line with a wider analysis of the developmental forms that tourism can take at 
specific destinations, as well as the potential distributional outcomes to emerge from the 
development process. Resultantly, the academic focus on tourism development and the 
political economy has been biased towards consumption, and it tends to be centred on such 
issues of scale as mass versus alternative tourism types, overlooking the socio-economic and 
political relations of power, which, arguably, shape the structure and the distributional 
outcomes of tourism and its development (Bianchi, 2018; Rogerson, 2007; Tichaawa et al., 
2018). 
 
Bianchi (2018) categorises the political economy of tourism as being comprised of a 
multitude of organisations and role-players of different sizes, scope and ownership, and, as 
such, he argues that the industry should be seen as being capitalist in nature. According to 
Nunkoo and Smith (2013), the formulation and implementation of policies at a particular 
destination depend on the fruitful interaction of the diverse stakeholders that influence the 
process, with, as such, sound governance becoming critical. However, the researchers 
concerned suggest that power issues among the different stakeholders tend to compromise the 
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process, as, in all likelihood, especially in the developing country context, there are 
imbalances in the destination governance, owing to many structural issues. For example, 
Bianchi (2018) identifies the main obstacle to critically analysing tourism development in 
particular, as being the stumbling block of the somewhat privileged position that the industry 
holds within the United Nations (UN) system, in terms of which it is seen as an agent of 
peace, conservation and sustainability in the global economy. Tourism development and sport 
tourism development, to a certain extent, therefore, remains unexplored in a critical manner 
by scholars (Bianchi, 2018), especially in the African context (Tichaawa & Bob, 2015; 
Tichaawa et al., 2018). 
 
According to Bianchi (2018), the national governments of the developing economies have 
played an important part in the state-managed integration of their economies into the global 
economy, using tourism as a vehicle for achieving such integration. Based on the above, the 
political economy argues that tourism development largely depends on the influence of the 
national government and on its institutional arrangements, in terms of the geographic scope, 
and the overall organisational structure, of the tourism industry (Bianchi, 2018). In other 
words, in its essence, the theory argues that the national government has a major, if not an 
influential, role to play in terms of tourism management, and the promotion of tourism 
development at a destination (Nunkoo, 2012). Nunkoo and Smith (2013) suggest that the State 
/ national government at a particular destination is seen as the primary actor in the political 
processes involved with tourism development, and that, in most cases, such a role is 
interventionist in its approach, more so than in other sector of the economy. According to 
Cornelissen (2011), the public sector, or the government, plays a critical role in facilitating the 
partnerships and the set programmes, particularly in relation to tourism development, in line 
with the desired development goals. Nunkoo and Smith (2013) caution, though, that the above 
hinges on political trust being present among all the stakeholders concerned, because it is an 
indicator for the governing elite of whether the policies involved have, in fact, been devised to 
conform to the expectations of the public. Besides, the government is the main role-player in 
the political processes to do with the development of tourism (Cornelissen, 2011; Keyser, 
2009; Kimbu & Ngoasong, 2013; Tichaawa, 2017). 
 
The national governments are involved through the establishment and management of 
institutions, departments and ministries, as well as through the policies that guide tourism 
development for environmental, political and economic reasons and outcomes (Nunkoo, 
2012) and the various programmes, funding initiatives and interventions for socio-economic, 
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political and environmental reasons (Nunkoo & Smith, 2013; Nyaupane & Timothy, 2010). 
Moreover, the variety of pathways leading to tourism development at a specific destination is 
determined by the evolving institutional arrangements of the national government, as well as 
by the interactions that they have with the wider economic forces and the conflicts that often 
play out between different interest groups, regions and parts of the destination’s 
administration in the course of economic transformation, which is the end desire of the 
economic development process (Bianchi, 2018). 
 
While initially having been biased towards economics, recently governments have attempted 
to strike a balance between their economic priorities, the environment and the local 
communities (Mosedale, 2015; Nunkoo & Smith, 2013). According to Bramwell (2011), the 
above is a strategy that is aimed at garnering political support from the citizens for their 
development initiatives in tourism, in particular. Nunkoo and Smith (2018) suggest that, for a 
government to have effective authority, and to maintain its political legitimacy, there should 
be a politically stable relationship between them and the citizenry, as dictated by the political 
economy. Ultimately, the relationship concerned is determined by the level of trust in the 
government that prevails among the citizens, and their degree of support for any tourism 
development proposed by the government, as well as, in the context of this current study, for 
the development of sport tourism and events. It is, therefore, the effective performance of the 
government agencies that is likely to determine how the population views and rates the ruling 
government, because the citizens hold the government accountable for policy decisions, 
particularly those that affect their daily lives, like those regarding the hosting of events in 
their communities (Nunkoo & Smith, 2013). 
 
In sport tourism, by virtue of its very nature, industry operations are circumscribed by certain 
factors relating to the political economy, because it is a global activity that is consumed by a 
global market (Cornelissen, 2011; Ivanovic, Khunou, Reynish, Pawson, Tseane &Wassung, 
2009; Tichaawa et al., 2018). For example, Cornelissen (2011) points out that international 
sports federations, like the Fédération Internationale de Football Association (FIFA), often set 
the institutional and political frameworks in pursuit of the goals and the design of projects 
linked to sport tourism events. In contrast, Hinch and Higham (2001) advocate the integration 
of sport and tourism in terms of government policy, strategic planning, the development of 
facilities and services, urban planning and promotion, because of the obvious 
interrelationships and overlapping between the different aspects involved. Misener, Harman 
and Doherty (2013) concur that, in recent times, due to the growing emphasis on improving 
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participation in social and sport policy at many destinations, sport development has been a 
focal point for the policymakers concerned. The above is because governments see the 
development of sport as forming part of a broader programme of community development, 
beyond the actual sport itself. However, according to Nunkoo and Smith (2013), the 
government relies on achieving a certain amount of political support from the citizens and 
other stakeholders for their policies to prosper, especially those that are geared towards sport 
tourism development. The above includes ensuring that the citizens have some capacity to 
mobilise themselves towards development, rather than having just to acquire resources once-
off (Misener et al., 2013). In this regard, sport is seen as a key vehicle for development in 
communities because community development broadly occurs through sport participation, as 
guided by the relevant policies (Misener et al., 2013). 
 
Jakovlev, Dimitrov, Koteski and Serafimova (2017) point out that, under the circumstances of 
contemporary times, given the global market and its modern conditions, the relationship 
between sport and tourism is therefore seen as a strategic point to advance world tourism. 
However, Devine et al. (2011) contend that tourism planning and policy development takes 
place within a framework that is so complex that it is beyond any single public sector 
organisational unit’s scope. For example, Misener et al. (2013) suggest that sport development 
occurs at multiple levels, including local organisations, individuals whose focus is on specific 
requirements from sport, national agencies, volunteers, the public, the commercial sectors, as 
well as transnational organisations whose main roles include establishing policy and exerting 
influence through funding. More importantly, it is the organisational partnerships and 
collaborations between these stakeholders that assist in maximising the complex phenomenon 
that is sport tourism (Kennelly & Toohey, 2014; Misener et al., 2013). As such, the 
development of sport tourism should be considered as an issue that exceeds the ambit of sport 
and tourism agencies alone. The researchers in question argue that sport and tourism exist 
within the expanse of a broader political arena that also includes public agencies that are 
involved in making and delivering policy in such areas as events, outdoor recreation, and 
heritage, among others. They, therefore, suggest that the linkages between sport and tourism, 
especially in relation to collaboration, are likely to be highly sensitive to the political climate 
within the destination or country concerned. This is a central argument in this research for the 
context of Cameroon and the relevant political setting for sport tourism there. 
 
Kennelly and Toohey (2014) posit that the historical separation of agencies responsible for 
sport and tourism has led to the failure to form successful sport tourism alliances, because, 
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often, such agencies have had contrasting agendas. The sport tourism industry is a fragmented 
industry, consisting of a large number of organisations that tend to operate within different 
contexts and to experience differing characteristics and dynamics (Devine et al., 2011; 
Tichaawa et al., 2018). As a result of the fragmented nature of the industry, cohesion and 
synergy are difficult to achieve for those sectors that are responsible for the development of 
such a niche market. According to Misener et al. (2013), besides the two government 
departments, there are other crucial stakeholders whose roles in sport tourism development 
are equally important, such as sport council board chairs, executive directors, municipal 
government representatives, and community sports clubs, especially in the local economy 
context. Cornelissen (2011) identifies such actors as development practitioners, public 
agencies, NGOs, and community-based organisations, as well as the corporate sector. The 
above is because a sport tourism destination has to be formed through a systematic planning 
process that involves all stakeholders, as well as policymakers, with a common and clear 
vision for the sport tourism development to take place there (Panagiotopoulos, 2015). All the 
above-mentioned issues should be considered when examining sport tourism and the political 
economy. The next subsection unpacks the arguments involved, based on the African context. 
 
2.3.2 The political economy of sport tourism in Africa 
Some commentators on sport tourism development in Africa (Cornelissen, 2011; 
Hemmonsbey & Tichaawa, 2019; McKay et al., 2019; Ngoka & Umeakuka, 2013; Tichaawa 
et al., 2018) suggest that the continent, in recent times, has become increasingly reliant on 
integrating sport and tourism as a means to kick-start and, where relevant, revive recession-
stricken economies, given the potential rewards that can be gained therefrom. Special sport 
tourism events, in particular, have emerged as a major focus in terms of their use as a tourism 
policy instrument for the governments in such countries as South Africa, Gabon and 
Morrocco, in a bid to boost local business through participant spending (Hemmonsbey & 
Tichaawa, 2018, 2019; Nyikana, Tichaawa & Swart, 2014; Panagiotopoulos, 2015; Tichaawa 
et al., 2018). According to Cornelissen (2011), events like the 2010 FIFA World Cup, which 
was hosted in South Africa, are prime examples of how sport tourism can be used for 
international discourse, and for the creation of a series of programmes focusing on sport for 
development in the Global South. The hosting of the 2010 FIFA World Cup was seen as an 
ideal platform for the furtherance of the broad developmental process in the country, and on 
the continent generally. Ngoka and Umeakuka (2013) posit that sport tourism events have the 
ability to bring about a degree of much-needed cultural, political, educational and socio-
economic significance for the hosting destinations. For example, the 2010 event in South 
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Africa was used for the implementation of a number of developmental initiatives conducted 
by a range of international, transnational, state, non-state and local-level stakeholders 
(Cornelissen, 2011). However, much like the rest of the world, tourism, and specifically sport 
tourism, development in the African context is usually connected to economic growth being 
given priority over socio-environmental concerns (Nunkoo & Smith, 2013; Tichaawa et al., 
2018; Wang & Bramwell, 2012). The above situation is so because the governments in Africa 
often see their intervention in terms of tourism development as encouraging conditions 
conducive to economic expansion (Nunkoo & Smith, 2013). 
 
The governments on the African continent are often placed under scrutiny for their inability to 
deal effectively with such socio-economic challenges as unemployment and poverty, among 
other social ills that are currently present there (Tichaawa, 2017). As such, the citizens’ trust 
in their governance is undermined (Nunkoo & Smith, 2013). Nunkoo and Smith (2013) note 
other challenges to the efficiency of government actors as being issues like the levels of 
corruption among the public officials, the equitable (or lack thereof) treatment of the citizens, 
and the lack of protection of their rights regarding proposed developments. Nelson (2012) 
stresses the challenge of corruption, noting how nearly all African states, bar South Africa, 
Botswana and Namibia, regularly fall in the bottom half of the Transparency International’s 
annual Corruption Perceptions Index. Other issues include the poor infrastructure and 
superstructure supporting sport tourism in many destinations in Africa, as well as their 
declining economies, the political climates that are not conducive to development, and 
generally low levels of sports development as a whole. The above has led to Africa hosting 
only a disappointing 5% of the top global sports events (Tichaawa & Kimbu, 2019; Lamberti, 
Noci, Guo & Zhu, 2011; Ngoka & Umeakuka, 2013). Ngoka and Umeakuka (2013) also note 
that some African destinations lack the required political will to challenge those dominating 
the global sport tourism industry, resulting in certain opportunities for sport tourism 
development not being realised, and in the failure to develop an infrastructure that specifically 
allows them to maximise the opportunities of sport tourism as a means of sustainable 
development. Another major challenge within the Global South generally, and within Africa 
specifically, is the frequent confusion of where governmental responsibility, as well as 
institutional planning, for sport and tourism, belong (Kimbu, 2012, Kimbu & Ngoasong, 
2013; Tichaawa & Kimbu, 2019; Panagiotopoulos, 2015). While a number of countries in 
Europe and on the American continent have a regulatory framework in place governing sport 
tourism activities, other contexts, like those in Africa, lack such institutional frameworks to 
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support the development of sport tourism (Nyikana & Tichaawa, 2018c; Panagiotopoulos, 
2015). 
For some countries, specifically on the African context, such authors as Tichaawa et al. 
(2018) argue that the best possible sport tourism strategy is to develop the sector from a more 
regional and locally competitive basis. The above is because the continent has, up until the 
present, not been able to achieve mass participation in professional sports that are linked to 
tourism. Besides, Misener et al. (2013) note that, at the community level, sport tourism is seen 
as playing a critical role, especially in contemporary societies. They argue that the 
development occurring at such a level is more ‘bottom-up’, and, as such, more community-
led, helping to ensure a less formal and a relatively flexible development and management 
style that encourages decision-making and buy-in from all those affected. Misener et al. 
(2013) contend that, in places that have successfully developed sport tourism, like North 
America and parts of Europe, the governance has been characterised by non-hierarchical, 
shared governance among the communities and their service providers, especially at the local 
economy levels, which is currently not the case in Africa. In such developed contexts, sport 
tourism is often governed and regulated by specific institutions or bodies, which is unlike the 
inconclusiveness of its stance in the developing world (Panagiotopoulos, 2015). For example, 
in America and other parts of Europe, Pouder, Clark and Fenich (2018) note how the rise of 
sport tourism has led to the development of special units and destination marketing 
organisations (DMOs) being tasked with attracting more sporting groups, and with making 
recommendations for the building of additional sport facilities, so as to enhance the sport 
tourism practised in those areas. 
 
In the light of the above, Tichaawa et al. (2013) suggest the adoption of a more localised 
development strategy, in terms of which the municipalities should facilitate the delivery of 
sport and recreational facilities at the regional and local competition level, while drawing 
attention to the sport and tourism policies involved, with a view to igniting and promoting 
both domestic and regional tourism. The above warrants the involvement of the citizenry, 
which could potentially lead to the development of sustainable and effective development 
policies regarding sport tourism in the contexts concerned (Misener et al., 2013). However, 
Lamberti et al. (2011) caution that community participation in contexts like Africa might be 
relatively ineffective, due to the immaturity and noncompliance of the sociopolitical 
conditions involved, regarding the proposed requirements for the development of an effective 
participatory planning platform. Besides the above, there is consensus that the effective 
participation of the community rests largely on the economic and political structures 
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concerned, with, up until the time of the current study, the above largely having been 
successful only within the developed world contexts, and less so in the developing countries 
(Lamberti et al., 2011). In any case, for the local context to be effective, clear direction should 
be given by the national level regarding the prevailing sport tourism policy, which, currently, 
is not the case for most of the countries concerned (Harilal et al., 2018), except for in the few 
cases where sport events serve national tourism interests generally (Panagiotopoulos, 2015). 
The political economy and the influence of colonial interest in the development of Africa 
generally have had a role to play in the lack of effective progression regarding tourism 
development on the continent. Exploring the political economy as it applies to tourism 
broadly and to sport tourism particularly, is a key area of the current research. The above is 
because, to develop a comprehensive framework that can be used to support the growth of 
sport tourism in a country like Cameroon, the different power relations and the subsequent 
inequalities must be understood within the broader political arena. Having provided a 
comprehensive discussion of the political economy of sport tourism in Africa, the next 
concept to be examined is the stakeholder theory. 
 
2.4 Stakeholder theory 
According to Garrod, Fyall, Leask and Reid (2012), the stakeholder theory is one that is 
widely used in business studies, as well as being a generally accepted topic in terms of 
political discourse. Freeman is credited with contributing significantly to the theoretical 
development of the concept, particularly in the 1980s (Garrod et al., 2012; Lewis, 2006). 
Presenza and Iocca (2012) posit that the theory has evolved in reference to the various groups 
and individuals who can affect an organisation, as well as in terms of the behaviour of 
management in response to such groups and individuals. According to Freeman (2001:38), 
stakeholders are those groups or individuals who have a stake in, or a claim on, a firm, within 
the ambit of the business discipline involved. Such individuals or groups normally share an 
interest in the organisation or development of the entity concerned (Garrod et al., 2012). They 
suggest that the successfulness of a development or organisation hinges largely on its ability 
to address the requirements and aspirations of a wide array of groups that normally have their 
own particular interests in the development. In essence, the legitimate stakeholder can be seen 
as an individual or group that is connected to the organisation that is affected, and which can 
affect the organisation’s ability to perform (Freeman, 2001, 2011; Garrod et al., 2012; 
Tichaawa, 2013). The above commentators suggest that the stakeholder theory directs the 
organisations to optimise the benefits of their operations through effectively engaging with all 
their legitimate stakeholders. They suggest that the stakeholders be distinguished into primary 
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and secondary ones, with the primary having formal, official and contractual links to the 
development, while the secondary are those without formalised links. 
 
In the tourism context, Aas, Ladkin and Fletcher (2005:31) define a stakeholder as being 
“anyone who is impacted on positively or negatively” by a development, which, in the context 
of the present study, would be a tourism project. According to Garrod et al. (2012), the 
stakeholder theory, whilst developed largely in terms of the study of business strategy, has 
recently been incorporated into tourism planning and policy, and into some forms of 
collaborative action, like destination marketing (Kimbu & Ngoasong, 2013). Given the 
complex nature of tourism, which is a fragmented industry, in terms of which the tourism 
offerings basically involve interaction among a large number of suppliers, coming from a 
wide range of economic sectors, the theory becomes a necessity, especially regarding the 
management of the stakeholders (Garrod et al., 2012). 
 
Grimble (1998) suggests that many projects have failed to materialise, or to reach their stated 
objectives, due to the non-cooperation that has occurred among the various stakeholders, and, 
in some instances, due to the opposition from the key stakeholders, who have expressed a 
belief that they would be negatively affected by the change. Aas et al. (2005) suggest that, so 
as to overcome any threats pertaining to the projects or events, a spirit of dialogue, 
cooperation and collaboration should be engendered among the various stakeholders involved. 
Accordingly, Presenza and Iocca (2012) identify the typical stakeholders in tourism and sport 
as being the primary stakeholders (i.e. the employees, the volunteers, the sponsors, the 
suppliers, the attendees, and the participants) and the secondary stakeholders (i.e. the host 
community, the government, the essential services, the media, the tourist and sports 
organisations, and the relevant businesses). The current study sought to understand the profile 
of the existing stakeholders involved in the development of sport tourism in Cameroon, with a 
view to assessing the cooperation (or lack thereof) of such stakeholders in the sustainable 
planning for, and the management of, sport tourism as a vibrant sector for socio-economic 
development and growth. In any case, sport tourism events, when they are successfully 
managed, can play a significant role in LED in terms of the making of socio-economic 
contributions (Nyikana & Tichaawa, 2018c; Presenza & Iocca, 2012; Radicchi, 2013). 
According to Radicchi (2013), sport tourism events have been noted as being important 
resources for development, especially in the local context. The above is so because the events 
offer a platform for local economic growth through job creation, infrastructural development, 
enhanced access to information, and a general boost to destination attractiveness, among other 
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factors (Radicchi, 2013). Furthermore, such events provide a much-needed boost to the local 
businesses that are predominantly small and medium-sized, especially in the local developing 
world context (Kimbu, 2012; Nyikana & Tichaawa, 2018c; Rogerson, 2013a; Tichaawa, 
2017). Such business boosts, in turn, have positive implications for the LED component of the 
local government. However, for the above to be realised, the stakeholders, especially in the 
local context, need to be known, and they also need to be aware of the potential impacts of 
such events, and to be able to cooperate, for the greater good of the community and all 
involved (Aas et al., 2005; Presenza & Iocca, 2012; Radicchi, 2013). 
 
2.4.1 Stakeholder analysis in sport tourism 
In relation to any development, and especially to tourism development, wherein there is a 
wide range of interested and affected parties, it is critical, first, to identify all the stakeholders 
concerned, and then to review what their respective agendas regarding the development are 
(Presenza & Iocca, 2012). By doing so, the managers and the other authorities are able to 
balance the needs and expectations of all the stakeholders concerned. Grimble (1998) stresses 
the need to conduct a stakeholder analysis, as doing so facilitates the recognition of the 
different interest groups involved, with it also helping to identify and resolve any standoffs or 
conflicts of interest occurring in reference to the event. According to Currie, Seaton and 
Wesley (2009), timely stakeholder analysis enables the resolution of thorny issues that may 
arise, especially when considering developing tourism within a sustainable development 
context. Additionally, if the stakeholder analysis is conducted early enough, it may also serve 
as an informer regarding the potential feasibility of whatever project is being initiated (Currie 
et al., 2009). The essence of a stakeholder analysis is the identification and assessment of the 
interests of the different stakeholders regarding tourism development, and of how the interests 
are likely to influence the implementation of the relevant project (Allen & Kilvington, 2001; 
Currie et al., 2009; Garrod et al., 2012; Grimble, 1998). 
 
In tourism, the delivery of relevant offerings is complicated by the fragmented nature of the 
industry, which typically involves the interactions that are engaged in by a large number of 
suppliers from different economic sectors, including accommodation, tour operation, 
transport, entertainment, visitor attractions, and events (Garrod et al., 2012). According to 
Presenza and Iocca (2012), the success of tourism, and of tourism events, in particular, largely 
depends on the fruitfulness of the interactions planned between the event owners and other 
stakeholders. The researchers in question argue that events are only likely to be important 
drivers for LED, and to foster significant socio-economic contributions, when the need for 
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such interactions is stressed. To conduct effective stakeholder analysis for sport tourism, three 
common approaches used include workshops, focus groups and interviews, respectively 
(Golder & Gawler, 2005). The goal is to ensure that the interests of the main stakeholders are 
identified, while also ensuring that the influence and the levels of impacts that such influence 
are likely to have on the other stakeholders are assessed. Lastly, the stakeholder analysis 
should inform the best way to engage with each of the stakeholders (Golder & Gawler, 2005). 
So, in undertaking analysis in tourism, it is important to stress the need for the relevant 
government structures, the project owners and organisers, as well as the lawmakers to 
understand the support levels that they will receive from the local communities, and the 
reasons for their support (Tichaawa, 2013). According to Weed (2007), in sport tourism, the 
stakeholders tend to converge as different stakeholder groups at different points in time, in 
terms of their relationships altering over time, as influenced by the changes in the purpose of 
the projects involved. Specifically in the sport tourism and events context, Presenza and Iocca 
(2012) note that stakeholders in the events management field comprise those individuals and 
groups that have a stake in an event and its outcomes, which is inclusive of all those who 
participate in the production of the event, being the sponsors and the grant givers, the host 
community and its representatives, as well as any other persons who are impacted on by the 
event. Garrod et al. (2012) affirm that the stakeholders in the sport tourism context are also 
drawn from the private sector, the public sector, and from the realm of voluntary work, which 
further complicates the process of sport tourism development, especially for a developing 
world context, as in the given instance. 
 
According to Van der Klashorst (2018), the first stakeholder in the sport tourism space is the 
government, which plays a key role in the developmental direction of sport tourism, because 
it sets the environment in which sport tourism is expected to thrive, especially through 
ensuring that the policies implemented are enabling to growth and development. The 
government also helps to ensure that funding is available for sport tourism initiatives, from 
the grassroots level right up to the international sponsoring of initiatives at the respective 
destinations. In the context of the current study, the Cameroonian government, through its 
Ministry of Sport and Physical Education and the Ministry of Tourism and Leisure, is, 
therefore, regarded as a main stakeholder, with it being included as a significant source that 
can provide vital information that could inform the study objectives concerned. 
 
Besides the government, another important stakeholder is the sponsors of tourism, and of 
sport events, in particular. Major international companies, like Nike, Supersport, TOTAL, 
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MTN, Coca Cola, Orange, Guinness, Heineken and many others, invest huge amounts in 
tourism projects, and in sport- and community-based sporting initiatives worldwide, with a 
view to changing lives and, as a result, are able to achieve their corporate social responsibility 
aims. International governing bodies and agencies, such as the International Olympic 
Committee (IOC), FIFA, Football for Hope, the United Nations Children’s Fund (UNICEF), 
Commonwealth, United Nations World Tourism Organization (UNWTO), the World Bank, 
the UN and others, capitalise on the sport element of social investment. They also set the rules 
and regulations for sport and tourism participation, primarily at a global level, but also in 
terms of development initiatives within specific sociogeographical contexts, especially in 
Africa. The voices of such sponsors were also seen as being crucial in the development of the 
current study, as the information that they provided revealed key issues linked to their 
interests and overall aims in becoming involved in sport tourism, generally. 
 
The NGOs in both sport and tourism have also emerged as a key stakeholder within the sport 
tourism phenomenon, with them continuing to play a crucial role in its development. They 
mainly target the historically disadvantaged and marginalised community groups, like women 
and youth, generally, as well as communities that are often neglected in terms of both sport 
and tourism promotion and development, to ultimately ensure that they are included in the 
mainstream activities of the country concerned. Besides the above, the NGOs also play a key 
role in terms of intervening when the desired interaction and initiatives between the 
government, the market and the society fail to produce the expected outcomes (Sanders, 
Phillips & Venreusel, 2014). For NGOs, partnering with the government, especially in the 
developing world context, can prove to be both an opportunity and an obstacle to realising 
their goals (Kaufman, 2009; Sanders et al., 2014). This is because, while the partnership 
involved might help widen the scope of the projects concerned, and provide adequate access 
to suitable funding opportunities, it can also result in dependency on the government, which 
can then lead to the proliferation of excessive amounts of red tape and bureaucracy, thereby 
limiting the potential realisation of the projects. Another important stakeholder is the private 
sector, especially on the African continent, in relation to which the government puts into place 
policies that enable private business to capitalise on, and to drive, tourism growth through 
investment. The private sector’s role is also important in terms of the creation of employment 
opportunities, while its investment in infrastructure and quality products assists the growth of 
the tourism industry generally.  
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Sport event attendees or sport fans were also regarded as being a major stakeholder in sport 
tourism in the context of the current study. Their presence and continued attendance at sports 
events fuels the growth of the sector, as, without them, the events would not exist. Of key 
importance for their inclusion in the current study was their motivation for attending sport 
events, as well as their perceptions and experiences while attending the events. In the 
Cameroonian context, and in Africa generally, the need is compounded by the fact that the 
attendees passionately follow and attend sport events, despite the evident socio-economic 
hardships that are prevalent there (Nyikana & Tichaawa, 2018c). If a framework for sport 
tourism development in Cameroon is to be developed, in terms of the aim of the present 
study, such views from a stakeholder group like the current one become crucial to the 
planning and management implications thereof. 
 
Stakeholder analysis was regarded as important for the current study, as it assisted in 
identifying the key stakeholders involved in sport tourism development, and in outlining their 
interest in the development. Besides the above, the analysis also briefly explained the key 
characteristics, the relationships with, and the participation in, the development process for all 
the stakeholders concerned, which should have assisted in creating the desired framework of 
sport tourism development in Cameroon. The following subsection discusses the consolidated 
theories, as applicable to the current study context. 
 
2.5 The link between political economy, stakeholder theory and the confluence of sport 
and tourism 
The three concepts (political economy, stakeholder theory, and the confluence between sport 
and tourism) discussed above were integrated, so as to provide a useful conceptual framework 
for the study, as is shown in Figure 2.2 below. The figure shows that sport and tourism exist 
within a defined political economy and environment, suggesting that the stakeholders in the 
two industries are governed by set rules imposed by way of the national development plan, 
and as a result of other global sociopolitical and geographic issues. In the light of such 
governance, sport and tourism should be integrated by means of astute government policy, 
sound strategic planning and management, and the development of facilities and services, as 
well as by way of the appropriate urban planning and promotion, due to the overlapping 
nature of the two entities involved. 
 
31 
 
 
Figure 2.2: The conceptual framework for sport and tourism integration in Africa 
Source: Adapted from Figure 2.1 above, and from the existing literature on active links. 
 
In terms of the influence of the political economy, and specifically within the sport and 
tourism sectors contained therein, Figure 2.2 suggests that, due to the frequent convergence, 
or overlap, of sport and tourism, the stakeholders of the respective phenomena often meet, and 
are forced to interact at, certain contact points. Such points include, but tend not to be limited 
to: the sharing of facilities; the possession of similar economic interests/gains; the offering of 
community development opportunities; the visiting of friends and relatives (VFR); the 
attraction of impacts in terms of potential long-term linkages; the availability of similar target 
markets/audiences; and the exploitation of shared natural and built environments. The result 
of coming into contact at such points means that sustainable development pressure is exerted 
on both areas concerned. However, in most cases, but especially in the developing world 
context, the development of such pressure is usually coincidental. When, and where, the 
meeting at certain contact points is deliberate, it is often short-term in nature, with it being 
characterised by the possession of different end goals for the respective sectors involved, 
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especially in the context of a sport tourism event. Therefore, the current study advocates for 
planned convergence from both sides, so as to ensure the accrual of sustainable benefits from 
the interlinkages concerned. 
 
2.6 Summary 
The documented growth and development of sport tourism as an industry has resulted in a 
great deal of academic and political attention being placed on the niche sector (Tichaawa et 
al., 2018). While such analysis is largely based on the developed context, a burgeoning body 
of knowledge has come to assess the nature of sport tourism in the developing world, with a 
view to providing direction for its development in the context concerned. Against such a 
background, the study grounds the research in a conceptual framework that focuses on the 
political economy, the stakeholder theory, and the confluence of sport and tourism as a basis 
for sport tourism understanding in Cameroon. As argued in the present chapter, the political 
environment, as well as the interactions among the different stakeholders in sport and tourism, 
play an important role in the effectiveness of sport tourism as a development tool for 
Cameroon. The next chapter focuses on providing a comprehensive review of the literature on 
the historical development of sport tourism, in terms of which the two distinct phenomena are 
considered separately. 
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CHAPTER THREE 
CONTEXTUALISING SPORT AND TOURISM 
 
3.1 Introduction 
In the previous chapter of the study, a theoretical grounding of the current research was 
provided in the form of a theoretical and conceptual framework. Such a framework was used 
to consider how sport and tourism interlink, and the political environment upon which the 
interlinkage takes place, as well as the interactions that occur among the stakeholders 
concerned, in respect of the interlinkage. In particular, the framework was employed to assess 
the specific points of contact that can be exploited for the mutual benefit of sport and tourism, 
especially in the developing world context, such as on the African continent. The following 
literature review chapters present a thematic discussion that centres on the main themes 
around which the present study revolves. To start with, the current third chapter of the thesis 
provides an overview of sport and tourism, and of how the concept of sport tourism was 
formed, so as to set the context for the thesis. The chapter seeks to understand the importance 
of sport and tourism, respectively, showing why a broad articulation of the two fields is 
warranted for the current study’s context. The aim is to present a discussion that depicts the 
simultaneous parallel growth experienced by sport and tourism, and to show how the two 
have become globally significant industries, leading to the development of the complex niche 
phenomenon of sport tourism. 
 
While the conceptual framework chapter broadly outlined the convergence of sport and 
tourism, the present chapter seeks to show how such a convergence has led to the growing 
popularity and significance of the sport tourism phenomenon, especially as desired by the 
emerging economies that seek global recognition and reputation thereby. The chapter, thus, 
discusses the growth of sport tourism within the Global South context, with a focus on the 
African continent, and on the specific sport tourism events hosting practice among the 
countries concerned. 
 
3.2 The development of sport tourism as an industry 
According to Gammon et al. (2017), the field of sport tourism has yet to develop fully into a 
field that is based on its own theoretical underpinnings. The above is in spite of the fact that 
the industry connects two increasingly significant areas of socio-economic development, 
being one of the world’s largest economic sectors, tourism, and one of the most influential 
industries, sport and its related activities (Uvinha, Chan, Man & Marafa, 2018). Hinch, 
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Higham and Moyle (2016) concur that, despite the significant growth shown by both tourism 
and sport, the sport tourism field has only just emerged as an area of interest for scholars. The 
above is one of the reasons that sport tourism has now become a focus of much research 
attention and an appealing industry sector for many governments globally (Gammon & 
Ramshaw, 2013; Lesjak et al., 2017; McKay et al., 2019; Nyikana et al., 2014; Rόbert, 
Gergely, Gyöngyvér & Zoltán, 2016; Tichaawa, Moyo, Swart & Mhlanga, 2015). For some 
(Rόbert et al., 2016; Uvinha et al., 2018; Weed & Bull, 2009; Zauhar, 2004), sport tourism 
dates back to the initial Olympic Games that were held in ancient Greece, to which people 
travelled to participate in, or to watch, the Games.  
 
According to some scholars (see, for example, Milinković, Simović, Ljubojević, Jovanović & 
Babić, 2017; Tichaawa et al., 2018; Uvinha et al., 2018), the sport tourism phenomenon is 
viewed as an amalgamation at different levels of the world’s premier social phenomenon 
(sport) and the world’s largest economy (tourism), as was briefly touched on in the previous 
chapter. In the above way, sport tourism is seen as involving all kinds of active and passive 
participation (both commercial and non-commercial) in sport activities that occur at places 
away from one’s normal place of stay or work. Due to its global appeal, sport tourism has, 
thus, gained prominence, having become a topical concept, particularly for academics, 
politicians and researchers (Bob & Swart, 2010; Gibson, 2004, 2006; Lesjak et al., 2017; Lin 
& Lu, 2017; McKay et al., 2019; Milinković et al., 2017; Nyikana & Tichaawa, 2018b; 
Tichaawa et al., 2015). Lesjak et al. (2017) opine that the rate that sport tourism continues to 
grow is considered as one of the fastest growth rates within the tourism industry.  
 
Despite the growth mentioned above, in the existing literature, Rόbert et al. (2016) posit that a 
common definition of sport tourism has been hard to settle on. However, some consensus 
exists, in that, generally, sport tourism has been looked at as being ‘active’, ‘passive’ or 
‘nostalgic’ in form (Del Chiappa, Tinaz & Turco, 2014; Gammon & Ramshaw, 2013; Hinch 
& Higham, 2001; Lesjak et al., 2017; Rόbert et al., 2016; Standeven & De Knop, 1999; 
Tichaawa & Swart, 2010; Uvinha et al., 2018; Weed & Bull, 2009). For example, Uvinha et 
al. (2018) posit that sport tourism is based on three general types of behaviour. Firstly, they 
mention active sport tourism as being travel for the purpose of actively participating in a 
particular type of sport activity. Secondly, they identify sport event tourism as another type of 
travel that is linked with spectating at different types of sport events. Lastly, they point out 
that, regarding nostalgia sport tourism, the host area of a mega-event, for example, could 
become a tourist attraction that is visited for nostalgic reasons. Subsequently, Gammon and 
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Ramshaw (2013) define the concept of sport tourism as being one that involves travel for 
participation in either an active or a passive sport-orientated holiday. They suggest that the 
main reason for travelling should be linked to a sport activity of some kind, or to a visit to 
participate actively in a sports event, or to travel for reasons that are connected to nostalgia 
linked to sport. Gibson (1998), in contrast, defines sport tourism as being travel that is based 
on some leisure activity, whether that be spectating a physical activity, or otherwise taking in 
attractions and events that are associated with such physical activity. Hinch and Higham 
(2004) note that such travel should not be for the purpose of receiving remuneration, but, 
rather, it should be to take part in, and to watch, sport activities away from the normal place of 
stay and work. In the above respect, it is clear that those who have attempted to unify the 
definitions of sport tourism have identified the common areas, and regard sport tourism as “all 
forms of active and passive involvement in sporting activities” that temporarily draw visitors 
from their homes (Gammon & Ramshaw, 2013; Gibson, 1998; Hinch & Higham, 2004; 
Standeven & De Knop, 1999; Tichaawa & Swart, 2010; Uvinha et al., 2018). Hinch et al. 
(2016) observe how, specifically, the active sport tourism market has picked up on, and 
grown, at a significant rate in recent times. 
 
Hritz and Ross (2010) identify sport tourism as one of the world’s fastest growing sectors, 
which, thus, receives much attention for its role in the economic and socio-environmental 
alterations that it brings about at destinations. Tichaawa et al. (2015) point out that the interest 
that sport tourism has attracted is most likely linked to the perceived potential that it has in 
promoting development in the areas of economic growth and the profiling of destinations. In 
fact, due to its nature, sport tourism poses cultural, socio-economic and environmental 
implications for many destinations (Gammon et al., 2017; Tichaawa et al., 2015). Such 
impacts will be unpacked in detail in Chapter Five of the current thesis. 
 
Both the developed and the developing countries have increasingly used sport tourism as a 
growth strategy, in their endeavours to unlock the opportunities presented by the tourism 
industry (Bob & Swart, 2010; Gibson et al., 2012; Radicchi, 2013; Tichaawa et al., 2015). 
Many researchers have sought to unpack the phenomenon further, with studies often largely 
focusing on one half more than on the other, being either dominated by sport or by tourism 
(Duglio & Beltramo, 2017; Lin & Lu, 2017). Sport tourism is a broad concept, it that it relates 
both to the direct and to the indirect benefits that accrue from tourists who travel to participate 
in, or to attend, a sport events and the range of activities that result from such attendance 
(Duglio & Beltramo, 2017). In fact, sport tourism is seen as the main component of the sport-
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dependant tourism typology in many countries, globally (Ehsani, Sogdel, Heidary & Jamshidi, 
2012; Radicchi, 2013). Uvinha et al. (2018) note that the industry includes a variety of 
attractions and products, unique services linked to accommodation, memorable stadia, the 
sports event ticketing process, the teams and associated businesses, and transportation. 
 
Sport tourism is an important aspect of global tourism and, as such, has grown to become a 
highly competitive niche sector (Destination British Columbia, 2013; Ehsani et al., 2012; Lin 
& Lu, 2017). Part of the growth has been linked to the increased interest, coupled with the 
increased participation, in sport within the leisure industry, and the subsequent desire of many 
people to travel to compete or spectate at sports events. Hautbois and Durand (2004) postulate 
that the activities linked to sport tourism, particularly those involving physical practice, have 
been on the rise for some time, which has aided the popularity of sport tourism. Moreover, 
sport tourism’s rapid growth has also been fuelled by the advances made in the economic 
development of the global market, as well as by the significant amounts that have been 
invested in sports, generally (Rόbert et al., 2016). Fourie and Santana-Gallego (2011) observe 
that another main contributor to the significant growth in the popularity of the industry has 
been the existence of mega-events, and their obvious benefits for their host destinations. Such 
perceptible benefits have enticed the local (i.e. municipal), regional, national and international 
authorities to invest in sport tourism, and to seek to grow the niche (Rόbert et al., 2016). 
 
In recent history, the focus on sport tourism as an industry has grown significantly, with Grix, 
Brannagan, Wood and Wynne (2017) affirming that sport tourism has become a political tool 
that is used to impact on the policy formulation and implementation of many states, globally. 
Lin and Lu (2017) note how many destinations have sought to use sport tourism as a regional 
development strategy, and, as such, have benefitted from its economic results. Besides, many 
governments have also identified the opportunity to use sport tourism as a tool to create or 
grow a brand for the various destinations involved, resulting in a certain stature having been 
attained for the industry, globally (Chalip & Costa, 2006; Deery & Jago, 2006; Hemmonsbey 
& Tichaawa, 2019; Reis et al., 2015; Rόbert et al., 2016; Weed, 2006). Radicchi (2013) 
suggests that many destinations, including cities, regional areas, and rural and urban areas, 
can use sport tourism to develop the local resources and the unique areas of specialisation 
further, with a view to promoting their respective destinations and to growing their 
reputations and brands. 
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Many cities have also sought to construct new sports facilities with a view to supplementing 
the existing structures and to making themselves more visible as sport-themed zones (Smith, 
2010). The above can be attributed to the fact that sport tourism can be seen as a cultural 
experience, in terms of which there is an interaction between the host space, the activity of 
sport itself, the host community, and the visitors themselves, with all the respective elements 
contributing to the overall experience (Uvinha et al., 2018; Weed, 2007). The growing global 
demand for sport tourism has resulted in general classifications among the main sectors that 
comprise the phenomenon, with the top three such classifications being sport tourism broadly, 
the fitness and media sector, and the sports education sector (Milinković et al., 2017). Uvinha 
et al. (2018) suggest that sport tourism be categorised into sport tourism attractions, tours, 
cruises, and sport tourism resorts and events. Resultantly, over the past decade, many 
published research papers have sought to gain an enhanced understanding of the sport tourism 
phenomenon, with many of them adding much value to the subject. Table 3.1 below 
highlights some of the recent studies in the field of sport tourism, as well as emphasising the 
main methods that have commonly been used in the making of relevant findings. 
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Table 3.1: An overview of some of the major sport tourism studies undertaken during the second decade of the twenty-first century 
Author(s) (date) Title Main objective/aim Methods adopted Main findings 
Hritz and Ross (2010) The perceived impacts of 
sport tourism: an urban 
host community perspective 
To examine how the residents of 
Indianapolis, Indiana perceived 
the impacts of sport tourism 
upon their city 
Quantitative approach The socio-economic benefits gained were 
strong predictors for the support of sport 
tourism development. 
Radicchi (2013) Tourism and sport: 
strategic synergies to 
enhance the sustainable 
development of a local 
context 
To stimulate reflection on the 
role that synergies between sport 
and tourism have in the 
development of a territory and 
its socio-economic environment 
Desktop study Sport tourism can play a vital role in the 
development of local territories, provided 
that a close relationship is established 
between customers and the local 
stakeholders. 
Inoue and Havard (2014) Determinants and 
consequences of the 
perceived social impact of 
a sport event 
To investigate the determinants 
and consequences of the 
perceived social impacts of a 
sport event 
Quantitative research approach Sport events generate a high level of social 
impacts for the local attendees if they feel a 
great sense of social camaraderie.  
Duglio and Beltramo 
(2017) 
Estimating the economic 
impacts of a small-scale 
sport tourism event: the 
case of the Italo-Swiss 
Mountain Trail Collon Trek 
To estimate the economic 
impacts of a small-scale sport 
tourism event on a small 
community 
Case-study-based mixed-
method technique 
Small-scale sports events yield many 
returns for small communities, in terms of 
both economic and social impacts, and they 
have a positive implication for the future 
tourism in such areas. 
Grix, Brannagan, Wood 
and Wynne (2017) 
State strategies for 
leveraging sports mega-
events: unpacking the 
concept of ‘legacy’ 
To assess the notion of sports 
mega-events and the benefits 
that they bring to host 
destinations 
Academic discussion Generally, there is positive discourse 
around sport mega-event legacies in a 
number of countries, irrespective of their 
political leanings, developmental stage, 
geographical regions, or cultural heritage. 
However, clear over-exaggeration of post-
event legacies is present in many 
international case studies. 
Lesjak, Axelsson and 
Mekinc (2017) 
Sports spectators tourism 
reasons when attending 
major sporting events: 
Euro Basket 2013, Koper, 
Slovenia 
To examine the main reasons 
and motivations for sport event 
attendees to visit a destination 
Quantitative study Event attendance and the choice of a 
destination are influenced by many 
different factors, including the type of 
event, the demographic factors involved, 
and the complementary facilities and 
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attractions available at the hosting 
destination 
Tajzadeh-Namin and 
Niknam (2012) 
Sports tourism and new 
opportunities in developing 
countries: a case study of 
sport tourism in the 
province of Ardebil 
To determine the factors that 
influence sport tourist activities 
in Iran 
Quantitative study Sport tourism could be used in promoting 
Ardebil, Iran, as the respondents in the 
study were interested in a variety of related 
activities available there. 
Tichaawa, Bob and Swart 
(2018) 
Africa and sports tourism To provide an overview of the 
relationship between sport, 
tourism and events as a context 
for the growth and development 
of sport tourism in Africa 
Desktop review – book chapter Sport in Africa has generally not been able 
to achieve critical mass participation and 
spectatorship in the professional sports that 
drive tourism. The best strategy for Africa 
is to develop its sport tourism network 
from a regional and local competition 
basis, which will boost regional tourism. 
McKay, McEwan and 
Baker (2019) 
The rise of trail running in 
South Africa: possibilities 
for small-scale sports 
tourism 
To explore the local trail 
running markets and to profile 
the trail-running tourists and 
their spending behaviour 
Exploratory case study based 
on quantitative methodology 
The number of high-profile long-distance 
trail running destination events has 
increased in South Africa, with the demand 
for the events having recently increased 
notably. 
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Due to the rapid growth and development of the sport tourism sector, its marketplace has 
become increasingly competitive, with many countries, like Ireland, Britain, Australia and 
New Zealand, among others, strongly competing to host events for the international sport 
tourists (Destination British Columbia, 2013). On the African continent, such countries as 
South Africa, Gabon, and Morocco have been at the forefront of sport tourism development, 
with them having competed aggressively against one another to host major sports events 
(Nyikana & Tichaawa, 2018c; Tichaawa & Bob, 2015). The above is because the symbiotic 
relationship that exists between the events and their respective host destinations results in an 
extended tourist season for the destination, as well as in encouraging investments, and, 
ultimately, boosting the local economies, among other benefits that will be unpacked in the 
later sections of the chapter (Holmes & Ali-Knight, 2017). Ehsani et al. (2012) suggest that 
the developing economies, in particular, have come to regard the ever-expanding sport 
tourism industry as being one of the main factors to influence development in the areas of 
economic and social restructuring in their respective rural and urban centres. The 
international recognition that has been afforded to sport tourism has made the sector 
particularly desirable for the developing economies (Lesjak et al., 2017). However, for the 
strategy to be successful, the destination concerned should ensure that the relevant policy and 
governance are in place (Hinch et al., 2016), which is a challenge that still hinders African 
countries from reaping the fruits of tourism, generally (Kimbu & Ngoasong, 2013; Tichaawa 
& Kimbu, 2019). 
 
3.2.1 Defining tourism 
Tourism has been widely recognised as having become the world’s premier and fastest 
growing economic sector (Ivanovic et al., 2009; Keyser, 2009; Meyer & Meyer, 2015; 
Tichaawa & Kimbu, 2019). According to the UNWTO (2019), such growth has mainly been 
driven by the strong global economy, coupled with a growing middle class in the world’s 
emerging economies, as well as other factors. The factors involved include the technological 
advances that are linked to innovations in the fourth industrial revolution (4IR), to new 
business models for tourism, and to relatively affordable travel costs and visa facilitation 
(UNWTO, 2019). Tourism is characterised as an industry that consists of a service element 
and which, thus, encompasses the provision of a level of hospitality (Hritz & Ross, 2010). 
They argue that, due to its characteristic of involving human interactions, it can be seen as a 
sociocultural phenomenon at which both the host and the guests interact and participate, in 
differing roles. According to Keyser (2009), defining tourism has proven to be a leading 
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challenge in tourism research, because many individuals and groups have differing views of 
what the concept constitutes, based on their agendas, in many cases. The author argues the 
above on the back of the fact that “all types of tourism involve travel, but not all forms of 
travel should be classified as tourism”. In addition to such an argument, Radicchi (2013) 
points out that the definitions of tourism frequently differ, because of the disciplinary point of 
view of those defining and analysing the nature of the sector at any one given time. 
 
Meyer and Meyer (2015), therefore, define tourism as “activities of people travelling to and 
staying in places outside their usual environment”. The UNWTO (2019) and the WTTC 
(2019) define tourism as:  
 
the activities of travellers taking a trip to a main destination outside his/her usual 
environment, for less than a year, for any main purpose other than to be employed by a 
resident entity in the country or place visited.  
 
According to Keyser (2009), the above-mentioned definition provides clarity on the tourism 
concept, and, as such, it can be used as common ground, with there being disagreements on 
the implications of the concept (see Table 3.2 below for a closer examination of the 
definition). 
 
Table 3.2: An examination of the UNWTO’s tourism definition 
The activities of travellers This part of the definition refers to the individuals (either tourists or 
excursionists), known as ‘visitors’, who take part in tourism. 
…taking a trip to... The part of the definition shows that tourism involves spatial 
movement, or travel (using some form of transport), from one place 
to another. 
…a main destination outside 
their usual environment… 
The places to which a tourist travels and at which they stay are 
known as ‘destinations’. 
…for less than a year… A ‘tourism trip’ cannot last longer than 364 days. The definition 
does not specify a minimum length of time spent at the destination, 
as long as the place is outside the ‘usual environment’. Tourism, 
therefore, refers both to ‘tourists’ and to ‘same-day visitors’. 
…for any main purpose 
(business, leisure or other 
personal purpose)… 
The purpose of tourism is NOT ONLY to indulge in leisure or to 
take a holiday. 
…other than to be employed 
by a resident entity in the 
country or place visited. 
As a general rule, those who are employed by, and who earn an 
income from, an organisation or company based in a destination are 
not tourists in the area. 
Source: Keyser (2009:69). 
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3.2.1.1 The growth and significance of tourism for the global economy 
Tourism has been widely recognised as playing a crucial role in the economic development of 
many destinations the world over (Crompton & Lee, 2000; Radicchi, 2013). Raddichi (2013) 
notes that tourism has developed into being an important economic activity, globally. The 
above-mentioned researchers observe how tourism creates economic growth and employment 
opportunities, while positively contributing to the social integration of the historically 
neglected areas within destinations, including mountains and peripheral and rural areas, as 
well as coastal regions and islands. The WTTC (2019) highlights tourism as being one of the 
world’s largest economic sectors, with it, as such, creating many jobs, driving exports and 
generating prosperity worldwide. Meyer and Meyer (2015) suggest that today’s globalised 
world recognises tourism as being the largest and the fastest growing sector, which, when 
considering its modern and dynamic nature, attracts much economic and political interest. 
According to Acha-Anyi (2018), tourism plays a very important role in many countries’ 
endeavours to generate foreign exchange earnings. Meyer and Meyer (2015) note that it is 
through tourism that a country’s balance of payments can be improved, and an increase in 
economic activities achieved. A key feature of tourism is its labour-intensiveness, and, thus, 
many countries look at it as an essential factor in creating employment, both in the formal 
and in the informal sectors (Ivanovic et al., 2009; Keyser, 2009; Meyer & Meyer, 2015; 
Tichaawa, 2017). The provision of such employment opportunities then leads to improved 
standards, and to an enhanced quality of life for the citizens (Meyer & Meyer, 2015). The 
labour-intensive nature of tourism makes it relatively easy to enter into such markets, as there 
tend to be fewer barriers when the industry is compared to others, whose market barriers are 
higher. Such factors make tourism a major socio-economic activity for the world’s 
destinations. 
 
The UNWTO (2019) highlights that tourist arrivals increased by 5% in the year 2018, to 
reach 1.4 billion. According to the WTTC (2019), the tourism industry accounts for 
approximately 10.4% of the global GDP. By the end of 2018, export earnings that were 
generated by tourism had grown to approximately USD 1.7 trillion, showing yet further 
evidence of the rapid advances being made by the industry (UNWTO, 2019). In addition to 
the above, the industry created approximately 319 million jobs globally in the year 2018, 
which is a figure that equates to 10% of the world’s total employment figures. The growth in 
the tourism industry has attracted countries into the industry, especially on the basis of the 
industry enabling job creation. The above is why the UNWTO (2019) sees tourism as driving 
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the creation of more and better than average quality jobs, while serving as a catalyst for 
innovation and entrepreneurship, thereby transforming many communities globally. The 
WTTC (2019) points out that the bulk of the overall spending is within the leisure tourism 
market (78.5%), as compared to within the business market (21.5%). The UNWTO (2019) 
confirms that leisure travel continues to be the main purpose of the visits that are made in the 
majority of the world’s regions, apart from for the Middle East (which region is 
predominantly visited for VFR, health and religious reasons). 
 
Tourism is acknowledged for the direct economic inputs that it provides into a destination, 
but, more than such, the industry also has significant indirect and induced impacts (WTTC, 
2019). In terms of the direct contribution made to the global GDP, tourism contributed USD 
2 750.7 billion in 2018 (WTTC, 2019). The above equates to approximately 3.2% of the 
global GDP contribution. The WTTC predicted that the contribution would grow by 3.6% to 
approximately USD 2 849.2 billion in 2019, and to USD 4 065.0 billion by 2029. The 
numbers, in terms of the jobs directly created by tourism, emphasise the significance of the 
industry to the world economy. For example, in 2018, tourism directly employed 122 
891.000 people, being 3.8% of global employment (WTTC, 2019). The number was expected 
to grow to 125 595,000 in 2019 and to 154 060.000 in 2029 (WTTC, 2019). The statistics 
clearly justify why tourism has been considered an important industry in the global 
marketplace. However, as with many other industries, certain reservations exist regarding its 
success and the amount of interest that it arouses in terms of the developed world, as opposed 
to the developing world, context. The following subsection attempts to clarify the main issues 
that characterise tourism in the Global South context, comparative to in the developed world. 
 
3.2.1.2 Tourism in the Global South 
The significance of tourism in the developing Global South context is linked to its usability 
as a tool for the promotion of socio-economic development, particularly in the areas of 
poverty alleviation and employment creation (Acha-Anyi, 2018; Harilal et al., 2018; Kimbu 
& Ngoasong, 2013; Kimbu & Tichaawa, 2018; Levantis & Gani, 2000; Marumo et al., 2015; 
Meyer & Meyer, 2015; Njoroge et al., 2017; Radicchi, 2013; Rogerson, 2019, 2002, 2007; 
Tichaawa & Kimbu, 2012, 2019; Tichaawa et al., 2018). The WTTC (2019) stresses that 
tourism has come to be seen as appealing to the developing countries, on the basis that it is a 
dynamic engine for the creation, and maintenance, of employment opportunities. Specifically, 
such countries struggle with many social ills, with tourism supporting some of their 
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initiatives, particularly around the amount of support that is granted to women, to the youth 
and to other, often-marginalised groups of society (Levantis & Gani, 2000; WTTC, 2019). 
Levantis and Gani (2000) note how countries in the Global South are profusely supplied with 
both unskilled and semi-skilled labour, which makes tourism particularly important in terms 
of creating employment opportunities for such locals. Meyer and Meyer (2015), as well as 
Marumo et al. (2015), point out that the countries in such a context also use tourism as an 
alternative economic area of focus, so as to avoid over-reliance on other traditional economic 
sectors, like agriculture, mining and general industrialisation. The developing nations have 
sought to develop tourism as a means of growing their economies and, in fact, of increasing 
economic participation among their citizens (Acha-Anyi, 2018; Kimbu, 2012; Marumo et al., 
2015; Meyer & Meyer, 2015; Nyikana & Tichaawa, 2018a). For many countries in the 
Global South, domestic tourism can be seen to be rapidly growing, with it continuing to 
provide opportunities for the local populations by spreading development and potential 
regional economic benefits, as well as by aiding in the building of a sense of civic pride 
(WTTC, 2019). 
 
In many countries in the developing world context, tourism is a tool through which economic 
growth is made possible and, especially in the local areas, it is seen as a possible economic 
diversification sector (Kimbu & Tichaawa, 2018; Meyer & Meyer, 2015). The sector that can 
assist in the enhancing of the balance of payments, and as a stimulus for income creation and 
overall regional development (Meyer & Meyer, 2015). According to Tichaawa (2017), on the 
African continent specifically, tourism presents opportunities that can be leveraged for the 
establishment of small businesses, particularly in the informal sector. The above, therefore, 
translates into there being a positive relationship between tourism and economic growth for 
the developing countries (Meyer & Meyer, 2015). Another aspect of the benefits gleaned 
from tourism for the countries concerned is the fact that it can, at times, serve as an engine for 
economic development, and as a vehicle for the sharing of culture, and, thus, for the building 
of mutual understanding and tolerance for tourists and hosts alike (WTTC, 2019). The 
industry in Africa contributes 8.5% to the GDP, which is a contribution that is measured at 
approximately USD 194.2 billion in the year 2019. The above indicates a growth of 5.6% 
from previous years (WTTC, 2019). Regarding the contributions made to employment, 24.3 
million jobs were directly linked to tourism in Africa in 2018, which figure is expected, by 
the WTTC, to increase to 32.9 million by the year 2029.  
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From the above-mentioned figures, it becomes evident that tourism, in the Global South, is 
used, particularly by governments, as a solution to youth unemployment (Ivanovic et al., 
2009; Meyer & Meyer, 2015), and, particularly in Africa, as a means of including low-skilled 
people, of which many countries have an abundance, in the economy (Tichaawa, 2017; 
WTTC, 2019). However, for the above to be effectively implemented, the relevant resources, 
investment and infrastructure should be in place to create an environment that is conducive to 
tourism development, which is a challenge currently facing many African states (Acha-Anyi, 
2018; Kimbu & Tichaawa, 2018). Harilal et al. (2018) attribute the failure to develop the 
necessary resources, infrastructure and investments to the lack of clear policy regarding 
tourism’s development in many countries. In addition to the lack of appropriate policies and 
governance, many countries in the above context lack effective collaboration between the 
public and the private sectors, resulting in disappointing levels of service delivery, and, thus, 
in missed opportunities, as far as tourism development is concerned (Harilal et al., 2018; 
Hinch et al., 2016; Kimbu & Tichaawa, 2018). The above is also critical when considering 
that Africa has a unique tourism offering, as the WTTC (2019) statistics for 2019 reveal that 
a bulk of the spending on tourism (70%) is leisure-based, as compared to business-based 
(30%), and that the spending between the domestic tourists (56%) and the international 
tourists (44%) is not markedly different. The above is a different picture to that of global 
spending, in terms of which domestic spending is at 71.2%, and international spending is at 
28.8% (WTTC, 2019). Nevertheless, despite the perception of tourism being an important 
employment creator in the Global South, the key challenges that inhibit such work creation 
include the fluctuation in demand for tourism offerings, the domination of the sector by self-
employment, the high workforce turnover due to the low levels of pay in certain 
organisations, the long working hours, and the lack of training (Meyer & Meyer, 2015). The 
challenges that face the sector need to be addressed if tourism development is to be improved 
in the above-mentioned context, with sport tourism being one such avenue through which the 
improvement can be achieved. The next subsection of the chapter presents a broad picture of 
the development and the significance of sport for the world market, with a view to 
conceptualising and contextualising the overall role of sport tourism in the context of the 
current research. 
 
3.2.2 The development of sport 
Sport, because of its perceived benefits for those who participate in it, has continued to be 
used as a tool to advance engagement with physical activity among people worldwide (Reis 
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et al., 2015). According to Radicchi (2013), sport has grown significantly, to become a 
phenomenon of large dimensions, and one that currently serves as a critical resource for the 
development of many local areas. It has become a sociocultural spectacle, and an ever-
increasing factor within the tourism industry, globally (Daniell, 2013). However, much as 
with tourism, difficulty has been obtained with reaching consensus regarding its shared 
definition (Deery, Jago & Fredline, 2004; Gammon & Robinson, 2003; Reeves, 1999; 
Saayman, 2012; Tomlinson, 2011). The section below presents a definition of sport, 
according to the existing viewpoints and perspectives. 
 
3.2.2.1 Defining sport in context 
According to Reeves (1999), sport has, historically, attracted a wide range of definitions that 
vary in perspective, with it, thus, giving rise to the need for a more standardised definition 
that can be wide-ranging and widely accepted by those studying the phenomenon. However, 
the above has continued to be a challenge, especially given the differing viewpoints and 
scopes of such definitions in the existing literature. For example, Kobiela (2018) points to a 
major disagreement in relation to whether an activity like chess can be considered a sport. 
The author opines that this controversy reflects the lack of a universally accepted definition 
of sport. In earlier works on sport tourism, Standeven and De Knop (1999) define sport as an 
activity that consists of a range of competitive and non-competitive quests that mainly 
involve skill and strategy, in which people engage at their own level, with the intention of 
gaining enjoyment or training, as well as of raising their performance levels. Recently, 
Kobiela (2018) offered two distinct definitions linked to an inclusivist and an exclusivist 
standpoint regarding the differing activities that can either be included, or excluded, from the 
concept of sport. The inclusivist definition, on the one hand, regards sport as being skills-
based, ludic, institutionally structured activities and, therefore, ‘mind’ sports, like chess, 
could be just one of many types of sport. In contrast, the exclusivist view views sport as a 
structure- and goal-orientated, competitive, contest-based physical activity. 
 
Top End Sports (2016) views sport as a human activity involving physical skill and exertion, 
which is governed by a set of rules and/or customs, and which is undertaken competitively, 
and which, thus, is capable of achieving an end result. Hinch and Higham (2004), in contrast, 
proposes an alternative definition, of sport being a goal-oriented activity that is characterised 
by a contest-based nature. Added to the above definitions is Coakley’s (2001) view of sport 
as institutionalised competitive activities that typically involve laborious physical application 
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and the use of relatively complex physical skills. In essence, sport can be viewed as 
consisting of all physical activities that are participated in casually or formally, and which are 
aimed at expressing, or improving, the state of physical fitness and mental well-being of 
those involved, resulting in the development of social relationships, or the obtaining of results 
in competition at all levels (Rowe, Adams & Beasley, 2004). The above is why Weed and 
Bull (2012) conclude that sport can be either a formal, or a recreational, activity that can 
occur either for leisure or for commercial reasons. While the above-mentioned definitions 
seem to differ fundamentally from certain other viewpoints, they all look at sport as a 
competitive and/or recreational activity in which professionals and casual, leisure participants 
participate. What is also important about the definitions is that they consider sport to exceed 
just the formally arranged sporting activities, like team sports, as they include such non-
competitive activities as walking, swimming and cycling. 
 
Sport goes beyond just the activity, as it is a big business that includes participants, 
spectators, sports events, sponsors, and many other business operations (Gibson, 1998; Hinch 
& Higham, 2001; Kobiela, 2018; Neirotti, 2003; Schwarz, Hunter & Lafleur, 2013). Nyikana 
and Tichaawa (2018c) opine that sport is a sum of many different factors that influence its 
definition, management and development, generally. According to Hinch and Higham (2001), 
the rapid growth of sport-related travel, over the past two decades, has given rise to the 
enormous industry of sport. Nyikana and Tichaawa (2018c) note how, in the twenty-first 
century, the sporting world has grown into a significant industry, and, as such, has resulted in 
much pressure being exerted for it to generate benefits for its management. 
 
3.2.2.2 The growth and importance of sport in the global arena 
According to Standeven and De Knop (1999), sport has grown significantly to become an 
international affair that draws large amounts of media attention, significant investment 
(especially monetary), multiple participants and, most importantly, political interest from the 
world’s governments and leaders. The media have tended to portray sport in the global space 
as an important sector, resulting in increased interest and the association of sponsors and 
investors alike, which have reshaped the environment into a highly business-orientated space 
(Relvas, Littlewood, Nesti, Gilbourne & Richardson, 2010). The business nature of sport has 
also meant that those investing in its development and growth concern themselves with 
securing sustainable revenues and financial success, accordingly. Kurtzman and Zauhar 
(2003) suggest that sport is a multi-million-dollar industry that catalyses the movement of 
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millions of people around the world, resulting in the identification of sport activities as an 
important communication tool for many governments. Specifically, participation in, and 
attendance at, sporting activities and events have grown into global phenomena, with the 
growth in stature and popularity in international sport competitions also having contributed to 
an ever-increasing global market, or to sport consumption (Turco et al., 2002; Weed & Bull, 
2004). Reeves (1999), especially, notes how sports development has dominated discussions, 
focusing particularly in the area of policy in the local, national and international echelons of 
government and sport investments. Sport is seen as an important practice for both individual 
and group health promotion (Edwards, 2015). The author suggests that sport enhances 
entertainment experiences at the destination, and it brings about economic value, particularly 
for sport organisations. The above is why governments and world leaders have begun to 
appreciate the value of sport, especially related to economic value and to its value for both 
national and international relations (Gammon & Robinson, 2003). Additionally, sport has 
continued to be used for its ability to promote health, as well as for its entertainment and 
economic value, resulting in both public and private investment in related facilities, 
programmes and policies (Edwards, 2015; Edwards & Casper, 2012). 
 
Gibson (1998) confirms that sport’s dramatic growth has also resulted from the increased 
emphasis that has recently been placed on health and fitness, as well as from the increased 
use of sport events by cities to draw visitors and tourists, generally. Besides, recently the 
understanding of the health benefits that can be achieved through participation in many sports 
has improved. In contemporary society, sport, thus, can be seen to play an important role in 
the lifestyle of citizens, because it contributes immensely to individual and collective 
development, while assisting in the maintenance of their well-being (Palrao, 2018). 
Combining sports activities and the natural environment at destinations broadens the range of 
activities in which visitors and the local communities can engage during their leisure time 
(Radicchi, 2013). Many scholars (Horne & Manzenreiter, 2006; Kurtzman, 2005; Ritchie & 
Adair, 2004; Tichaawa et al., 2018; Weed & Bull, 2004) have also observed that certain 
factors have, in addition to influencing decision-making, also played an important role in the 
growth of sport in terms of the global economy. The factors concerned include the increase in 
discretionary income, the extended leisure time for the workers, the rapid upgrades in 
infrastructure, especially linked to transport networks, the general globalisation, and the 
development of the mass media. Fourie and Santana-Gallego (2011) specifically highlight the 
hosting of mega-events as a key development in terms of growing the popularity of sport in 
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the global marketplace. The phenomenon will be unpacked at a later stage of the current 
chapter, along with a discussion of the other types of sports events that drive the sport 
tourism industry. 
 
Sport has proven very efficient in building local skills, in enhancing knowledge and 
resources, in increasing social cohesion, in facilitating structures for community dialogue, in 
leadership development, and in encouraging civic participation in many destinations around 
the world (Edwards, 2015). Edwards (2015) also highlights how sport has come to play a key 
role for many governments in terms of increasing their social connectedness, in reducing the 
amount of engagement in risky behaviour, like crime, and, generally, in serving as a popular 
tool for social outreach among communities that are prone to social ills. Besides the above, 
Jakšić-Stojanović and Šerić (2019) affirm that, since ancient times, sport has been an 
important motivator of the visits that are paid to particular destinations, especially as a result 
of the demographic changes that have occurred, as well as due to the generally unhealthy 
lifestyles that people have realised that they need to address through sport. An improved 
lifestyle can be gained from participation in a range of different sporting activities, including 
football, sailing, golf, tennis, skiing and many other popular sports that add weight to a 
destination’s overall tourism offering, as many people have realised (Palrao, 2018). The 
discussion above clearly shows the important role that sport can play at a destination 
specifically, and in the global market, generally. The above is the reason for sport having 
come to be seen as an important means of development, and, ultimately, as an aid to realising 
the Millennium Development Goals (MDGs) (Sanders et al., 2014). 
 
3.2.2.3 Sport in the developing world context 
Swart and Bob (2007) identify sport, alongside tourism, as being one of the most important 
economic activities for both the developed and, especially, the developing world. They argue 
that sport, in such a context, tends to play a significant role in the socio-economic 
regeneration of both urban and rural communities, as well as serving as an important vehicle 
through which to improve the quality of life of the local populace. Sports are a key 
developmental tool for the socio-economic and cultural development of countries in the 
Global South (Levermore, 2008), especially because they fulfil a vital role in the combating 
of some social ills from which the countries concerned suffer (Sanders et al., 2014). The 
above is why, increasingly, sports activities and sports-related issues have continued to 
appear on the growth agendas of the developing countries (Brady, 1998; Van der Klashorst, 
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2018). According to Sanders et al. (2014), many governments and international bodies see 
sport as a developmental tool, leading them to have, consequently, increased the numbers of 
policy initiatives that aim to increase sport’s contribution to development endeavours. They 
argue that, currently, sport has come to occupy a high position and profile in the discussions 
that are conducted among donors and leaders in development circles globally, and in the 
developing countries, in particular. 
 
Van der Klashorst (2018) observes how, during the past two decades little aggressive effort 
has been exerted to remobilise sport as a tool to promote broadly sustainable social 
development goals, especially for those living on the fringes of society, and, thus, being 
historically disadvantaged. On the basis of the observations of success from the developed 
countries, Javkolev, Dimitrov, Koteski and Serafimova (2017) suggest that the developing 
countries should consider the phenomenon as a vehicle through which development can be 
achieved, especially in the form of driving sport tourism. In the context of such countries, 
sport is also poised to play a great role in terms of bringing communities together, and in, 
ultimately, creating a sense of inclusion, especially for those who are the members of often-
marginalised communities (Misener & Mason, 2006; Van der Klashorst, 2018). Sanders et al. 
(2014) note that participation in sport can also facilitate the development of education, health 
and peace. Resultantly, many countries have a range of sports and physical education 
activities under way that receive financial backing and investment from the governments and 
the private sponsors who have seen the positive role that sport can play there.  
 
Specifically, governments have primarily been responsible for developing national sports 
strategies that typically include the establishment of national sports teams and federations, the 
development of the accompanying infrastructure and facilities, and the creation of mass 
sports programmes involving all segments of society (Brady, 1998; Sanders et al., 2014). 
Such governmental leadership is ideally followed up on by the formal education sector, with 
physical education typically being included in the curriculum of schools to give further 
impetus to sport development. Ultimately, growth is attained to the extent of offering 
community-based sports and recreational programmes for the local population. The impact of 
having such resources at one’s disposal also increases the likelihood that unemployed youth 
could become involved in delivering sport-related services that improve the education, health, 
well-being and socio-economic standing within communities, especially through the 
programmes run by the NGOs present in such countries (Sanders et al., 2014; Van der 
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Klashorst, 2018). Given how, culturally speaking, the sport-rich developing countries are, 
they could look to Hinch and Higham’s (2001) suggestion of using sport as a cultural 
representation of their respective destinations. In the above case, they would benefit from 
cultivating specific sporting codes and activities, according to their fit into the overall image 
that they wish to create, thereby promoting their destinations both domestically and 
internationally in such respect. 
 
Brady (1998) suggests that, despite its relative underdevelopment, sport can play an 
interventional role in reconfiguring the terms of adolescence for the girls in such a context, 
for example. The author identifies sport as being an opportunity through which the self-
esteem of girls can be developed, from the learning of new skills and the ultimate 
improvement of their health and self-image. Van der Klashorst (2018) identifies sport as 
being a powerful tool by which human rights, especially in the developing world context, can 
be advocated for. Particularly, sport’s role in social inclusion and gender equality, through a 
variety of programmes and interventions which are already prevalent in the developing 
world, can be highlighted (Marshall & Barry, 2015; Sanders et al., 2014; Van der Klashorst, 
2018). The key to the strategy of using sport to develop, though, is relevant investment, 
particularly in relation to the requisite infrastructure to support the drive and, thus, achieve 
the desired outcomes (Tichaawa & Kimbu, 2019). In addition to the above, and as was 
highlighted in the previous chapter, the collaboration between the government and society, as 
well as with NGOs, whose role is to deliver in those instances where the government has 
struggled in terms of sports development, becomes very important (Sanders et al., 2014). The 
above implies that the correct and conducive conditions need to be in place if sport is to 
stimulate development and education effectively (Sanders et al., 2014). Such a move can only 
be achieved if the right social capital, the relevant resources, the necessary political support, 
and an enabling socio-economic situation are in place and aligned to drive sport’s successful 
integration with tourism and other developmental areas, as argued in the current study. 
 
3.3 Sport events as a sport tourism activity 
Alongside health tourism, sport tourism is seen as one of the fastest-growing segments within 
the tourism industry, with its popularity having increased significantly over the last two 
decades or so (Jakšić-Stojanović, & Šerić, 2019). According to Van Niekerk (2017), one of 
the most popular strategies for destination differentiation, globally, has been the organising of 
events. According to Saayman (2012), sport tourism events are the sports activities that 
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attract tourists to a destination. Besides attracting tourists, sport events also tend to draw non-
resident media technical personnel, athletes, coaches and other relevant sporting officials to 
the hosting site (Nyikana et al., 2014; Saayman, 2012). Sport events, in particular, play an 
important role in generating markets for tourism and other business economic opportunities 
(Destination British Columbia, 2013; Lin & Lu, 2017; McKay et al., 2019). Palrao (2018) 
posits that sport events are a key attraction for tourism at destinations, and that the visiting 
tourists tend also to engage in other activities, while they are not at the events per se. Besides 
the above, the author points out that sport events have long been acknowledged as being a 
growing phenomenon in contemporary times, in relation to the motivating of masses of 
people to travel to different destinations.  
 
According to Getz (2003), sport events are a significant part of sport tourism, in that they 
fast-track economic benefits for the host destination, due to the numbers of visitors that they 
attract. Events appeal to destination managers, due to the perceived benefits that they bring to 
communities (Lesjak et al., 2017; Tichaawa et al., 2015). Holmes and Ali-Knight (2017) 
mention that sport events share a very close relationship with the destination at which they 
are hosted, because they serve to extend the traditional tourist season by attracting many 
tourists to the destination and, accordingly, build on the existing destination image. They also 
play an important role regarding their ability to serve as a way of combating seasonality by 
providing a different motivation for visiting a particular destination, at a time when, 
traditionally, tourists do not tend to visit the area (Palrao, 2018). Tichaawa et al. (2015) note 
that sport tourism events are responsible for creating favourable images of destinations and, 
in so doing, attract more tourists than might otherwise have been the case, while, in essence, 
they leverage tourism demand evenly throughout an area. 
 
The growing importance of events as key role-players in a destination’s overall tourist 
product mix has resulted in many destinations promoting themselves as event-driven 
destinations (Bob & Swart, 2010; Hemmonsbey & Tichaawa, 2019; Holmes & Ali-Knight, 
2017; Nyikana & Tichaawa, 2018c), even though Holmes and Ali-Knight (2017) caution that 
doing so requires the adoption of an integrated approach, especially around the relationship 
between the city and the events themselves. Van Niekerk (2017) also stresses that, in many 
instances, destinations have failed to incorporate events into the integrated destination 
development plans comprehensively. Instead, they have only reacted to existing competition, 
in place of conducting thorough evaluations of the best fit in terms of which events are 
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required to suit their destinations and their infrastructure, as well as their markets, in addition 
to complementing the existing products (Holmes & Ali-Knight, 2017; Rein & Shields, 2007; 
Van Niekerk, 2017). Destinations should strategically develop a balanced event portfolio, 
including all forms of events that are suitable for the local areas, is a view that is closely 
shared by Bob and Swart (2010). When the above has been achieved, the chosen event 
portfolio should serve to reinforce the brand of the destination (Van Niekerk, 2017). 
Generally, events are classified according to their uniqueness, in relation to scope, size and 
location, as well as their significance (Duglio & Beltramo, 2017; Getz & Page, 2016; Lesjak 
et al., 2017), as is depicted in Table 3.3 below. The classifications are then explained 
individually to provide sufficient detail about the role that they play as sport tourism 
products. 
 
Table 3.3: Types of sport tourism events 
Type A Irregular, mega, once-off, major international spectator events, generating 
significant economic and media interest (e.g. the Olympics and the FIFA World 
Cup) 
Type B Major spectator events, generating significant economic and media interest, and 
forming part of an annual domestic cycle of sports events (e.g. the Football 
Association [FA] Cup Final, Super Rugby Championship, Test Match Cricket, 
Wimbledon, etc.). 
Type C Irregular, once-off, major international spectator/competitor events, generating 
limited economic activity (e.g. AFCON championship, International Association of 
Athletics Federation [IAAF] Grand Prix, etc.). 
Type D Major competitor events, generating limited economic activity, and part of an 
annual cycle of sport events (e.g. the national championships in most sports) 
Type E Minor competitor/spectator events, generating very limited economic activity, 
limited or no media interest, and forming part of an annual domestic cycle of sport 
events (e.g. local and regional sport events in most sports) 
Source: Adapted and modified from Duglio and Beltramo (2017). 
 
Based on the above classifications, and the dynamics and characteristics of a specific 
destination, an event portfolio that is relevant can be created. According to Lesjak et al. 
(2017), the successful choice of a portfolio that incorporates different types of events would 
equip the destination with a competitive advantage over other areas, and thus enable it to 
develop their sport tourism industry in a strategic and sustainable manner. Besides the above, 
Uvinha et al. (2018) believe that the type of sport event largely dictates what type of sport 
tourist will attend the event, and what form of engagement they will have with it, and, 
consequently, with the destination. The portfolio needs to be created in such a way that it 
secures stakeholder commitment and, largely, guarantees investment and revenues (Getz, 
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Svensson, Peterssen & Gunnervall, 2012). Getz et al. (2012) also stress how a successful 
portfolio should be sustainable in the long term, and that it must be developed keeping the 
characteristics of the destination in mind, especially in terms of the changing needs of the 
local community. The following subsections provide general descriptions of the different 
types of sports events that a destination should consider when considering establishing a 
portfolio of events. 
 
3.3.1 Mega sports events 
Mega-events, which are defined as planned events that have a finite period of length, have a 
large scope in terms of their size (Coakley & Souza, 2013; Getz, 2007; Grix, 2012; Roche, 
2003). Hiller (1998) defines mega-events as short-term events that have a fixed duration in 
relation to their hosting. Roche (2003) further defines them as large-scale cultural events that 
are of a dramatic nature and character, that have a massive appeal globally, and that, thus, are 
of international significance. Mega-events take place once every few years, and, thus, are 
special occasions that have significant implications for whichever place is organising them 
(Heuwinkel & Venter, 2018; Horne & Manzenreiter, 2006; Skoultsos & Tsartas, 2009). The 
events have attained global publicity and reputation, and they are associated with large-scale 
impacts. Their growing popularity in the global market is helped by the recent drive of many 
nations to move towards being event-driven economies (Bob & Swart, 2010; Egresi & Kara, 
2014; Nyikana & Tichaawa, 2018a). The two typical mega-events are the Olympic Games 
and the FIFA World Cup (Roche, 2003; Tichaawa, 2013; Weed & Bull, 2012). According to 
Getz (1998), a mega-event is typified by an extraordinary high level of media coverage, 
prestige and economic impacts for the host destinations concerned.  
 
Mega-events are noted for their potential to serve as a catalyst for urban renewal in the cities 
where they occur, as well as for their ability to inspire investment in the infrastructure, which 
also aids urban regeneration (Bob & Swart, 2010; Hall, 1992; Swart, Tichaawa, Odounga-
Othy & Daniels, 2018; Tichaawa & Swart, 2010). Given the uneven politico-economic 
environment, as alluded to in the previous chapter, the hosting of the events has 
predominantly been reserved for the developed countries, historically (Bohlmann & Van 
Heerden, 2005; Cornelissen & Swart, 2006; Tichaawa & Swart, 2010). Humphreys and 
Prokopowicz (2007) argue, though, that, recently, there has been a counter argument and 
movement with regards to the developing countries of the Global South looking to host more 
mega-events, given how they are in need of the socio-economic stimuli that mega-events 
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bring. Besides, the countries in such a context argue that the events provide them with a 
shortcut to gaining global relevance and recognition, which they need much more than the 
developed nations do (Hede, 2005; Humphreys & Prokopowicz, 2007; Malfas, Theodoraki & 
Houlihan, 2004; Nyikana et al., 2014).  
 
The hosting of mega-events also presents countries with a platform from which to 
communicate with the rest of the world about their personalities, as well as from which to 
improve on their international status and position (Malfas et al., 2004). In any case, Bob and 
Swart (2010) argue that cities give special attention to mega-events, because they bring about 
possibilities for shaping their respective national and local tourism products, and, therefore, 
for playing a big role in urban regeneration through tourism. Others (see Emery, 2002; Weed 
& Bull, 2012) support the above view, in suggesting that many destinations have looked at 
mega-events as a strategic growth initiative that could fast-track their development initiatives. 
Of particular emphasis among the hosting and potentially hosting countries has been the 
ability of such events to contribute significantly to increased tourism activity (Bob & Swart, 
2010; Egresi & Kara, 2014; Giampiccoli & Nauright, 2010; Nyikana et al., 2014), to a sense 
of enhanced community pride among the hosts (Smith, 2012), and, especially, to 
infrastructural improvements (Malfas et al., 2004; Smith, 2012; Weed & Bull, 2012). These 
and other benefits reconfirm the status of mega-events as posing significant implications for 
the host countries concerned, especially linked to the free widespread media coverage that 
comes with the hosting (Tichaawa, 2013). In fact, Emery (2002) points out that the events are 
seen as mega-events on the sheer basis of their numbers in relation to the amount of 
spectatorship and the number of participants incurred, as well as the quality thereof, in 
addition to the resources that are involved in organising them, and the aforementioned socio-
economic impacts and media coverage. 
 
3.3.2 Hallmark sports events (major international) 
The next category of sports events are the hallmark events. As hallmark events are iconic, 
they, therefore, hold an important place in terms of an individual destination’s chosen 
portfolio of events (Egresi & Kara, 2014; Getz et al., 2012; Kennelly & Toohey, 2014; 
Nauright & Zipp, 2018). The above is because they take on a bigger role, pertaining to having 
an additional meaning within a community, due to their potential to become the permanent 
features of the community concerned (Getz et al., 2012). While there tends to be very close 
margins regarding the difference between mega- and hallmark events, distinctions have been 
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made in the above regard. Swart and Bob (2010), for example, suggest that hallmark events 
tend to be large, established sport events that are held in a particular location, and which have 
a regional and national target audience. 
 
In the earlier definitions of such events, Ritchie and Beliveau (1974) describe hallmark events 
as those that are typically built around a major theme and that tend to serve the purpose of 
tourism and recreation at a particular period of the year, as one of the means of combating the 
challenge of seasonality. Gibson et al. (2003) see hallmark events as those that position and 
brand a host city as an international tourism destination, resulting in increased tourist activity 
and arrivals, years after an event was first hosted there. Thus, Ritchie (1984:2) defines 
hallmark events as “major one-time or recurring events of limited duration, developed 
primarily to enhance the awareness, appeal and profitability of a tourism destination in the 
short and/or long-term”. However, based on their observations, Getz et al. (2012) argue that 
hallmark events require a level of permanence and periodicity at a destination, so that one-
time events cannot achieve certain goals that would ordinarily be expected from the former. 
They, therefore, suggest that hallmark events be described as the types of events that are 
periodic in nature, and that are insuperably linked to a particular destination and to its 
evolving needs. Hall (1989) gives examples of major fairs, various expositions, cultural and 
sports events of international standing that are held on a regular or once-off basis as hallmark 
events. Skoultsos and Tsartas (2009), therefore, conclude that hallmark events are major one-
time or recurring events that have a limited duration, and which are developed primarily to 
enhance awareness about, as well as the appeal and the profitability, of a specific tourism 
destination. 
 
Despite the above-mentioned technicalities in the definition of the hallmark event, an 
important function that such an event has is that of providing their host communities with the 
opportunity to secure high prominence in the contemporary tourism marketplace (Getz et al., 
2012; Hall, 1989, 1992). To succeed, hallmark events largely rely on their uniqueness, their 
status and/or their opportune timely significance, which might create interest in them, and 
thus attract the necessary attention (Ritchie, 1984). To achieve the above, hallmark events 
must attract significant numbers of visitors and provide the necessary destination exposure 
for the city wherein they are hosted (Getz et al., 2012).  
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Getz (2005), thus, suggests that they be described as recurring events that possess 
significance, especially in terms of tradition, attractiveness, and publicity. Most importantly, 
they must provide the host destination with a competitive advantage, such that, in the long 
term, they become inseparable from the destination itself. In their development and growth, 
the hallmark events should continuously attract media attention and move towards being 
‘popular’, while also entering into political discourse (Getz et al., 2012). Getz (2008) also 
stresses how the events must display an ability to attract preferably international tourists, as 
well as generating substantial positive images for the destination. Another key observation 
from Getz (2005) is that the events should embrace the concept of sustainability, especially in 
terms of the triple bottom line approach of economic, sociocultural and environmental focus, 
in their development and management. 
 
According to Tichaawa (2013), events of the magnitude of hallmark and mega-events are 
very important in promoting socio-economic development in both the developing and the 
developed world context. The above is because the events are organised using massive 
amounts of public funding (Tichaawa & Swart, 2010), and, as such, the justification for the 
events is usually centred around the economic spinoffs, destination branding and profiling 
concerned, as well as around the intangible sociocultural benefits that can result from their 
successful organisation.  
 
In attempting to consolidate the concept into a more solid and comprehensive one, Getz et al. 
(2012:52) provide three basic principles for the definition of hallmark events: 
 
 Hallmark events refer to the function of the events in achieving a set of goals that 
benefit tourism and the host community, namely: to attract tourists; to create and 
enhance a positive image that is cobranded with the destination/community; and to 
deliver multiple benefits to the residents. 
 Over time, the hallmark event as a tourist attraction becomes an institution, and its 
permanence is taken for granted. Its traditions generate a strong sense of community 
and place identity. The event and the city image become inextricably linked. 
 Hallmark events can also exist within the context of particular social worlds and for 
the sake of special interest groups, as iconic tourist attractions that facilitate 
community and build identity. 
 
In the context of the current study, the only event that can be characterised as forming part of 
the ‘hallmark’ event category is the Mount Cameroon Race of Hope. The event will be 
described in Chapter Six, but its uniqueness and its link with the town where it is held, as 
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well as its ability to attract large numbers of international tourists, make it a hallmark event in 
its own right. 
 
3.3.3 Home-grown sports events (major national) 
Home-grown sports events are sometimes referred to as ordinary events, on the basis that 
they are hosted annually, and, thus, the communities and the spectators become used to them 
(Egresi & Kara, 2014; Higham, 1999; Saayman, 2012). Such regularity facilitates their 
planning, being helped by the experiences gained by their hosting and by their ensuing 
outcomes, therefore, becoming easier to predict over time. Skoultsos and Tsartas (2009) 
suggest that such events are, in their design, meant to involve the local community members 
in some capacity or another, especially in the area of shared experience and mutual benefits. 
The authors suggest that, the ‘home-grown’ concept is essentially linked to small-scale, 
bottom-up events that are run by volunteers for the benefit of the local communities. They do, 
however, possess potential to grow to the extent where they attract visitors from beyond the 
regional geographical space, so as to stimulate the LED (Odounga-Othy & Swart, 2016; 
Saayman, 2012; Skoultsos & Tsartas, 2009). Skoultsos and Tsartas (2009) note that such 
events are typically small in terms of size of the population, organised by the communities 
and public–private sectors, and driven by a strong element of voluntary support. 
 
In contrast, Hemmonsbey and Tichaawa (2019:84) refers to home-grown sport tourism events 
as being those “that have originated in, been produced by, and are being nurtured in, and by, 
a particular locale or destination”. The author suggests, therefore, that they are similar to 
hallmark events, due to the large numbers of international tourists that they attract, as well as 
to the unique natural setting that they usually hold in their hosting, and the associated unique 
cultural experience. Skoultsos and Tsartas (2009) note that the events are typically hosted on 
the semirural or urban fringes, due to their unique aspects being linked to arts, culture, and 
general entertainment. Typical sports that fall within the category concerned include 
marathons, cycling events and triathlons, which all require the unique natural settings of large 
open spaces (Hemmonsbey & Tichaawa, 2019; Knott & Hemmonsbey, 2015). The open 
spaces, in particular, are required for the accommodation of the mass number of participants 
present at the events. Alongside the open space are presented the modern requirements of 
support infrastructure and facilities, including accommodation, food and beverages, and other 
ancillary services that support the development of tourism generally, and that create an 
environment that is conducive to the hosting of sport events, specifically (Knott & 
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Hemmonsbey, 2015). In the context of the present study, and in Africa generally, the majority 
of the sport events that are hosted could be considered to be home-grown events, because 
international sport tourism has not yet become common on the continent, especially in terms 
of participation (Tichaawa et al., 2018). Specifically, events like the Women’s AFCON, the 
Mount Cameroon Race of Hope, and the Central African University Games, despite drawing 
notable numbers of international participants, all still retain a level of community interest, 
mostly exemplified by the number of volunteers who are involved in their organisation and 
execution. The importance of such volunteering experience has been highlighted as assisting 
in the training and the providing of experience to the local community members, in terms of 
which they can learn such skills as planning, administration, fundraising and communication, 
all of which are key in developing skills in capacity-building (Cuskelly, Auld, Harrington & 
Coleman, 2004; Edwards, 2015). Moreover, the events play an important role in the LED of 
the hosting communities and the regional areas, generally (Nyikana & Tichaawa, 2018c). 
Richelieu (2018) concludes that such events, alongside the small-scale events discussed 
below, receive less socio-economic scrutiny, owing to the intangible outcomes that they 
generate, especially regarding the extent of the local community involvement in them. 
 
3.3.4 Small-scale sports events 
According to Chen, King and Suntikul (2019), despite the fact that much attention has been 
paid to the hosting of mega-events, there has been growing recognition of the potential of 
small-scale events and festivals, globally. Small-scale sports events are local sports events, 
some of which have tourism potential that can be further developed, so as to elevate the status 
of the event to a higher level than at present, in the long term (Richelieu, 2018; Gibson et al., 
2012; Skoultsos & Tsartas, 2009). According to Csoban and Serra (2014), whereas a mega-
event can occur once in a lifetime in a particular country, all the countries have a variety of 
small-scale sports events for the different types of sport that are held regularly, with them 
having the potential, ultimately, to become an influential part of a community. Gibson et al. 
(2012) define small-scale sport events as those that are largely competitor- or parent-as-
spectator-based events that are typically held annually, and which attract very little media 
attention, especially from the large national media houses. According to Higham (1999), the 
events concerned are regular sporting competitions, including those for sports like football, 
rugby, ice hockey, and basketball. In addition, domestic competitions, including those for 
sports for people with disabilities, are held. Their appeal is helped by their character of being 
more manageable in terms of the crowds that they attract, thus being associated with the 
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existence of less congestion than tends to be present at hallmark events (Csoban & Serra, 
2014; Gibson et al., 2003, 2012; Higham, 1999). Higham (1999) draws attention to the term 
‘small-scale’ as being one that should always be considered in the above-mentioned context 
to be applicable to sporting competitions with small local fan bases, as well as to sport events 
that have a national, and even an international, draw in terms of the amount of attention that 
they tend to attract. The main distinguishing feature, in the above respect, is that the small-
scale event, unlike the hallmark event, is a regular seasonal game that does not consume the 
local resources of the host city in the same manner as a hallmark event does. In terms of such 
an argument, and for the purposes of the present case study, the Elite One Premier League 
games described in the present study could be considered to be small-scale events, 
accordingly. 
 
The prominence of small-scale events in the global market has been aided, in part, by the 
growing restlessness regarding the sustainability of mega-events (Gibson et al., 2012; 
Higham, 1999; Smith, 2009). The above is because, in recent times, some researchers (Bama 
& Tichaawa, 2019; Bob & Swart, 2010; Cornelissen, 2004, 2011; Hall & Hodges, 1996; 
Hiller, 2006; Smith, 2009) have raised concerns about the financial burdens, the utility of 
facilities post-event, the environmental impacts, and the negative social impacts that are 
linked to the hosting of mega-events. Such factors have given credence to the proliferation of 
small-scale sport events research and general promotion as a sustainable source of 
development for destinations seeking to improve on their sport tourism approach. In addition, 
Wang, Ju, Xu and Wong (2019) add grassroots sports events to the category, suggesting that 
such events are popular and attractive, because they are universal, accessible and very casual 
in nature, making participating in them comfortable for all involved. Wang et al. (2019) 
define the term ‘grassroots sports’ as broadly covering all the non-professional sport 
activities, which are commonly referred to as ‘sport for all’. The term stems from the fact that 
the events are part of the everyday life of citizens and, because of their limited levels of 
organisation, institutionalising and specialisation, they are easy to engage in, and they tend to 
fit well into community development plans. Bob and Swart (2010) use the concept 
‘community events’ when referring to the small-scale sports. They suggest that such events, 
predominantly, have a local sphere of influence, and, resultantly, tend to attract coverage 
from the local TV stations and the local press. 
 
61 
 
For those communities that wish to develop sport tourism in their midst, Higham (1999) 
suggests that they focus on the regular hosting of small-scale sport events. His argument is 
that such events tend to comply much more with the principles of sustainable tourism than do 
bigger-scale events, because they use the existing infrastructure, generate reasonable and 
reliable visitor flows, and tend to be an appropriate size for the community to handle. Small-
scale local events tend to be infused with such local cultural assets as heritage, ethnicity, 
rituals and customs, which play a very important role in terms of the consideration of 
sustainable tourism development in the local areas (Chen et al., 2019). According to Gibson 
et al. (2012), small-scale sport events tend to be a more sustainable form of tourism 
development for the local communities. The authors stress how small-scale sports events also 
require very little public funding, which makes them a popular option for those who wish for 
the public funds that are available to be put to better use than sport, in relation to the 
addressing of the service delivery concerns of the citizens. Small-scale sports events also aid 
the growth of domestic tourism and promote the VFR tourism typology (Nyikana & 
Tichaawa, 2018b). According to Csoban and Serra (2014), the composition of those attending 
such events tends not to overwhelm the local communities because, in most cases, the 
athletes themselves tend to outnumber the spectators, or tend to fall within an acceptable ratio 
of the community, typically being friends and relatives of those competing. 
 
The direction proposed in the existing literature is the development of a portfolio of events 
that consists largely of small-scale events, which should help to ensure that the development 
of any new facilities and infrastructure is tied to the unmet local needs, and not to the visitors’ 
needs (Gibson et al., 2012). In their study of college sports, Gibson et al. (2003) found that 
small-scale events of the above-mentioned nature tend to have the potential to increase the 
city revenue and the community spirit, on top of enhancing awareness about the tourism 
attractions within a particular community. The events also play a big role in providing 
economic value to the local communities, because most expenditure that is linked to them 
comes from the accommodation and food and beverage sectors (Daniels & Norman, 2003; 
Gibson et al., 2012; Higham, 1999; Horne, 2007; Walo, Bull & Breen, 1996). In addition to 
such an economic impact, small-scale events tend to attract visitors to the locality who, 
otherwise, would not have visited there, had the event not been hosted nearby (O’Brien & 
Chalip, 2008). Collins, Jones and Munday (2009) also promote the hosting of such a calibre 
of events, on the basis of its low carbon footprint, linked particularly to the fact that most of 
the attendees do not far to travel to visit the venue (being the local and regional attendees). 
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The discussion of the different event typologies has heightened the need to identify events 
that fit the destinations, based on their long-term objectives, as well as on the fit of such 
events to their overall sport tourism product. In the context of Cameroon, the author has 
considered how, despite the popularity of sports in the country, very little has been done in 
terms of consolidating the efforts geared towards maximising the benefits that can be derived 
from sport tourism development. Particularly, there has been a lack of integration in terms of 
policy and planning, resulting in the lack of strategic event portfolios that can respond to the 
developmental needs of the different cities in the country, generally. 
 
3.4 Chapter summary 
The present chapter has provided a context for understanding sport and tourism through the 
thematic analysis of sport and tourism-related themes. The analysis of the sport tourism 
literature points to a bias in terms of sport tourism development, with the ensuing academic 
analysis being directed towards the Global North. Up to this point, very little has been done 
in the arena described in the developing world context, especially in Africa. The above was 
one of the central arguments for the development of the current study, which was intended to 
seek to develop a framework for a developing country on the continent, bearing in mind that 
the existing frameworks that have been developed and tested in the Global North context 
might not respond well to the local context dynamics. The present chapter has also discussed 
the sports events as tourism attractions, with a view to justifying why sport is seen as an 
important aspect of tourism in the contemporary global economy, and the reason, in recent 
times, for many countries having sought to move towards event-fuelled economies. The next 
chapter of the study provides a detailed discussion and understanding of who a sport tourist 
is, with it unpacking their motivations, behaviour, expectations and experiences at a sport 
tourism destination. 
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CHAPTER FOUR 
UNDERSTANDING SPORT TOURISTS AND THEIR TRAVEL 
BEHAVIOUR 
 
4.1 Introduction 
Chapter Three laid a contextual basis for a discussion of sport and tourism, and the 
subsequent overlap between the two domains, resulting in the sport tourism phenomenon. 
Emphasis was placed on distinguishing the similarities and differences in the phenomenon 
relative to the geographic context of both the Global North and the Global South, in an 
attempt to clarify and highlight the need for the current research endeavour. The chapter 
revealed the need for focused research that was able to draw comparisons, in terms of which 
the sport tourism examples of the two geographical contexts could be contrasted. The current 
chapter seeks to provide an enhanced understanding of sport tourists and their behaviour, as 
well as of their expenditure patterns and preferences when visiting a sport tourism 
destination. In addition to the above, the chapter also sought to provide some insight into the 
different motivations that encourage sport tourists to engage in sport tourism, and their 
decisions made regarding specific destinations. The understanding of the sport tourists, as 
well as their behaviour, is important, in that it lays a foundation for the enhanced 
management of destinations, based on the characteristics and the expectations of the sport 
tourist in the above-mentioned context, and their consequences for the destinations. 
 
4.2 Understanding sport tourism attendees 
Weed and Bull (2004) describe the character of sport tourism as being made up of an 
interaction between activities (sport), people (the sport tourists) and place (the host 
destination). So, essentially, the concept of sport tourism is one that simply involves sports 
activities, wherein the participation takes place either as a spectator or as a participant 
(Gibson, 2005; Hudson, 2012; Weed & Bull, 2012). Based on the above, there is an important 
need to understand the distinctive elements involved, especially the sport tourists involved, 
because they travel and invest their resources in sport consumption. According to Lesjak et 
al. (2017), the sport tourism attendees are an important role-player in the industry, because 
they bring about much-needed impacts, particularly outside the peak tourism seasons. 
Morgan (2007) asserts that such individuals are united by their interest in sport, although they 
come from a wide range of age, demographic, income and lifestyle segments that require 
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broad comprehension. The different segments result in a wide range of other leisure-based 
interests beyond the event space, which, in most cases, serve to ignite broader tourism 
pursuits than merely attending the event itself (Nyikana & Tichaawa, 2018a). The above has 
led to a degree of interest being shown in understanding the sport tourist more deeply than 
before, in an effort to tailor the industry to respond to their needs. Sport tourists differ from 
other types of tourists, in that they are seen as individuals or groups who passively or actively 
take part in sport while travelling, irrespective of whether the sport is competitive or 
recreational (Gammon & Robinson, 1997; Gibson, 2013; Lesjak et al., 2017; Tichaawa, 
2013). Morgan (2007) suggests that sport tourists be looked at individually, instead of 
collectively, as is the usual wont (especially in the case of major events hosting). McKay et 
al. (2019) echo the above-mentioned sentiments, arguing that sport tourists should not be 
looked at as a homogenous group, but, rather, as different people with different 
characteristics that are likely to prove important in their decision-making as individuals. 
 
Much of the existing sport tourism research concerns itself with understanding, on a broad 
level, the behaviour, the driving motivations and the dynamics of the destinations that are 
involved in sport tourism (Gammon et al., 2017). The above is a view that is closely shared 
with Rόbert et al. (2016), who argue that having such an understanding of sport tourism 
attendees rests largely on four broad dimensions. They suggest that the focus should be 
placed on the underlying motivations for attendance, as well as on the behaviour and needs of 
those who consume the sport tourism product. To understand the sport tourist, there needs to 
be general understanding of the specific sport tourism events attended, as well. Despite the 
number of definitions that were given in the previous chapter for sport tourism, understanding 
the nature of the sport tourist specifically requires one to consider three main categories of 
sport tourism (Duglio & Beltramo, 2017; Gibson, 2013; Lesjak et al., 2017; McKay et al., 
2019; Saayman, 2012). The authors explain the three main categories as being: (1) active-
based sport tourists (typically involving people who travel to partake in a competition); (2) 
event-based sport tourists (involving people who travel to take part in sporting competitions 
as spectators, and who, thus, typically are ‘fans’); and (3) nostalgia-based sport tourists 
(which is a category consisting of people who travel to see famous sport places and sports 
events, museums and statues, as well as popular sport personalities). However, the constant 
overlaps between the subcategories involved tend to intensify the existing challenges present 
in the classification of sport tourism and sport tourists, in particular (Jago, Chalip, Brown, 
Mules & Ali, 2003; McKay et al., 2019). 
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Saayman (2012) considers sport tourists in terms of a hard and a soft definition of their 
characteristics. In the above respect, he argues that the hard definition is based on the active 
or passive participation in a known competitive sports event. In other words, the sport tourist, 
in such an instance, is someone who travels to places outside their normal work and residence 
environment, for either active or passive involvement in a competitive sport (i.e. sport is their 
primary motivation for travel). Regarding the soft definition of sport tourists, the author 
suggests that, typically, they would be those who travel specifically for active recreational 
participation in a sporting and leisurely interest (Saayman, 2012). The above is mirrored by 
Gibson (1998, 2013), who subdivided sport tourists into three categories: (1) event 
participants; (2) event spectators; and (3) sport lovers. Duglio and Beltramo (2017) propose 
the framework depicted in Figure 4.1 as being a summary of the different role-players who 
are involved in a sport tourism event. 
 
Figure 4.1: Framework of the sport tourist 
 
Source: Adapted and modified from Duglio and Beltramo (2017). 
 
Based on the above sport tourism framework, it is clear that sport tourism is a phenomenon 
that consists of athletes, spectators, sports officials, the media, sport gamblers, administrators, 
managers, and the medical teams accompanying the teams and participants (Appelbaum, 
Cain, Darling & Stanton, 2012; Saayman, 2012). In particular, for the purpose of the current 
study, the emphasis is on the spectators, athletes, organisers, as well as on the local host 
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community that collectively co-creates the sport event environment, resulting in the need to 
understand them (Chen, 2006; Lesjak et al., 2017; Morgan, 2007). The different people who 
are involved in sport tourism can also be identified not only by their activity, but also by the 
demographic groups to which they belong, as well as by the characteristics of their sport and 
their performance levels (Destination British Columbia, 2013). Such classification, 
augmented by the system proposed by Duglio and Beltramo (2017), ultimately enables sport 
tourists to be seen either as participants or spectators, as dictated by the different events in 
question. Morgan (2007) acknowledges that it is sometimes difficult to identify sport tourists, 
because they can be both participants in sporting activities, as well as spectators in sport 
events. Additionally, Rόbert et al. (2016) note that certain sport tourists, especially those 
whose participation is passive, are typically motivated by the affection that they have towards 
a specific sportsperson or team, as well as towards their nationality. Similarly, according to 
Lesjak et al. (2017), sport tourists consist of those whose visit is linked with participation, or 
spectating, in competitive sports, as well as of those who are active in some leisure, or 
adventure-related, activity.  
 
Morgan (2007) suggests that distinguishing who the sport tourist is born from the fact that, 
for one, the sport involved could be the primary reason for being at a place, whereas, for 
another, the sport could be one of many motivations. Such deliberations have led to much 
discussion of how the sport tourists could be better understood than they were in the past, 
and, much like in Figure 4.1 above, the following diagram (Figure 4.2) is a typical framework 
that is commonly used for understanding sport tourism and the participants in sport tourism, 
as proposed by Deery et al. (2004). In the framework, sports events include the participants, 
in their different capacities of attendees, competitors and sports officials. The framework also 
expands on the different motivations that drive the respective participation, and the resulting 
outcomes, of the sport events. 
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Figure 4.2: The motivation and outcomes of sport tourists: a framework 
 
 
 
 
 
 
 
 
 
 
 
 
 
Source: Adapted from Deery et al. (2004) and Tichaawa et al. (2018). 
 
The frameworks presented above broadly conceptualise the concept of sport tourism, giving 
clarity in relation to sport tourism participation. Moreover, in the context of the current 
chapter, the frameworks give direction in relation to gaining an enhanced understanding of 
sport tourists, in their respective roles within the sport tourism phenomenon. The key 
observation drawn from the frameworks is that sport participation is active, passive or 
nostalgia-related. Subsequently, those who are involved in sport tourism can be broadly 
classified into sport participants, attendees and officials, while there are also others, like the 
media, the managers, the administrators, and the medical teams. The key focus, though, as 
argued in the conceptualisation of the research, is that the frameworks were both developed 
and tested within the developed context of the Global North, and, as such, have not yet been 
extensively applied in such contexts as those on the African continent. Their suitability for, 
compatibility with and applicability to the unique characteristics and dynamics regarding the 
aforementioned context have remained unknown up to the point of the current study. The 
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next subsection presents a description of how sport tourists, particularly the fans, are 
generally classified. 
 
4.3 Classification of sport tourists 
Sport fans are individuals and fan groups whose passion and devotion, as well as enthusiasm, 
for sport are an important driver of the growth and prominence of contemporary sports 
(Hinch & Higham, 2004; Horne, 2007; Nyikana & Tichaawa, 2018b; Smith & Stewart, 2007; 
Tichaawa, 2013). Sport fans, through their supportive activities, aid the prominence of 
different sporting codes. Such activities as watching and supporting sport on television, 
listening to sport broadcasts on the radio, buying and analysing the newspapers and 
magazines that cover sports news, participating in call-in programmes that discuss sport, as 
well as buying sport-related merchandise in support of favoured teams and icons are all 
significant activities in the above regard (Nyikana et al., 2014; Smith & Stewart, 2007). More 
importantly, Horne (2007) notes that sport’s growth has also been aided by the fact that the 
fans willingly travel long distances to attend, and invest in numerous resources in support of, 
sport tourism events, which is a view that is closely shared with Smith and Stewart (2007). 
 
For those who wish to maximise the amount of economic revenue that is generated by the 
visiting sports fans, understanding the different types of attendees involved is essential 
(Nyikana & Tichaawa, 2018b; Saayman, 2012). The above is because sports fans are varied 
in their classification, consisting of adults, school groups, families, and groups of friends and 
relatives. among other groupings (Hinch & Higham, 2004; Nyikana & Tichaawa, 2018a; 
Weed & Bull, 2004). Moreover, when considering classification systems, such elements as 
the characteristic expenditure patterns, the length of stay spent at sport tourism destinations, 
as well as levels of participation in sports events should be analysed to gain a comprehensive 
understanding of the entire situation concerned (Nyikana & Tichaawa, 2018a; Spronk & 
Fourie, 2010; Weed & Bull, 2004). In response to the above, Saayman (2012) identifies five 
broad sport tourists classifications, namely: the die-hard supporters group; the friends and 
family travel group; the corporate group; the meetings, incentives, conferences and 
exhibitions (MICE) group; and the socialites group. 
 
Saayman (2012) describes the ‘die-hard supporters’ as being those who follow their teams or 
sporting icons wherever and whenever they participate in sport. The group is easily 
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identifiable, with it becoming synonymous with the teams or icons supported, and tending to 
spend the most in comparison to any other support group involved. 
 
According to Saayman (2012), the second group of sport tourists consists of those who 
normally travel together as ‘friends and/or family’. They tend to have different needs, with 
their approaches to their travels being based on the individual needs of those in the group. 
The ‘corporate sport tourist’, in contrast, is, typically, a group consisting of businesspeople 
who travel as a corporate collective, either to compete in a recreational, but corporate, sports 
event, or in support of such an event. Regarding the ‘MICE sport tourist’, Saayman (2012) 
opines that the group consists of those who typically attend meetings and who appreciate 
incentives, though where such events have a strong sport tourism focus. Such an event could 
consist of a conference, a workshop, an exhibition, a meeting, or any other similar event, with 
sport being the central theme. The last group of sport tourists identified by Saayman (2012) 
consist of the ‘socialites’. The author states that the sport tourists are those whose motivation 
to travel is sport-related, but who have, as their main aim with the travel, to socialise at the 
sports event. In essence, they can either be spectators or occasional participants in a 
competition that is not of the highest quality or importance, but which is predominantly 
recreational. In contrast, Hunt, Bristol and Bashaw (1999) earlier identified their five sport 
fan categories as consisting of: temporary fans; local fans; devoted fans; fanatical fans; and 
dysfunctional fans. 
 
According to Hunt et al. (1999), the temporary and local fans typically are passive 
participants in sport, as compared to the devoted, fanatical and dysfunctional fans, who all are 
more active participants in sport. They argue that the temporary fan is a sport fan only for a 
limited duration of time, with such interest being bound to fade once the set amount of time 
involved has been exhausted. While they are limited by time factors, the local fans are limited 
by geographical boundaries, in that they might choose to support sport on the basis of their 
geographic identification, such as to support a team from the area where they live.  
 
Regarding the devoted and fanatical fans, Hunt et al. (1999) observe that they become 
attached and loyal to a team or player, even if they do not perform well, and, thus, being a fan 
is seen as being an important aspect of self-identification. In the case of the dysfunctional fan, 
their behaviour tends to be disruptive, possibly leading to violent behaviour, due to them 
thinking that the violence is justified by them being a fan, which leads to them acting like 
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hooligans. Such fans tend to be unable to perform their normal human roles beyond just being 
fans, such is the intensity of their identification with being a fan.  
 
Besides the above, some fans have a very low level of identification with sport, rather 
viewing sport as a social activity (Jones, 2008; Saayman, 2012; Smith & Stewart, 2007; 
Sutton, McDonald, Milne & Cimperman, 1997; Taks, Chalip, Green, Kesenne & Martyn, 
2009). Such fans are described by Reeves (1999) as being ‘incidental’ fans, because they do 
not view sport as being a crucial part of their daily lives, but, rather, as something that is done 
‘for fun’, or as part of an obligation in support of family members who fall into the other 
categories of sport fandom.  
 
Given the above-mentioned background on sport fans and their respective categories, it is 
clear that analysing the nature of sport tourists is of great importance when conducting sport 
tourism research. Of key importance in the context of the current study are the levels of 
attachment and the willingness to travel to participate in sports events. Such factors likely 
determine the type of additional activities in which the tourists become engaged, beyond the 
sport itself and the overall impacts felt by the host destinations. The next section, 
accordingly, seeks to provide a discussion of the sociodemographic profiles of sport tourists. 
 
4.4 Demographic profiling of sport tourism attendees 
In the existing literature on sport tourism generally, a notable focus has been directed towards 
the demographic profiling of sport tourists (Achu, 2018; Florek, Breitbarth & Conejo, 2008; 
Getz, 2003, 2012; Jones, 2008; Nyikana & Tichaawa, 2018b; Rubin, 2009; Smith & Stewart, 
2007; Taks et al., 2009; Tichaawa, 2009; Tichaawa & Harilal, 2016; Tichaawa & Swart, 
2010). Lesjak et al. (2017) contend that the individual demographic profile of attendees plays 
a big role in their reasons for attending sport tourism events. Achu (2018) argues that the 
profiling of sport tourism event attendees is a major activity for destination managers, as they 
tend to devise their plans in relation to the hosting of major sports events in the future, 
especially as the major events that are held generally draw large numbers of sport fans. 
Florek et al. (2008) encourage the profiling of sport tourists, on the basis that doing so should 
lead to the development of an ability to classify them based on certain characteristics. On 
such a foundation, relevant interventions can be exercised, with sport being the primary 
motive for travel, but with broader tourism-related activities being added to the overall 
experience. 
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Gibson (2005) posits the need to understand and explain the dynamics involved within the 
sport tourism profiles. The demographic characteristics include gender, age, and place of 
residence, as well as other related social and economic background issues. For example, 
many local-level sport tourism events tend to be dominated by the family members of those 
participating in the event, whose presence is due to them primarily supporting the participant 
(Destination British Columbia, 2013). The above notion is supported by Lesjak et al. (2017), 
who note that a majority of the attendees, especially at major sport events, tend to travel with 
family and friends. Likewise, youth tournaments tend to consist of the many parents in 
attendance who are there to support their children, and, as such, the teams in question tend to 
become all-year-round attractions for the family, as they travel around with them. Besides the 
above, such demographic aspects as the level of education of the sport tourist largely dictates 
the level of event loyalty and spending, as well as how the sport tourists view certain aspects 
of the events in question (Achu, 2018).  
 
4.4.1 Gender 
According to Snelgrove, Taks, Chalip and Green (2008), the gender differences in relation to 
sport consumption generally refer to the gender roles implied. They suggest that, socially, 
sport is often not deemed to be a feminine pursuit, and, thus, in many places, the social norms 
and expectations of society generally discourage women from attending sports events 
(Snelgrove et al., 2008). However, the question of gender and sports has evolved over the last 
few years, with women being the fastest growing segment of the ‘traditionally male’ sports, 
like cricket, rugby and football (Bama & Tichaawa, 2015; Destination British Columbia, 
2013; Florek et al., 2008; Getz, 2003; Jones, 2008; Kim & Chalip, 2004; Lesjak et al., 2017; 
Rubin, 2009; Smith & Stewart, 2007; Tichaawa, 2009; Tichaawa & Swart, 2010). Smith and 
Stewart (2007) suggest that the dominance of men in terms of sport participation was based 
on the basic sport-related values of aggression, mental toughness and character-building, 
which are largely linked to the traditional male identity.  
 
Lesjak et al. (2017) posit that major sport tourism events tend to attract more men than 
women, even though they acknowledge the increased participation of women over the years. 
While many studies have confirmed the dominance of male sport fans at sport tourism events 
(Appelbaum et al., 2012; Florek et al., 2008; Kim & Chalip, 2004; Nyikana et al., 2014; 
Rubin, 2009), there is acknowledgement that female participation has been growing in recent 
times. Ni, Shih, Li and Lee (2013) suggest that female spectators are now being seen as a new 
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target market, because the trends are showing that they tend to participate more in sports than 
they used to, with the phenomenon having also increased their level of spectatorship, 
generally. Brady (1998) also notes that an increasing number of girls and women has come to 
participate both actively and passively in sport globally, supporting the growth of the number 
of female sport fans. In a study of trail running in South Africa, McKay et al. (2019) also 
observes how, recently, the participation of females in sport tourism has increased. They 
attribute such an increase to the social changes that have resulted in women gaining equal 
rights and empowerment in societies, globally. Given that one of the events that was studied 
in the current research was a major female sport event, and the fact that one of the objectives 
was to improve the demographic profiling of sport tourists in the Cameroonian context, such 
variables were seen as being very important. 
 
4.4.2 Employment status, highest educational qualification and age 
Demographic variables, like age, tend to play a big role in the demand for sport tourism 
events, and to influence the marketing initiatives linked to such events (Achu, 2018; Correia 
& Esteves, 2007). In the existing literature, Pannenborg (2010) notes that sport tourism 
events typically appeal to young middle-aged groups of attendees. Sport tourism involvement 
and participation has generally been associated with middle-aged men, whose average age is 
45 years old (Getz, 2003, 2013; Gibson, 1998; Jones, 2008; Nyikana et al., 2014; 
Pannenborg, 2010; Rubin, 2009; Tichaawa & Swart, 2010). The above confirms Smith and 
Stewart’s (2007) assertion that young people tend to have a stronger affiliation towards sports 
than do older people, whose affiliation is weaker, which means that more effort is required to 
entice the latter to participate in sport tourism, generally. Snelgrove et al. (2008) suggest that, 
the older people grow, the more they tend to replace their interest in sport to that in the arts. 
Young sport tourists are mostly in full- and part-time employment (Tichaawa & Swart, 
2010), and they are likely to be relatively well-educated (Bama & Tichaawa, 2015).  
 
The aspect of educational levels is very important when considering that, generally, education 
tends to influence how certain elements of the sport event and related components are 
perceived by the sport tourist (Bama & Tichaawa, 2015). Getz (2013) suggests that the 
majority of sport tourists have a college or university qualification, thus indicating relatively 
good education levels. The above is supported by Turco et al. (2012), who confirm that sport 
tourists at major sport tourism events tended to be young (with an average age of 33 years), 
and to have an advanced university degree. McKay et al. (2019) also observe that, in terms of 
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spending, sport tourists were willing to make sacrifices in other areas of their lives, so as to 
be able to redirect substantial funds towards their sports activities and the related equipment. 
Such characteristics speak directly to the opportunities that are available for destinations that 
wish to develop their sport tourism outlets, like Cameroon, as can be seen in the context of 
the current study. In particular, information about the profiles of the sport tourists should 
equip the relevant officials with crucial planning inputs and information that could assist in 
the marketing and subsequent sustainable development of sport tourism there. Against the 
background of the discussed sports tourism profiling, the following section expands on the 
motives that drive sport tourists to attend sport events. 
 
4.5 Motives that drive the attendance at sport tourism events 
In the existing literature, Saayman (2012) suggests that a major concern that requires clarity 
regarding sport tourists is their motivations that are linked to their sport tourism event 
attendance, in particular. The author defines motivation as being the basic tendency of a 
person to react, or to strive, towards a particular goal. In sport tourism, many studies have 
sought to unpack such motivations (Chen et al., 2019; Duglio & Beltramo, 2017; Egresi & 
Kara, 2014; Gammon & Robinson, 1997; Getz & Page, 2016; Lesjak et al., 2017; Morgan, 
2007; Nyikana & Tichaawa, 2018a; Rinaldi, 2011; Rόbert et al., 2016; Saayman, 2012). The 
above-mentioned studies have revealed that a variety of motivational factors come into play 
during the decision as to whether or not to travel to a sport tourism event.  
 
According to Rinaldi (2011), a strong codependent relationship exists between the 
sociodemographic profiles of sport tourists and their motivations to participate in sport 
tourism. The sociodemographic profiles discussed above, coupled with the motivations in 
sport tourism, can have an influence, and impact, on the overall decision to travel to attend 
sport tourism events (Egresi & Kara, 2014; Nyikana et al., 2014; Rinaldi, 2011; Taks et al., 
2009; Tichaawa, 2013). In turn, such codependency assists the relevant managers and 
planners to understand the spectrum into which participation in sport tourism falls, especially 
in relation to whether sport or tourism was the primary reason to visit a particular destination.  
 
Hunt et al. (1999) postulate that the prediction of sport tourists’ motivations and their 
behaviour regarding a sport event is a crucial part of contemporary sport tourism marketing. 
Rinaldi (2011) stresses that the need to understand why sport tourists travel to events and 
wish to partake in the related experiences fosters the development of relevant marketing 
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strategies that can aid the destinations concerned. In particular, such data can inform 
strategies that entice additional sport tourists to the destinations, and they can also encourage 
those who are already at the destination to lengthen their stay there, resulting in leveraging 
effects for the local economies in question (Nyikana & Tichaawa, 2018c; Rinaldi, 2011). 
Egresi and Kara (2014) emphasise that the enhancement of products and experiences for the 
participants can only occur when high satisfaction levels have been achieved. The above can 
only be done if the demands and motivations of the participants are clearly understood, which 
might increase their likelihood of return visitation. 
 
Smith and Stewart (2007) stress that specific factors drive sport consumption, which come 
into play when the sport tourists decide to travel long distances to secure the associated 
special experiences obtainable thereby. Hagen (2008) identifies numerous such motivations 
that assist with identifying the drive for sport tourists to attend, and their behaviour at, such 
sports events. According to Rόbert et al. (2016), the attractions and complementary activities 
that are within close proximity of the sport tourism destination play a key role in the visit 
and/or return visit intentions of sport tourists. Lesjak et al. (2017) suggest that, for the 
spectator, the main motivation to attend sport tourism events is largely linked to the 
satisfaction of personal motives. They argue that such personal motivation pushes the 
prospective attendees to invest their (especially financial) resources to achieve the above. 
They also note that such sport tourists not only actively watching the sport event in person, 
but also use other avenues, like the different forms of media, to follow the sport, so that they 
invest resources in the above regard as well. Sport tourism event attendees tend to be high-
spending, with them usually being driven by their passion to travel to those destinations 
where they can realise their sport-event-related needs (Lesjak et al., 2017; Nyikana et al., 
2014; Tichaawa & Bob, 2015). Besides the sport event on offer, the sport tourist attendees 
also consider other destination aspects before embarking on a trip, including the accessibility 
of the destination, the accommodation options available, the assortment of restaurant and 
other catering choices open to them, as well as the entertainment opportunities that are 
available at the destination (Nyikana & Tichaawa, 2018b; Tichaawa & Bob, 2015). The 
overall mix of tourism support services and attractions is, therefore, a key consideration for 
the sport tourist in ultimately deciding where to travel (Lesjak et al., 2017). The behaviours 
associated with such motivation will be explained later on in the current chapter. 
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Other important influences include the amount of available leisure time, the degree of interest 
in the sport, the existing image of the destination, the previous experience at the event and the 
destination, and the financial situation of the prospective sport tourist (Getz & Page, 2016; 
Nyikana & Tichaawa, 2018b). Lesjak et al. (2017) also mention such reasons as self-esteem, 
escape from a busy daily routine, entertainment, economic factors, the feeling of being part of 
a group, the desire to spend family time, as well as the wish for social interaction, as being 
the major motivations in terms of sport tourism event attendance. Smith and Stewart (2007) 
conclude that, broadly speaking, sport tourism motives should be grouped into three generic 
dimensions, which can be subcategorised further into eight different motivations, such as 
those that are mentioned above. The eight motivations are derived from Wann’s (1995) 
factors that he considered when designing his sport fan motivation scale (SFMS). The three 
generic dimensions proposed are: the psychological dimensions; the sociocultural 
dimensions; and the social belonging dimensions. Each of the three dimensions concerned is 
then subcategorised, so as to reach a detailed level of understanding of the specific motives 
that drive sport tourism event participation and consumption, accordingly. The motivations, 
as seen in Table 4.1 below, are briefly explored in the subsections that follow, with a view to 
explaining why sport tourists should be better understood in their role of sport tourism 
consumption than they are at present. While said motivations are applicable to sport tourism 
broadly, Kruger and Saayman (2013) caution against all sport tourists being treated as a 
homogenous group in terms of design and marketing. They argue that the very same motives 
can differ somewhat, based on the type of sports event and sports code. Caution should, 
therefore, be exercised in interpreting some of the motives involved, especially if deeper 
analysis has not been conducted, as per the sporting code and type of event under enquiry. 
McKay et al. (2019) reinforce the notion, stating that different sports events might tend to 
influence the types of motives that drive sport consumption. 
 
Table 4.1: Dimensions of, and motives for, sport consumption 
Dimension Specific motive 
Psychological dimension Eustress 
Escape 
Aesthetic pleasure 
Drama and entertainment 
Sociocultural dimension Family and social interaction 
Cultural connections 
Social belonging dimension Tribal connections 
Vicarious achievement 
Source: Smith and Stewart (2007:158). 
76 
 
4.5.1 Psychological motivations 
The psychological motivations include eustress, escape, aesthetic pleasure and entertainment, 
which are described in the following subsections.  
 
4.5.1.1 Eustress 
One of the most important psychological motivations for sport tourism event attendance and 
participation is linked to the need to reduce the amount of stress in everyday life (Achu, 
2018). Sport events offer the attendee the opportunity to do the above, which serves the 
eustress motivation to attend. Hagen (2008) also links the motivation of self-esteem to the 
factor, with sport tourism events being seen as providing an opportunity for individuals to 
feel good about themselves, and which thus contributes to their sense of mental well-being. 
McKay et al. (2019), in their study of trail running, observe how participation tends to 
encourage and to raise the level of self-esteem, especially among the female participants. 
Heightened self-esteem motivations have been an area that sport activity has been 
acknowledged to promote among those who participate in it (Bond & Batey, 2005; Hagen, 
2008; McKay et al., 2019). In relation to the eustress motivation, Hagen (2008) notes that 
sport tourism events have a role to play regarding their ability to bring about enjoyment and 
excitement, which can be brought about by watching the sports on offer at the event. 
 
4.5.1.2 Escape 
Sport tourism events are credited with providing a much-needed relief and escape from 
everyday hardships and realities (Hagen, 2008; Nyikana & Tichaawa, 2018c). Hagen (2008) 
suggests that the events serve as an escape and a diversion from the realities of life. The 
motivating factor is applicable to tourism in general, and not exclusively to sport tourism. 
The above is because people, generally, tend to have the need to escape their everyday 
routines, especially regarding their personal life (Rinaldi, 2011). Typically, therefore, 
attending sport tourism events and games provides such an escape route, with it enabling the 
sport tourist to be momentarily distracted and entertained by the sport on offer. In the 
developing country context, such hardships are linked to often-present challenging 
socioeconomic conditions and political instabilities (Nyikana & Tichaawa, 2018c). The above 
is why sport tourism events tend frequently to attract large numbers of spectators, as they 
provide diversion, and, in a sense, present the attendees with a momentary feeling of 
enjoyment that makes them forget about the aforementioned hardships, if only for a relatively 
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short while (Tichaawa, 2013). Rinaldi (2011) affirms that, in such contexts, sport offers the 
chance to forget about personal problems at work or home, with the focus of attention being 
shifted towards the games or sports attended. Besides the above, sport, due to its 
unpredictability and spontaneity, provides spectators with brief moments of passion and 
pleasure that few other activities offer (Rinaldi, 2011; Smith & Stewart, 2007). 
 
4.5.1.3 Aesthetic pleasure 
In the existing scholarly work on sport tourism and sports fans, Hagen (2008) identifies the 
aesthetic motivations playing an important role, particularly for avid sport fans, in their 
decision to attend sport tourism events. The author notes how sport fans rely on the desire to 
enjoy the physical elegance displayed by athletes, as well as the skills and abilities that the 
top athletes have, as being a major reason why they will often embark on long, costly trips to 
watch sport tourism events. Smith and Stewart (2007) note that sport tourists tend to base part 
of their decision to embark on a sport tour as the appreciation of athletes’ skills. McKay et al. 
(2019) suggest that, for the participants, especially the athletes, sport activity also brings 
about a certain level of achievement that they associate with superior skills and ability. 
Besides the above, passion, and not simply the enjoyment of sport, is a characteristic and 
motivation that some sport tourists use to explain their devotion to teams, and their decisions 
to travel long distances to spectate at sports events (Rinaldi, 2011). Rinaldi (2011) posits that 
the aspect of achievement linked with sport tourism participation is high on the list of 
motivations of sport tourists. Accordingly, the author suggests that the personal feeling of 
achievement tends to be ranked highly among sport tourists, especially when their teams, or 
icons, are performing well in sport. Resultantly, their association with the team, or sporting 
icon, tends to increase with the success of the above, while, when such performance is on the 
decline, the appreciation of association is likely to be compromised (Rinaldi, 2011). 
 
4.5.1.4 Entertainment 
Sport tourism event attendance is largely linked to a sense of hedonic enjoyment, and to 
achievement motivations (Morgan, 2007). The author suggests that, specifically, within the 
set of motivations concerned are such elements as the enjoyment of being at the event, the 
fun of being in such an active environment, and the appreciation of entertainment and 
novelty. Hagen (2008) identifies the motive as being one that relates to group affiliation, and, 
thus, the opportunity presented by sport tourism events for sport tourists to socialise and 
interact results in the enhancement of entertainment value. Besides the above, sport generally 
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has always been viewed as an enjoyable pastime (Hagen, 2008; McKay et al., 2019; Morgan, 
2007; Rinaldi, 2011; Smith & Stewart, 2007). In Rinaldi’s (2011) view, sport presents 
dramatic, unpredictable moments that are rarely replicated in other activities, and, as such, 
the entertainment motivation is a major drawcard for sport enthusiasts. The sport tourists 
travel to attend sport events, so that they are able to watch engaging contests, and they are 
able to form part of a broad environment, wherein dramatic experiences are seen, and where 
the outcome is largely unpredictable (Smith & Stewart, 2007). Such motivation can also be 
linked to the desire to be competent, or to master new skills and abilities, linked particularly 
to physically challenging activities, as well as to the relatively intellectually focused 
motivation of learning and discovering new abilities and things (Morgan, 2007). Kruger and 
Saayman (2013) suggest that the learning of new abilities, as well as achievement and 
commitment, are some of the key motivations for participating in sport tourism activities 
among many sport tourists. Over and above the aforementioned factors, the aspect of learning 
can also be linked to the desire to acquire knowledge generally about the sport or specific 
players concerned, by way of media consumption, which results in the sport tourists 
developing their knowledge about their teams of choice and about the idolised players in 
certain sports (Rinaldi, 2011). 
 
4.5.2 Sociocultural motivations 
Sociocultural motivations include family time and social interaction and cultural connections, 
as described below. 
 
4.5.2.1 Family time and social interaction 
Sport tourism events offer an opportunity for individuals to be part of a community, 
establishing tight social connections and forming important social networks (Hemmonsbey & 
Tichaawa, 2019; McKay et al., 2019; Smith & Stewart, 2007; Wann, Brewer & Royalty, 
1999). According to Smith and Stewart (2007), by providing an ideal platform for families 
and relatives to spend quality time together, sport events basically service the family-based 
desire to be together in roughly the same way as a normal vacation or holiday away from 
home would. Hagen (2008) asserts that sport tourism events offer an opportune environment 
for family members to spend time together and to catch up on the latest personal news, in a 
world where the business of everyday life might tend to deprive them of such environments. 
According to Rinaldi (2011), sport provides a platform on which sport tourists can socialise 
with their friends and relatives, especially as it is a break away from the day-to-day routine of 
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many people. Sport also presents an opportunity to socialise and mix with other fans and to 
exchange opinions regarding the sports on offer, while sharing similar levels of passion 
towards the supported teams and sports icons (Rinaldi, 2011; Smith & Stewart, 2007; 
Tichaawa, 2013). Such motivation is bound to be high in the list of factors concerned, given 
that, in many stadium-based events, the supporters and cheer squads of the same teams tend 
to meet in the same social space, thus forming a circle of close acquaintanceship. Such 
groups also tend to travel together to games that are hosted either regionally or internationally 
(Rinaldi, 2011). 
 
4.5.2.2 Cultural connections 
The earlier sections of this chapter highlighted that the sharing of the space between the sport 
tourists, the sport itself and the host destination go to creating the sport tourism experience 
(Weed & Bull, 2004). In the above regard, the sense of satisfaction that can be derived from 
sport is largely to be largely determined by the extent of the interaction between the sport 
tourists and the destination concerned. In particular, the cultural background of the sport 
tourists, as well as their experiences of the ‘sacred spaces’ for sport fans, such as the arenas, 
the stadia and other sporting sites, are seen as significant by the fans (Morgan, 2007). The 
sporting sites are deemed to be ‘sacred’, because, much like with religious affiliation, sport 
allegiances are usually acquired at a young age, and, as a result, they are expressed through 
stories of great events and iconic personalities and heroes (Morgan, 2007). The religious-like 
attachment to sports events is born out of the above, which is a reason why some sport 
tourists are willing to pay a great deal, and to invest other resources, in the sport experience 
(Morgan, 2007). The sport fans are motivated by the cultural affiliation that they have, as 
well as by the deeply entrenched sporting allegiance that they view as an expression of their 
personal identity. Rinaldi (2011) proclaims that another major motivation in terms of the 
commercialised sporting industry is the official membership of certain teams and clubs. In the 
above respect, the author notes how being a member of a club or team entices sport tourists to 
travel to watch such teams compete, on the basis that they are given discounts and first 
preference when the tickets to attend such events are being sold. Moreover, such a priority 
practice also enables them to become part of a group of elite supporters, or of cheer squads 
for the team, who are an ever-present sight wherever the team or club travels to compete 
(Rinaldi, 2011). 
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4.5.3 Social belonging motivations 
According to Morgan (2007), sport tourism events tend to provide a space for sharing an 
atmosphere wherein an intense communal experience is shared among all present. Smith and 
Stewart (2007) suggest that sport holds a strong social dimension, in terms of which it 
provides a space for people to come together as families, supporters and cheer squads, 
collectively. In this way, a close bond is shared among those concerned, which can lead to the 
formation of a shared identity as ‘fans’ (Morgan, 2007; Weed & Bull, 2004), according to the 
studies discussed in the earlier sections of the present chapter. Moreover, the travels of sport 
tourists have slowly become ways of creating personal identities, with sport tourism events 
presenting a platform on which such identities are paraded and shared with others (McKay et 
al., 2019). Weed (2010) stresses that sport fans place great value in the opportunity to be 
together with like-minded individuals and groups, whereby they are able to share a communal 
spectating sport experience, irrespective of whether the event is held in a stadium, or whether 
it is a screening at a ‘fan fest’, or local pub. In fact, Morgan (2007) notes that such an 
environment can also encourage the development of recognition and status, as the fans 
socialise at the event, and leave it with high-value experiences that they will most likely share 
with those who were not present there. According to McKay et al. (2019), such socialising 
leads to the creation of economic and social circles that last long after one event has been 
completed.  
 
Sport events also serve as meeting points for sport tourists who generally share activities and 
interests, thus leading to the development of common goals regarding social standing that go 
well beyond the sport activity itself (Wann et al., 1999). Weed and Bull (2004) note that, 
given the likelihood that an event will be well-attended by local community members, as well 
as by the sport fans, the social experience will, likely, be unique and memorable, because of 
the interactions that will result from it. The aforementioned point is particularly important in 
regard to destinations that have rich cultural experiences attached, as they could be integrated 
into the planning of the event, resulting in future repeat visitation from the sport fans, based 
on the new and memorable experiences that they would have enjoyed when attending the 
sport tourism event (Nyikana & Tichaawa, 2018c). Besides the above, Ivanovic et al. (2009) 
argue that, given the increased globalisation levels and the resulting ‘sameness’ of 
destinations, people tend to seek out new experiences that are especially linked to culture. 
Doing so should serve to reduce the feeling of being faced by similar products and 
experiences as those back home, when they have travelled to new destinations. Thus, the 
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encouragement of integration between sport tourists and the local communities can only serve 
to enhance the overall experience found at sport tourism events. 
 
Once the above-mentioned factors have been understood and analysed, relative to the sport 
tourism event in question and to the host destination involved, the next important aspect to 
consider is the overall experience and behaviour that is associated with the sport tourists 
themselves. The above is so, because when sport tourists decide to visit those who are new, 
and to revisit those who are regulars, their exposure to the event, as well as their perceptions 
of the destination as a whole, and of the specific event in question, come into play 
(Kaplanidou & Vogt, 2007; Nyikana, 2016; Nyikana et al., 2014; Tichaawa & Swart, 2010). 
According to Kaplanidou and Vogt (2007), their past experiences and the way that they have 
conducted themselves at previous similar events, and their interactions with the local 
communities there, also play an important role in the making of their decision to revisit 
certain events, irrespective of whether they are hosted at the same destination, or at different 
destinations. The last section of the current chapter seeks to unpack some of the issues that 
emerge in the decision-making process of sport tourists, as linked to their expectations, 
behaviour and experiences of sport tourism events, generally. 
 
4.6 Experiences and behaviour of sport tourism event attendees 
When the sport tourists travel to a destination to attend a sport tourism event, they expect to 
experience a certain level of satisfaction regarding the way in which the event is conducted 
(Kaplanidou & Vogt, 2007). In return, they create a sense of community and form 
relationships, because of their common purpose (Gwinner & Swanson, 2003). Many sport 
tourists attend a sport tourism event purely for the associated sport aspect, and they, thus, 
tend to focus very little on any aspect beyond the sport event itself (Duglio & Beltramo, 
2017). According to Kim and Chalip (2004), attendance is not a once-off activity, because the 
sport tourists see being at the sport events as a reflection of their identity, especially in the 
case of their being active fans. In all likelihood, those who have previously attended sport 
events will most likely attend other events, as opposed to those who attend an event for the 
first time (Nyikana et al., 2014). The above makes past attendance and experiences at sport 
tourism events one of the more important areas on which research on sport tourists should 
focus, as previous experiences have a bearing on future considerations regarding sport 
tourism participation. However, according to Del Chiappa et al. (2014), an insufficient 
number of studies have examined the consumer behaviours occurring among first-time and 
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repeat sport tourists. The few studies that have addressed the issue have also exacerbated the 
problem, due to the mixed and contradictory nature of their findings.  
 
Generally, Del Chiappa et al. (2014) suggest that a lack of consensus exists regarding the 
spending behaviours by the two sets of sport tourists, as well as about which group tends to 
become more easily satisfied. Thus, they argue that the two groups differ fundamentally from 
each other, although little clarity exists regarding which specific areas they differ about. 
However, Taks et al. (2009) highlight one typical difference between first-time and repeat 
sport tourists, in relation to their sources of information regarding an event destination. They 
suggest that those who have attended an event before, irrespective of where it was hosted, 
tend to use their past experience as a guide to whether or not they should attend the event in 
future. They also try to imagine other, broader aspects linked with their attendance, such as 
the numerous experiences they had in previous time. The first-time visitors to the event, in 
contrast, tend to rely largely on external sources for their information, including advice about 
the destination, about the facilities that will be available at the destination and that are linked 
to the event, and about any additional activities in which they can engage while at the 
destination. Del Chiappa et al. (2014) suggest that, beyond such a difference, there could also 
be issues that are linked to the sociodemographic profiles and characteristics, the behaviour, 
the perceptions of the destination, the perceived value, the purpose of travel and the 
subsequent mode of transport, the length of stay, the distance travelled, and individual daily 
expenditures during the event, among other areas of difference.  
 
In relation to the sociodemographic characteristics, Del Chiappa et al. (2014) state that the 
first-timers tend to be much younger than are the repeat visitors. Such differences also extend 
to the motivations that were detailed above, as well as to the preferences for participation in 
activities and for utilising additional facilities beyond the event space (Del Chiappa et al., 
2014). Typically, the authors suggest that first-timers prefer visiting major iconic attractions 
within the sport tourism event destination when not participating in sport. In contrast, the 
repeat visitors, perhaps due to their familiarity with the destination visited, generally tend to 
prefer to engage in social activities that are linked to shopping and dining. 
 
Irrespective of the differences involved, the overall sport tourists are enthusiastic about their 
experiencing of sport tourism events. Such tends to be their commitment that some sport fans 
travel to far-away places and major events without tickets, hoping to be able to purchase them 
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once they have reached the destination or stadium concerned. According to Morgan (2007), 
the above is evidence that, to them, the sport tourism experience is much more complex than 
simply watching a live match, but, rather, they desire to become part of a general atmosphere 
that tends to be generated by a number of like-minded people meeting together at the same 
spot (Gibson et al., 2003; Gwinner & Swanson, 2003; Morgan, 2007; Turco et al., 2002). 
Weed (2010) suggests that such fans have the ability to turn ordinary spaces beyond the 
stadium or event location into sporting places, through the atmosphere that they create and 
their sense of carnival. Added to the above is the transformation of such spaces through 
decorations and the theming of spaces with the displaying of the flags of participating 
countries, as well as the branding and logos of the sports concerned. In addition, making 
souvenirs available to their customers has also been adopted by many pubs and bars in an 
attempt to create a festive event-related atmosphere (Weed, 2007, 2010). 
 
Morgan (2007) asserts that the positive experiences of sport tourists are key to influencing 
and, to an extent, determining the intention of others to visit a specific destination. Despite 
the limitations regarding participation in non-event-related activities, some pass beyond the 
event spaces in search of different leisure pursuits (Egresi & Kara, 2014; Gibson et al., 2003; 
Morgan, 2007; Nyikana & Tichaawa, 2018b). Such sport tourists, especially if they are 
encouraged to explore the destination visited, tend to enjoy themselves more than those who 
confine their activities to the event itself. They contribute to the local economies of the places 
visited, like the local bars, the restaurants, the tourist attractions and other recreational 
activities and attractions (Morgan, 2007; Nyikana et al., 2014). Such is especially the case 
when the sport tourism experience has been cost-effective and it has offered good value for 
money, with it also having offered a level of convenience (Weed, 2010). Weed (2010) further 
posits that, if the sport tourists are left with a positive experience from the event, especially if 
they found their stay to be exciting, entertaining and worthwhile, the likelihood of future 
participation in the event in future, and of revisiting the destination, is likely to be quite high. 
The above is also a reason for the popularity of sport tourism events hosting, as it provides a 
platform by which destinations can communicate their tourism assets to the sport tourists, 
who are viewed as potential tourists beyond the sport itself (Florek et al., 2008). Kim and 
Chalip (2004) assert that, irrespective of the fact that the primary reason for visiting a 
destination is the sport on offer, the destination’s overall attractiveness is also likely to play 
some role in the final decision made as to whether to revisit the area in future for purely 
tourism-related purposes. In fact, Nyikana et al. (2014) point out that ensuring positive 
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experiences for sport tourists can result in increased visibility, and in long-term tourism-
aligned success, for destinations. The above is linked to the fact that sport tourists, especially 
those who also engage in additional tourism activities during their stay at a destination, are 
likely to have learned about such tourism offerings prior to their travel, and, thus, would tend 
to return to the destination concerned if they were satisfied with the quality and value on offer 
there (Nyikana et al., 2014). Resultantly, they would also be inclined to recommend the 
destination to their friends and relatives, and to those in their close circles, through positive 
word of mouth (Taks et al., 2009). 
 
The challenge, though, is that many destinations have historically failed to leverage the 
opportunities presented by sport tourism in the above-mentioned way (Gibson et al., 2003; 
Nyikana & Tichaawa, 2018c). For starters, Del Chiappa et al. (2014) suggest that many 
destination have failed explicitly to consider factors that influence their participation in sport 
tourism, like economic constraints, travel-related characteristics, sociodemographic 
characteristics, and other related issues, which, collectively, have a role to play in the way in 
which sport tourists receive or experience an event. Additionally, Gibson et al. (2003) argue 
that it is simply not enough to host a sports event, and to assume that sport tourists will take 
advantage of the more general tourism offerings than the event that are available in the 
vicinity. They argue that the tourism agencies that are responsible for growing tourism, 
especially in the local economies, should actively collaborate on, and design, strategies 
targeting sport tourists. By doing so, they would not just be raising awareness of the area, but 
they would, rather, be prompting action linked to the aligning of the local events and cultures 
with the events. They would also be able to secure buy-in from the local businesses, which 
would help them to capitalise on the opportunities presented by the sport events hosting. Any 
collaborations entered into, especially with the local businesses, in respect of the promoting 
of the local areas to sport tourists, could also make a substantial contribution to place 
branding, and, thus, to the adoption of a sport-orientated brand (Hemmonsbey & Tichaawa, 
2019; Nyikana & Tichaawa, 2018c; Pouder et al., 2018; Richelieu, 2018). Del Chiappa et al. 
(2014) conclude that, especially from a marketing perspective, policymakers and other 
relevant authorities should manage sport tourism events as a whole, so as to attract new 
visitors, and so as to increase the quality delivered to the repeat spectators. In the case of the 
latter, their perceptions of the levels of quality experienced would then surpass their 
expectations regarding the revisited destination. The exceeding of expectations would 
ultimately help to ensure a balanced spectator mix, in terms of which the destination would 
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be likely to gain the heightened economic positive impacts that are generated by first-timers, 
without compromising the positive marketing effects linked to repeat visitors and their future 
intention to return, as well as their recommendations made regarding the destination (Del 
Chiappa et al., 2014; Nyikana et al., 2014). 
 
4.7 Chapter summary 
The current chapter provided an enhanced understanding of the sport tourist and their 
behaviour, linked to sport tourism event attendance. The improved understanding of the 
characteristics of the sport tourists should enable the authorities, particularly the managers, to 
design effective plans to satisfy the specific needs of the target markets involved. 
Additionally, they should be able to bundle the relevant tourism offerings with the event 
aspects, enhancing the overall experience of the tourist, while ensuring that maximum 
benefits accrue to the host communities, especially in terms of the sustainable objectives 
linked to sport tourism development. However, an argument that applies to the current 
study’s context is the lack of research that has been conducted to understand such aspects, 
and, thus, to be able to plan accordingly, given how big a role sport generally plays in the 
lifestyles of the different population segments. Additionally, given that there has been a 
movement to grow tourism, particularly in terms of the boosting of international tourism 
arrivals through the hosting of major sports events, the need for a study of such a nature, 
which covers the aspects concerned, becomes important. The frameworks that have been 
introduced for sport tourism and for the sport tourists were developed in the Global North, 
and. thus, might (not) be suitable for the unique characteristics of Cameroon specifically, and 
for other similar destinations on the continent, generally. The motivation for sport tourism 
event attendance has also been an area that has been skewed towards the developed world, 
with, in Africa, it having largely been dominated by studies done on countries like South 
Africa. Thus, the motivation and the subsequent behaviour and experiences that emanate 
from sport tourism events in a country like Cameroon have not been fully explored, with the 
current study showing how the existing ones fit into the context of the study. 
 
The next chapter of the study presents a comprehensive discussion of the implications of 
sport tourism development, and of the subsequent presence of sport tourists at destinations. In 
particular, the chapter seeks to evaluate sport tourism impacts, based on the existing 
paradigms of the socio-economic, environmental, and LED impacts on the emerging 
destination. Part of the discussion also considers the role that the government plays in 
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directing the development trajectory of sport tourism in the localised areas and cities in the 
aforementioned context. 
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CHAPTER FIVE 
SPORT TOURISM AND LOCAL ECONOMIC DEVELOPMENT 
 
5.1 Introduction 
The previous chapters introduced the study, provided a conceptual grounding of the research, 
and discussed the phenomenon of sport tourism and the behaviour of sport tourists at host 
destinations. The overall aim was to impart a comprehensive understanding of the 
implications for a sport tourism-event host destination regarding the impacts that such hosting 
can have. In particular, the focus was directed at assessing the impacts at the level of the local 
economy, and the subsequent implications for the community members in such an 
environment. The present chapter, therefore, seeks to analyse existing literature on the 
impacts of sport tourism, particularly within the LED context, due to the presence of sport 
tourists at host destinations.  
 
5.2 Sport tourism impacts on host destinations: a triple bottom line assessment 
A review of the available literature reveals that sport tourism events have numerous impacts 
for the destinations where they take place (Giampiccoli, Lee & Nauright, 2015; Hinch et al., 
2016; Lesjak et al., 2017; Tichaawa et al., 2018). González-Garcia, Añó-Sanz, Alguacil and 
Pérez-Campos (2018) suggest that sport tourism be analysed from a multidimensional 
perspective, due to its impacts normally bring felt locally, regionally and nationwide. 
According to Knott (2014), such impacts range from those that have positive effects to those 
with a negative implication for the host destinations concerned, both in relation to the short 
and the long term. Ultimately, the impacts are a variety of such positive or negative results 
that become visible at destinations before, during and after the hosting of an event (Bama & 
Tichaawa, 2012; Gammon & Ramshaw, 2013; Giampiccoli et al., 2015; Gibson et al., 2012; 
Jago, Dwyer, Lipman, Van Lill & Vorster, 2010; Knott, 2014; Saayman, 2012; Swart & Bob, 
2012; Tichaawa & Swart, 2010). Knott (2014) highlights that such impacts are generally felt 
by a variety of sport tourism stakeholders, including, but not limited to, the participants, the 
local businesses, the host communities and the local organising officials, among others. Other 
researchers stress that, particularly for the residents, the event impacts can either provide 
them with benefits, or leave them with costs (Giampiccoli et al., 2015; Hinch et al., 2016; 
Tichaawa et al., 2018).  
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In most instances within the aforementioned studies, the impacts are viewed as threefold, 
with the triple bottom line approach having been adopted in an effort to assess them in 
relation to sustainable development (Hinch et al., 2016). The triple bottom line concept 
relates to the economic, sociocultural and environmental impacts that sport tourism has on 
destinations (Hinch et al., 2016; Tichaawa et al., 2015). In recent studies on the impacts of 
sport tourism, particularly sport tourism events, many researchers have opined that the 
relatively small-scale sport events have more positive impacts on the host communities than 
do the major-scale sports events, in terms of both the economic and the social elements 
concerned, as well as, in some cases, the environmental aspect (Bob & Swart, 2010; 
Destination British Columbia, 2013; Duglio & Beltramo, 2017; Ehsani et al., 2012; Gibson et 
al., 2012; Lesjak et al., 2017; Tichaawa et al., 2015, 2018). Tichaawa et al. (2015) affirm that 
the smaller sport tourism events tend to offer less risk in terms of serious negative impacts in 
compared to the larger events. The above can be understood on the basis that sport tourism 
exceeds the mere hosting of sport events, with it also offering the destination concerned a 
platform on which to promote their identities as desirable sport tourism destinations, so as to 
ignite investment and generate new tourism business, as well as to achieve international 
recognition for being proactive cities with active citizens, among other benefits (Destination 
British Columbia, 2013; Lin & Lu, 2017). Accordingly, sport tourism is seen as part of the 
broader motive of developing sport in communities, and, as such, as an important economic 
and community upliftment tool. Therefore, and especially in the developing country context, 
undertaking research to assess such impacts can be seen as critical, because such impacts are 
felt by a variety of stakeholders, including the participants and the local economy, with its 
businesses (Lesjak et al., 2017; Tichaawa et al., 2015), as is detailed in the sections that 
follow. 
 
5.2.1 Economic impacts of sport tourism 
The high levels of investment that accompany sport tourism and its development in many 
countries come have undergone much scrutiny in relation to the economic costs and benefits 
analyses therefrom. In many cases, such analyses, due to their inconclusiveness, remain 
debated among many existing studies (Bama & Tichaawa, 2012; Bob & Swart, 2010; 
Destination British Columbia, 2013; Duglio & Beltramo, 2017; Ehsani et al., 2012; Gammon 
& Ramshaw, 2013; Giampiccoli et al., 2015; Gibson et al., 2012; Jago et al., 2010; Knott, 
2014; Lesjak et al., 2017; Saayman, 2012; Swart & Bob, 2012; Tichaawa & Swart, 2010; 
Tichaawa et al., 2015, 2018). In the present study, the main impacts that are emphasised are 
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employment opportunities, SMME development and informal businesses, trade and 
investment, urban regeneration, the infrastructure, the increased pricing of goods and 
services, as well as the use of public funds in sport tourism development, as are summarised 
in the subsections that follow. 
 
5.2.1.1 Employment opportunities 
Sport tourism events are widely acknowledged, much as tourism is generally, as potential 
employment creators for the local communities (Baade & Matheson, 2004; Bama & 
Tichaawa, 2012; Bohlmann, 2006; Lin & Lu, 2018; Maharaj, 2010; Saayman, 2012). The 
bidding for the hosting of events, especially mega-events, is usually fixed around the concept 
of employment creation (Kruys, 2007; Lin & Lu, 2018; Maharaj, 2010; Matheson, 2006; 
Tichaawa & Swart, 2010). Saayman (2012) suggests that many people judge an event’s 
success on the extent to which the event created local and employment opportunities for the 
host communities concerned. In the view of Du Plessis and Venter (2010), an event’s 
contribution to the local economy rests largely upon the employment that it can create, 
especially through the preparatory activities of the event, some of which include the 
infrastructural development and construction involved, as well as the actual running of the 
event itself. In addition to the above, the authors note that, particularly during such events, 
the security services, tourism, hospitality and other related service sectors tend to experience 
heavy demands that warrant additions to the workforce. Maharaj (2010) also stresses how one 
of the positives with events hosting is that the presence of a large number of visitors to an 
area can encourage investment in such sectors as additional catering and tourism activities, 
which can assist in increasing the number of employment opportunities available for the 
locals. However, such employment, especially through mega-events, is typically 
characterised by its temporal nature, thus failing to provide a sustainable employment path, 
due to the short-term nature of the events (Bohlmann & Van Heerden, 2008; Kruys, 2007; 
Saayman, 2012; Saayman & Rossouw, 2008; Tichaawa & Bob, 2015). Moreover, despite 
there being a case for the development of volunteers who could assist in future events, the 
consistent usability of the volunteers remains a grey area for many destinations (Fairley, 
Green & Chalip, 2014; Gibson et al., 2012; Taks, Chalip & Green, 2015). 
 
Apart from just the direct employment referred to above, sport tourism events also serve to 
assist the hosting destinations to combat the seasonality of the industry, especially in 
destinations that struggle to expand the traditional high tourist season, thus leading to more 
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indirect employment opportunities becoming available than there might otherwise have been 
(Bama & Tichaawa, 2012; Lesjak et al., 2017; Richelieu, 2018; Swart & Bob, 2012). Sport 
tourism can assist in decreasing the number of negative causes brought about by seasonality 
in a destination, particularly in terms of the potential retrenchment of employees (Higham, 
2006; Lesjak et al., 2017; Rόbert et al., 2016). Richelieu (2018) affirms that sport helps 
destinations combat seasonality by extending the traditional tourist period, especially through 
offering regularly scheduled sporting activities during what otherwise would be low-peak 
times for tourism. The above serves to enhance the economic activities that, in themselves, 
create opportunities for the employment of the local host community members (Higham, 
2006; Lesjak et al., 2017; Tichaawa & Bob, 2015). Maharaj (2010), for example, argues that, 
in the case of mega-events, the hosting of the event encourages the fast-tracking of 
infrastructure delivery, which can create additional jobs for the host communities. In any 
case, the events generally require the local contractors, for whom mainly local labourers 
work, to supply goods and products for the events, ranging from the infrastructure to 
consumables (Maharaj, 2010). Despite the above-mentioned benefits for sport tourism event 
employment, the present study argues that many of the above studies have been conducted in 
the developed context, where such employment creation is easy to measure and, to an extent, 
to quantify. In the case of the African continent, the few studies that have been conducted 
have largely considered major and mega-events hosted in the countries with a well-defined 
sport tourism direction, like South Africa and Gabon (see, for example, Bama & Tichaawa, 
2015; Maharaj, 2010; Nyikana et al., 2014; Odounga-Othy & Swart, 2016; Tichaawa & 
Swart, 2010). Very little research exists on the sport tourism impacts in countries like 
Cameroon, and, therefore, the employment implications of sport tourism events have, thus 
far, remained unknown. Such information is seen as being key to informing a sport tourism 
framework for a country that has unique sociopolitical challenges, as has been highlighted in 
the earlier chapters of the current thesis. 
 
5.2.1.2 Urban regeneration 
According to Holmes and Ali-Knight (2017), sport tourism events can be used for the 
effective regeneration of destinations, both urban and rural. In fact, some countries and cities 
have purposefully targeted sport tourism events hosting, with the primary aim of achieving 
their designated regeneration plans (Bob & Swart, 2010; Cottle, 2011; Holmes & Ali-Knight, 
2017; Smith, 2012; Steinbrink, Haferburg & Ley, 2011). Holmes and Ali-Knight (2017) note 
how other destinations seek to host events as part of a broad programme that aims to trigger 
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different urban enhancements and restructuring, especially in areas that have become 
rundown within the cities concerned. Maharaj (2010) suggests that, if the correct approach is 
adopted, sport tourism can be used alongside other forms of tourism, like ecotourism, 
business tourism and cruise tourism, to regenerate the commercial value of a city, therefore 
coming to play a major role in urban regeneration efforts. The adoption of such an approach, 
though, requires an integrated addressing of all urban management and safety concerns, 
particularly in the developing world context. 
 
Smith (2012) suggests that sport tourism events are the ideal vehicle for such a task, as their 
hosting often results in positive long-term urban regeneration projects that, ultimately, lead to 
socio-economic growth, generally. Practically, such events encourage the creation of new 
sporting facilities and a novel general infrastructure, which play a big role in the overall 
functionality of cities, globally (Hall, 2004; Maharaj, 2010; McKenna & Bob, 2010). 
According to Maharaj (2010), the development of sports event centres can lead to precincts 
having facilities for multiple sporting codes, and, therefore, to the enhancement of spatial and 
functional linkages between the precinct and inner urban centres involved. The author 
suggests that such physical changes are part of the way in which sport tourism development 
is linked to the broader city-related development strategy of urban regeneration. The physical 
changes that are made in line with sport tourism development, and with the general 
regeneration of urban spaces, tend to lead to improved road traffic conditions, and to a 
reduction in the amount of air pollution, generally (Hall, 2004; Holmes & Ali-Knight, 2017; 
Maharaj, 2010; McKenna & Bob, 2010; Smith, 2012; Steinbrink et al., 2011). However, a 
major limitation to the overall benefit to be gained from urban regeneration through sport 
tourism and events hosting is the lack of sustained investment in the facilities, so that they 
can become beneficial to the day-to-day lifestyle of the local communities, as opposed to 
them being just for show during the hosting of specific events (Maharaj, 2010; Tichaawa, 
2013). 
 
5.2.1.3 Infrastructure 
Sport tourism, especially sport tourism events, leads to an increased infrastructure that 
primarily consists of sport facilities, but which, often, overlaps into catering for the needs of 
tourism and the surrounding communities (Destination British Columbia, 2013; Ehsani et al., 
2012; Lesjak et al., 2017). According to Ehsani et al. (2012), the new infrastructure, and the 
upgrading of existing facilities, leads to the overall reconstruction of cities, which, ultimately, 
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results in the credibility of the city being enhanced as a desirable sport tourism destination. 
The infrastructure can either be destination-related, or event-specific, with it rarely being 
both. Either type can add to the appeal of the destination as a contemporary cosmopolitan city 
that is worthy of investment. According to Kozma, Radics and Teperics (2012), the hosting 
of sport tourism events tends to prompt local governments to develop or upgrade their 
infrastructure, which, ultimately, adds to the competitiveness of the hosting regions and 
cities, with it also serving to cater for other related fields, and for communities at large. 
Ehsani et al. (2012) conclude that all the upgrades and investments tend to lead to the 
provision of additional employment opportunities for the members of the local communities 
where such developments take place, thereby assisting in combating social ills, like high 
unemployment rates. 
 
Contrarily, Lesjak et al. (2017) caution of the presence of some negative impacts, which are 
particularly linked to the exorbitant costs of developing the transport infrastructure, especially 
in areas that are underdeveloped. They argue that the investment therein, along with the 
subsequent maintenance of the infrastructure and the related construction might be too much 
for some destinations. In some cases, many of the facilities that are created for events, 
particularly major-scale ones, tend to be underutilised post-event (Tichaawa, 2013). Maharaj 
(2010) supports the above-mentioned concern, in suggesting that some tournament structures 
tend not to be sustainable beyond the event itself, partially due to the lack of a sufficient 
support infrastructure to enable an increase in their use, and also because of their unsuitability 
in relation to the local needs of the community. The author, in assessing the outcomes of the 
2010 FIFA World Cup in South Africa, argues that, in many cases of events hosting in the 
developing world, the need for quality transport poses logistical challenges, in terms of which 
the spatial fragmentation of the existing networks proves to be a major challenge. Part of the 
above is due to the lack of comprehensive planning for transport networks and for the support 
infrastructure, generally.  
 
Against such a background, Gibson et al. (2012) argue for the adoption of a focused 
infrastructural approach in terms of the developing of destinations, with them hosting sports 
events that employ the existing infrastructure, or where, when development is required, 
emphasis is placed on the unmet local needs, and not on those of the tournament or visitors 
concerned. The current study, therefore, argues that, for a case study area like Cameroon, 
such infrastructural impacts should be measured in terms of a dedicated functional sport 
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tourism development framework. Moreover, given the already existing amount of criticism 
levelled at the infrastructure in the country for not presently supporting the growth of tourism 
(see Kimbu, 2012; Tichaawa & Kimbu, 2018), the role that such events play in the above 
regard becomes critical to understand. 
 
5.2.1.4 Increased price of goods and service 
Chen (2001) suggests that the impacts of sport tourism from the destination viewpoint 
provide the policymakers and event organisers with useful insights, especially in relation to 
improved ways of enhancing the quality of life of the residents where sports events are held. 
However, research into sport tourism development generally tends to focus on the positive 
impacts that such events can have on a destination, thus neglecting the potential risk of the 
negative impacts that can be caused in relation to the overall sustainable tourism development 
approach (Hinch & Higham, 2009). Chalip, Green and Hill (2003) also suggest that, in future, 
the event organisers and managers should be more accountable than they have been in the 
past in relation to demonstrating that their events are of value to the local communities in 
which they are hosted.  
 
In the above regard, Tichaawa et al. (2015) reveal that, despite there being evidence that sport 
tourism events tend to increase the economic spending of tourists at destinations, they also do 
lead to a drastic increase in the price of goods and services in the local area. Such an increase 
disadvantages the local communities, with it, hence, being seen as a major negative 
implication of sports events. Hritz and Ross (2010) insist that events should be hosted in such 
a way as to emphasise their community benefits rather than their costs. Accordingly, a 
sustainable sport tourism product can be developed, because, in any case, sports events do not 
only rely on the natural and cultural resources available, but also on the hospitality and the 
goodwill of the host communities concerned. However, such people are often neglected in the 
planning for the events, resulting in the increased price of products, goods and property 
(Ritchie, Shipway & Cleeve, 2009). Such increases result from the drastically increased 
levels of demand for goods, owing to the mass presence of sport tourists at the destination 
(Saayman, 2012). The above is seen as having an adverse implication for the host 
communities involved, who might, in any case, have to bear the financial costs of increased 
taxes for the development of the sport facilities and infrastructure supported by the state 
(Deccio & Baloglu, 2002). Against such a background, the current study strongly advocates 
for the need to understand the impacts of sport tourism in terms of the cost implications for 
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the local communities. The above is an issue that is also linked to the use of public funds, as 
is discussed below. 
 
5.2.1.5 Use of public funds 
In the existing literature, several authors note how sport tourism events are often hosted using 
public money (Bama & Tichaawa, 2015; Bob & Swart, 2010; Chalip, Green, Taks & 
Misener, 2016). According to Duglio and Beltramo (2017), the funds that are invested by 
public administrators and the government in sport events are often balanced out by the 
amount of revenue generated during relatively small-scale events, whereas in major-scale 
events losses tend to occur in the above regard. The authors, therefore, argue that 
destinations, particularly those undergoing development, should focus more on small-scale 
events than on larger ones if they are to accumulate positive direct economic benefits. Such 
direct economic benefits are seen as providing a significant stimulus to destinations and their 
sustainability (Kozma et al., 2012). The above view is closely shared with Gibson et al. 
(2012), who feel that relatively small-scale events tend to consume less of the public funding 
for sport tourism, because they tend to use the already-existing infrastructure, making them a 
better option than larger events for the emerging economies, especially when public financing 
is often required in other areas. 
 
Sport tourism is an important economic sector globally, and especially in the local areas (Lin 
& Lu, 2017). According to Chalip et al. (2016), the traditional justification for the hosting of 
sports events has been that their overall economic impacts make the effort involved 
worthwhile, especially in relation to the initial injection of funds from the public coffers. 
However, Taks et al. (2015) dispute the above, suggesting that the already conducted rigorous 
economic evaluations linked to the hosting of sport tourism events point to the large costs 
exacted from many economies, rather than to any gains involved, thus suggesting that the 
public funds that are invested in such events should be evaluated on the basis of their context. 
Against such concerns, Matheson, Peeters and Szymanski (2012) stress the need for other 
destinations to consider redirecting the public funds that might be used in hosting a sports 
event, if such an event is unlikely to be beneficial in the long term, towards satisfying the 
more pressing needs of the communities concerned. The above is on the back of Allmers and 
Maennig’s (2008) assertion that many destinations often displace public funds that were, 
initially, earmarked for the initiating of infrastructural and superstructure developments for 
the general public, towards satisfying event-related needs. 
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As revealed by Saayman and Rossouw (2008), sport tourism events, especially mega-events, 
have often led to more economic losses than gains, which is a sign that should be heeded by 
the destinations wishing to adopt a sport tourism-driven developmental approach. Maennig 
(2007) posits that, in many such instances, while the pre-event narrative is that of numerous 
positive effects linked with increased tourism, employment opportunities and image effects, 
such effects are often not realised, leading to public costs in any case. In fact, sport tourism 
events of the highest level tend to lead to such costs as those resulting from the need to make 
logistical arrangements in terms of the management of the events, from having to invest in 
the sports-specific infrastructure that is often required by the events rights owners, and from 
having to pay other costs that are linked to the broad-based infrastructural requirements set 
(Zimbalist, 2010). As found out by Ntloko and Swart (2012), in their study on the 2010 FIFA 
World Cup in South Africa, many felt that the public funds that were injected into the event 
might well have been better spent on other developmental initiatives in the country than on 
the event itself.  
 
The above discussion shows that there is a deep-based need for specific destinations to 
conduct comprehensive studies regarding their sport tourism development initiatives. Such 
studies could then inform the case study’s specific implications, especially in relation to 
employment, infrastructural development and the consequent use of public funding in support 
of sport tourism development, broadly. In the context of Cameroon, where many people are 
not part of the mainstream economy anyway, the need for such studies, in terms of the 
impacts of sport tourism events, cannot be underemphasised. Particularly when moving 
towards an effective framework for sport tourism in a country, as is the case in the current 
study, such information becomes very valuable, and it should serve to provide an enhanced 
planning platform for those who are involved in sport tourism endeavours. 
 
5.2.1.6 Trade and investment opportunities 
The positive economic impacts associated with sport tourism development, especially in 
terms of the increased trade and investment opportunities that it creates, are one of the 
principal motivations for hosting sports events (Du Plessis & Venter, 2010; Lin & Lu, 2017; 
Swart & Bob, 2012; Tichaawa & Swart, 2010). The hosting of sport tourism events 
encourages investments and brings about much-needed revenue to the local areas, which can 
result in an improved local economy (Holmes & Ali-Knight, 2017). Lin and Lu (2017) note 
that, through attracting increased numbers to a destination, its investment and media interests 
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can be heightened, and the employment levels for the local people expanded, with sport 
tourism, thus, coming to be an important source of economic growth and development. As 
alluded to by Du Plessis and Venter (2010), sports events, especially mega-events, tend to 
have long-term impacts, due to the changed perceptions that they imply for the host 
economies, which, in turn, enhance the potential for trade with, and investment from, global 
organisations. 
 
Matheson (2006) views the associated media coverage linked with sports events as a platform 
from which destinations can attract potential investors. Accordingly, the author contends that 
many corporate visitors who visit the host destination during an event might potentially 
consider relocating their business operations to the host cities concerned, or, where possible, 
open up new branches there for the existing market, thereby enhancing trading opportunities. 
Besides the above, some sports events are viewed globally, and, therefore, present a 
destination with a window for marketing itself to the prospective visitors who might visit in 
future and invest in the destinations involved (Du Plessis & Venter, 2010; Holmes & Ali-
Knight, 2017; Matheson, 2006). The contribution of sports events to trade and investment is 
also linked to the fact that, in terms of the hosting of an event, the state typically spends large 
amounts linked to general investment and consumption expenditure, which contributes to the 
overall development and growth of a country (Cornelissen & Swart, 2006; Du Plessis & 
Venter, 2010; Matheson, 2006; Tichaawa et al., 2018). Such investments generally accelerate 
the making of much-needed upgrades to the national public transport network, while 
contributing to the overall development of the countries concerned. 
 
5.2.1.7 Development of small, medium and micro enterprises and informal businesses 
Sport tourism event impacts, especially those of an economic nature, have proven to be 
divisive in terms of the cost–benefit debate, as shown in the subsections above. However, 
despite much criticism, the general view persists that they also present opportunities for the 
development of small businesses and, in the developing world context, informal 
entrepreneurial opportunities (Hiller & Wanner, 2011; Hritz & Cecil, 2019; Kavetsos & 
Szymanski, 2010; Nyikana & Tichaawa, 2018c; Tichaawa, 2017). Hiller and Wanner (2011) 
suggest that the hosting of such events at previously neglected destinations can be used as a 
vehicle for kick-starting other growth strategies, such as the development and enhancement 
of the SMME sector and, therefore, the creation of additional employment for the citizens. 
According to Tichaawa (2017), sport tourism plays an important role in supporting the 
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development of local skills among the community members. In particular, in the developing 
world context, he contends that such events promote the development of small business 
opportunities for members of the local populace. 
 
In the developing countries, sport tourism events play a key role in the additional creation of 
employment through the promotion of SMMEs and additional informal business activities 
linked to the hosting of such events (Bob & Majola, 2011; Cornelissen, 2007; Tichaawa, 
2017). Duglio and Beltramo (2017) posit that the main economic benefits of sport tourism, at 
the local economy level, are frequently felt in the sectors of food and accommodation. Du 
Plessis and Venter (2010) support the taking of such a viewpoint, suggesting that major and 
mega-sports events tend to encourage investment in the development of relatively small 
businesses, especially those that are linked to the expansion of the private sector 
accommodation and restaurants. According to Lee and Taylor (2005), the events also present 
the host communities with opportunities for showcasing their skills and capabilities, while 
they develop their business networks and contacts, which can result in long-lasting 
partnerships that can be used in promoting the SMME sector in the communities concerned. 
 
As an example of the potential contribution of sports events made in the above respect, 
Gratton and Preuss (2008) suggest that the volunteers who are often aligned to such events 
tend to receive training in new skills and capabilities that assist them to improve their chances 
of employment, and that broadly enhances their personal development. Hritz and Cecil 
(2019) highlight how, generally, some SMMEs typically tend to associate sport tourism with 
positive economic benefits. For example, they point to the owners of attractions and tour 
operating companies, and of accommodation, food and beverage and performing and visual 
arts facilities, as some of the supporters of sport tourism, generally. In contrast, though, they 
reveal that the owners of art galleries and studios were found to be least in favour of sport 
tourism, owing to the lack of benefits that they received therefrom. 
 
In the context of the current study, Tichaawa and Kimbu (2018) suggest that the growth 
experienced by the hospitality sector has also resulted in increased investment in both large 
and smaller unbranded hotels, thereby contributing to the employment opportunities 
available. They note that unbranded hotel developments and the existence of informal 
business activity contribute significantly to the tourism development of a region. Besides the 
above, Tichaawa (2017) stresses the importance and uniqueness of the informal business 
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impacts of tourism broadly within the context of sub-Saharan Africa, with such business 
activity largely being attributed to the entrepreneurial and innovative activities of 
unemployed youths, in particular. Beyond just the accommodation and restaurants, the events 
also trigger business activity (both formal and informal) in terms of tour guiding, local arts 
and crafts, transport provision and informal food and beverages supply to the sport tourists 
(Nyikana & Tichaawa, 2018c; Tichaawa, 2017; Tichaawa & Kimbu, 2018). Besides the 
above, Tichaawa and Kimbu (2018), as well as Kimbu and Ngoasong (2016), highlight that, 
in the context of Cameroon and other sub-Saharan African countries, the contributions that 
are made by the informal business sector, as well as by the SMME sector, cannot be 
underestimated in terms of integrating women and youth into the tourism economy, 
generally. They argue that such a sector provides much-needed employment opportunities for 
the oft-neglected groups, and for those who operate in the rural regions of the continent, 
generally. 
 
5.2.2 Sociocultural impacts of sport tourism in context 
According to Tichaawa et al. (2015), sport tourism is only possible when there is strong 
support from the host community, and a clear display of their goodwill, especially where 
sport tourism events are concerned. They argue that such support is only evident when the 
host community perceives that the benefits that can accrue from sport tourism will tend to 
outweigh the costs that it will incur. Despite there being many such sociocultural impacts, the 
current study emphasises the sense of community pride, sport participation, skills 
enhancement and wellness, crime, overcrowding effects, and the cultural exchange 
opportunities to emerge therefrom. 
 
5.2.2.1 The sense of community pride 
According to Nauright (2013), sport tourism events are seen as valuable assets, which are 
more attractive to destinations due to their ability to induce strong imagery and to trigger 
emotional responses from the spectators. Among the more clearly observable sociocultural 
impacts of sport tourism are social benefits, and the enhanced sense of civic pride among the 
local hosting community (Destination British Columbia, 2013; Holmes & Ali-Knight, 2017; 
Nauright, 2013; Richelieu, 2018). Lesjak et al. (2017) note that, when an event has been 
successfully hosted, for example, the overall experience with the event will most likely 
improve the welfare of the host community. In addition, Nauright (2004) observes how 
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successfully hosting a sport tourism event translates into a series of victories for the host 
nation that ultimately serves to boost the sense of national pride and passion, generally. 
 
Holmes and Ali-Knight (2017) posit that sports events promote community engagement, as 
well as encouraging cultural and traditional preservation. According to Tichaawa et al. 
(2015), sport tourism events should be managed so that they resonate positively with a sense 
of community well-being. Besides the above, successfully hosting a sport tourism event 
raises a spirit of self-consciousness and, ultimately, can result in an increased feeling of pride 
among the local community members (Kozma et al., 2012). The increased sense of pride and 
the strengthening of values can build into an awareness of overall national pride, making 
sports event hosting a justifiable pursuit, in the eyes of the masses (Du Plessis & Venter, 
2010; Lee & Taylor, 2005; Ritchie et al., 2009). Against such a backdrop, the current 
researcher sought to understand the extent to which sport tourism events lead to the 
development of a sense of community pride, in the context of Cameroon. The above-
mentioned attempt was made in response to the lack of empirical impact-related studies that 
had previously been undertaken in the case study area. Importantly, when attempting to 
develop a framework for sport tourism development in a country like Cameroon, there is a 
need to deepen comprehension of all the associated impacts of sport tourism events, so as to 
be able to drive towards an effective sport tourism strategy. 
 
5.2.2.2 Sport development and participation 
In the existing literature, general sport development and enhanced sport participation is one 
of the oft-claimed benefits of elite sports events, even though the actual means of capitalising 
on events to develop and build sport participation has yet to be developed (Chalip et al., 
2016; Cornelissen, 2011; Girginov & Hills, 2008; Malfas et al., 2004). In fact, Chalip et al. 
(2016) argue that the expectation is largely due to the fact that those who spectate would, 
likely, be inspired to emulate the athletes whom they see, and, thus, to engage in some 
sporting activity as a result. Malfas et al. (2004) suggest that, in recent times, the host 
destinations have paid increased attention to the role that the events play, in terms of 
encouraging sport participation among the general population. The area is one of ever-
increasing focus on contemporary lifestyles that are considered by some to be unhealthy 
(Destination British Columbia, 2013; Ehsani et al., 2012). However, the challenge mentioned 
by Chalip et al. (2016), in terms of the expectation, is that elite sports achievement tends to 
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discourage participation, on the basis that the viewers deem there to be a substantial gap 
between their own capabilities and those of elite sportspeople.  
 
Against the backdrop of such a gap, Girginov and Hills (2008) suggest that events should, 
instead, be used to build up the capacity of sport providers, with the public becoming 
involved in the planning and implementation of targeted programmes that seek to capitalise 
on such events. They also conclude that there are certain procedures put in place that enable 
the sport providers to learn from their initiatives into sport participation through sports 
events. Accordingly, sport participation should not merely be a form of rhetoric, but, rather, a 
systematically planned outcome of future sport tourism events hosted at destinations. Besides 
the above, sport tourism events that are planned well tend to promote a culture of sport 
participation in the host destinations, and, as such, they are inclined to raise awareness about 
the sporting facilities that are available for sport participation (Malfas et al., 2004; Shipway, 
2012). Therefore, sport tourism development, especially in the developing world context, 
such as that in the current study, should consider such aspects as sport development and 
participation within a broad guideline including health and wellness issues, as is summarised 
in the subsection below. 
 
5.2.2.3 Skills enhancement, health and wellness 
An impact of sport tourism event hosting that is closely linked to the sport participation 
discussed above is that of overall skills development and the general improvement of health 
and wellness among community members. Developing sport tourism can sometimes lead to 
the enhanced training of local officials and coaches, which, in turn, leads to the improved 
capacity among the local athletes in relation to them achieving their potential (Alegi, 2008; 
Kozma et al., 2012; Tomlinson, 2011). The above is also largely linked to youth 
development, increased general fitness, as well as overall wellness, among the communities 
concerned (Destination British Columbia, 2013). Additionally, successful sport tourism 
events result in improved public welfare for the local populace, which is commonly desired 
by the developing nations, generally (Ehsani et al., 2012). According to Kozma et al. (2012), 
another major contribution made by sport tourism events is that they trigger positive feeling 
among the local population regarding the promotion of healthy lifestyles and choices. 
 
Sport tourism events can also be linked with other community-orientated projects, such as 
those that relate to community development and to the skills enhancement of the local 
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community members (Swart & Bob, 2012; Walker, Kaplanidou, Gibson, Thapa, Geldenhuys 
& Coetzee, 2013). Bob and Swart (2010), as well as Cornelissen (2011), note how such 
community initiatives and programmes tend to be geared towards the overall improvement of 
physical and human resources in the communities. They suggest that, at times, the sport 
event, due to its popularity, is used to garner support for broader community programmes that 
promote wellness and educative initiatives. In essence, the area is becoming one of the main 
sociocultural impacts of sport tourism events, and, therefore, it contributes significantly to the 
social development of many destinations beyond the arena of the sport itself.  
 
5.2.2.4 Crime and safety issues 
In the existing literature on sport tourism, Tichaawa et al. (2015) suggest that sports events 
are perceived as being associated with numerous social ills, among which crime, theft and 
prostitution are some of the leading risks. Giulianotti and Klauser (2010) reveal that the 
above is as a result of the fact that such events tend to bring about the risk of violence and 
hooliganism, as well as of other crimes, for both the event hosts and the sport tourists 
concerned. Resultantly, sport tourism event organisers and managers tend to highlight 
security concerns during the organising of the events (Bob, Swart & Turco, 2006; Collins, 
Flynn, Munday & Roberts, 2007; George & Swart, 2012; Kruys, 2007; Nyikana et al., 2014; 
Swart, Bob & Turco, 2010). Collins et al. (2007) highlight how sport tourism events tend to 
provide an opportunity for rival supporters to clash, in a form of hooliganism. Kim, Jun, 
Walker and Drane (2015) note how the events in question raise the likelihood of the 
perpetration of criminal offences, ranging from petty, opportunistic crimes to potentially 
terrorist-motivated crimes. The widespread presence of sport tourists and residents engaging 
in a particular sport event leads to the provision of multiple opportunities for the criminals to 
target, adversely affecting the hosting destinations involved (Bob & Swart, 2010; 
Campaniello, 2013; George, 2013; Kim et al., 2015; Swart et al., 2010). 
 
The situation is also not helped by the widespread negative reporting in the local and 
international media, which sometimes compromises future visitation (Nyikana, 2013; Swart 
et al., 2010). As argued by Kruys (2007), destinations typically prepare for the hosting of 
events by setting aside budgets for safety and security. In the case of the hosting of mega-
events, such a budget covers the availing of many uniformed police officers and security 
personnel to deal with the criminal elements associated with the event (Bob et al., 2006; 
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Donaldson & Ferreira, 2008; Kruys, 2007). Using the 2010 FIFA event held in South Africa, 
Kruys (2007) highlights how the South African government invested in 195 000 police 
officers, and in an additional 320 000 private security personnel, who were deployed to 
handle the event in terms of safety and security. In addition to the precautions taken, the 
collaboration and support of international organisations, like Interpol, was gained, with their 
experience in dealing with international crowds being seen as vital to Africa’s first mega-
event. Such experiences were seen as important, because the gathering of many people for a 
sport tourism event is seen as an ideal platform by criminals to engage in premeditated or 
opportunistic crimes (Kim et al., 2015; Ohmann, Jones & Wilkes, 2006).  
 
5.2.2.5 Displacement and overcrowding 
Due to their nature, sport tourism events, in many cases, include the presence of a large 
concentration of crowds within a relatively short space of time, thus leading to issues like 
overcrowding, congestion and the disruption of the local communities’ lifestyle (Bama & 
Tichaawa, 2015; Barker, 2004; Higham, 1999; Jones, 2001; Ohmann et al., 2006). In the 
above regard, displacement is one of the main sociocultural impacts recorded in terms of 
sport tourism event impact studies. Matheson (2006) suggests that the overcrowding and 
congestion that comes with the hosting of sport tourism events causes the displacement of 
residents, who can become annoyed by the crowds, which are sometimes unruly. Besides the 
above, Bama and Tichaawa (2015) point out that the sport tourism attendees, who are not 
guaranteed to visit the destination post-event, might displace the usual, or regular, tourists 
who normally visit a particular destination. Barclay (2009) closely shares the above-
mentioned notion, suggesting that the usual influx in some regions might be discouraged by 
the ensuing congestion-related implications of a sport tourism event. A result of the above 
would be the tourists choosing to visit another destination instead, which might make such a 
favourable impression on them that they are likely never to return. In particular, Hinch et al. 
(2016) raise issues around traffic congestion, as being one of the most perceptible 
environmental implications of sport tourism events, as well as being one that inconveniences 
the local community members and the usual tourists. 
 
Gibson et al. (2012), therefore, advocate for the hosting of relatively small-scale sports 
events, as they tend to attract more participants than spectators, and, therefore, to have 
minimal displacement and overcrowding effects, like those mentioned above. Kim et al. 
(2015) observe, in the context of mega-events, that overcrowding and congestion often lead 
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to the displacement of the local citizens, especially in preparing for the hosting of the events. 
In addition, Smith (2012) highlights how, often, during mega-event-related preparation, the 
local people tend to be affected in terms of the displacement and disruption linked to the 
normal use of facilities. Accordingly, the locals tend to avoid using the local amenities and 
facilities, like public transport, restaurants and shops, due to the fear of being crowded out by 
the sport tourists concerned (Gibson et al., 2012; Ohmann et al., 2006; Smith, 2012). 
 
5.2.2.6 Cultural exchange opportunities 
According to Bob and Swart (2010), sport tourism events are renowned for their ability to 
enhance social cohesion in both the developing and the developed contexts. As briefly 
alluded to in the earlier sections of the chapter, some of the positive sociocultural impacts 
from sport tourism events include playing an important civic role among the communities, 
and creating a lasting sense of togetherness among the community members and their 
respective visitors (Holmes & Ali-Knight, 2017). Accordingly, the events play a key role in 
the facilitation of cultural exchange between the host community and the visitors, in the form 
of sport tourists. As Getz (2003) points out, due to the positive experience of interacting with 
the local host communities, the sport tourists can also assist in enhancing the destination’s 
reputation as a positive and inviting place to visit. Such an instance is likely to happen if the 
interactions between the visitors and the host are positive and educative in terms of cultural 
interaction. 
 
The need to assess the cultural exchange opportunities presented by sport tourism events 
stems from the general neglect of the intangible sociocultural impacts that sport tourism has 
(Bob & Swart, 2010). Bob and Swart (2010) argue that, beyond the economics and the much- 
publicised social impacts of events, other experiences have also emerged as important 
discussion areas linked with the hosting of such events. In the above regard, they highlight 
the ‘feel-good’ factor, the social cohesion and the collective positive-sharing environments 
created by sport tourism events. Chappelet and Junod (2006) term such a phenomenon the 
‘collective memory’ of those concerned, referring to the experiences and memories shared 
among the sport tourists and the host community members, wherein cultural exchange takes 
place. Bob and Swart (2010) emphasise that the events also serve to change the sport tourists’ 
perceptions that might exist of the local host residents, as well as of their city, or region. In 
many cases, the western media and their audiences tend to have generally negative 
perceptions and images in mind regarding the developing world, resulting in the development 
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of certain stereotypes (Bob & Swart, 2010). The events, therefore, assist in negating some of 
the untrue stereotypes that exist, and, in a sense, provide a platform for the educative sharing 
of cultural knowledge and experiences. Against such discussion, the study also considers the 
intangible element of events spectating and participation, in view of the cultural exchange 
opportunities that they present in Cameroon. The view in the above regard is that the country 
is blessed with rich cultural offerings (Tichaawa & Kimbu, 2018), and that, as such, the 
events should, ideally, be spaces where social interaction and cultural exchange take place. 
 
5.2.3 Environmental impacts 
Sustainable tourism development has become an important concern for many countries in 
terms of which the need for reconciling and balancing the social, economic and 
environmental concerns involved is raised (Ahmed & Pretorius, 2010). However, a key 
aspect that is often overlooked in sport tourism research is the environmental implications of 
the sector (Hinch et al., 2016). Specifically, Tichaawa et al. (2015) insist that sport tourism 
development and management should, at all times, emphasise the immediate environmental 
integrity within the areas affected. In addition, Lesjak et al. (2017) note that, when sport 
tourism is not carefully planned for, and when it is not well managed, the results can be 
detrimental to the environment, and therefore compromise sustainability. Hinch et al. (2016) 
observe that the environmental impacts tend to vary between nature-based sports and those 
that are largely based in central, built areas like cities, with the former often tending to be 
lasting and irreversible, while those in the urban spaces can sometimes be mere temporary 
inconveniences to the local community. The present section summarises some of the main 
environmental implications that were deemed applicable for the current study, including the 
pollution and waste concerns, environmental education, and the associated pressure on 
limited resources, which are typically associated with sport tourism events hosting. 
 
5.2.3.1 Pollution and waste concerns 
According to Otto and Heath (2009), increased emphasis has been applied to the 
environmental sustainability linked to sport tourism events, with the need to identify the 
specific areas timeously, where such events impact on climate change, generally. Once such 
areas have been identified, the necessary management processes for their reduction should be 
adopted (Gibson et al., 2012; Hritz & Ross, 2010; Otto & Heath, 2009; Taks et al., 2015). For 
example, the different types of pollution are noted as being the main challenges linked to the 
environmental impacts of events, especially air pollution (Andersson & Lundberg, 2013; 
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Collins et al., 2009; Getz, 2013; Hritz & Ross, 2010; Kim et al., 2015). Linked to the above, 
Gössling, Hansson, Hörstmeier & Saggel (2002) argue that transport is one of the biggest 
contributors to waste generally, and to carbon emissions specifically, as the issue is linked to 
the challenge of long-distance travel involved in sport tourism. Collins et al. (2009) support 
the above, noting that the events concerned tend to impact adversely on the local ecosystems, 
through the amount of waste generated, and their use of irreplaceable natural capital, and the 
contributions that they make to carbon emissions. As stressed by Ahmed and Pretorius 
(2010), transport, especially the air transport used for sport tourism event attendance, is 
largely responsible for the negative impacts of sport tourism and for the huge carbon footprint 
that is associated with the attending of such events. The aforementioned authors suggest that 
the frequent, and increased, travelling distances abroad that are entered into by teams and 
their fans lead to the development of such carbon footprints and emissions. 
 
Ahmed and Pretorius (2010) identify the positive contributions of sports events to the built 
environment as consisting of the additions to new physical infrastructure, such as the building 
of stadiums, the improvement of transport networks, the upgrading of airports, and the much- 
needed upgrading of ancillary services, like those of water and sewage. However, the 
upgrading of such infrastructure comes at a cost to the natural environment, especially in the 
form of the amount of industrial waste that can emanate from such developments. Consensus 
exists that a major threat to the ecology of destinations is linked to the infrastructural and 
transport arrangements that are required to support sport tourism development (Ahmed & 
Pretorius, 2010; Bob & Swart, 2010; Collins et al., 2009; Getz, 2013; Gibson et al., 2012; 
Kim et al., 2015). Such waste and pollution is linked to the consumption of fuel, especially by 
buildings, aircrafts, trains, buses, taxis and cars, as well as by the pollution from the carbon 
emissions of cars. Besides the above, the event attendees also tend to litter, which, ultimately, 
adds to the environmental degradation, and to certain social consequences, as well (Ahmed & 
Pretorius, 2010). 
 
In the developing world context, Ahmed and Pretorius (2010) argue that tourism 
development, generally, largely depends on the natural appeal of the destinations in question, 
and, therefore, it has implications for sensitive ecosystems. In the above sense, they argue 
that the hosting of sports events in such contexts can impact negatively on the local 
ecosystems linked to the introduction of pollution and waste into some of the world’s most 
biologically and culturally endowed places. Therefore, they conclude that the lack of 
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adequate planning, legislation and financing of pollution management in the developing 
countries poses a long-term threat to human health, socio-economic activities, biodiversity, 
recreation generally, and tourism opportunities specifically. 
 
5.2.3.2 Environmental awareness and education 
Event spaces, and the overall social setting of events, can serve as an important platform for 
influencing pro-environmental behaviour in sport tourism destinations (Ahmed & Pretorius, 
2010; Du Preez & Heath, 2016; Taks et al., 2015). When hosting sport tourism events, the 
developments that are associated with such planning present an opportunity to practise 
sustainable procedures and actions for environmental education and overall awareness 
(Ahmed & Pretorius, 2010; Bob & Swart, 2010; Collins et al., 2009; Kim et al., 2015; Pillay 
& Bass, 2008). Events, particularly mega-events, can be used to promote environmental 
protection strategies, including raising awareness of the needs and the measures that can be 
applied to decrease the amount of greenhouse gas emissions, and to minimise the extent of 
water usage at destinations. Moreover, the platform that is created by the events also tend to 
lead to opportunities for raising the issue of environmental education among both citizens and 
sport tourists, alike (Getz, 2013; Kim et al., 2015).  
 
However, failure has occurred in some parts of the world in the above respect. Ahmed and 
Pretorius (2010) point out how, in some destinations, negative environmental impacts occur 
during the event’s planning and construction phase, thereby affecting the residents more than 
the tourists, through traffic congestion, noise disturbance, pollution and the disruption of 
water services. They, therefore, point out that, often, when the above happens, the local 
communities are not provided with the requisite information regarding the planned 
developments and what they will mean practically, in terms of environmental implications. 
The above is in spite of the fact that sport tourism events typically offer an ideal platform 
from which to demonstrate best-practice models in terms of waste management and 
environmental sustainability (Getz, 2013; Kim et al., 2015). In fact, Ahmed and Pretorius 
(2010) conclude that sport, as a powerful communication tool for environmental messages, 
could be used to change public attitudes and habits, and, thus, to encourage the cleaning up of 
the environment. 
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5.2.3.3 Pressure on limited local resources 
Gibson et al. (2012) opine that major sports events, due to the large numbers of people that 
they attract to a destination over a short period of time, can lead to the exertion of pressure on 
such limited resources as water and energy. Collins et al. (2009) support the above, 
suggesting that the destinations looking to host such events should always be mindful of the 
need to reduce the usage of such resources, especially in developing economy contexts. The 
authors point to such scarce resources as water, energy and transport as being what such 
destinations should consider when assessing the environmental impacts of sports events. 
Ahmed and Pretorius (2010) highlight how, in many instances, sport tourism events use up 
reserves of irreplaceable natural capital, and contribute to the high consumption of energy 
and water in the build-up to, and the hosting, of the event, thereby causing negative impacts 
on the environment. 
 
Water usage and quality have also been flagged as an area requiring urgent attention in terms 
of sport tourism events (Ahmed & Pretorius, 2010; Andersson & Lundberg, 2013; Bob & 
Swart, 2010). In particular, Ahmed and Pretorius (2010) suggest that, recently, the focus has 
not only been on the water supply, but also on managing the demand side for such a resource. 
They point out that sport tourists tend to shift their water demand to other regions, reducing 
the pressure in their places of origin. In addition, they are inclined to use more water when 
they are away from home in contrast to when they are at home.  
 
Having considered the above discussions on the environmental implications of sport tourism 
events for destinations, the current study argues that information is required in terms of 
Cameroon’s sport tourism events offering relating to environmental procedures and practices. 
The above is on the basis that, if a framework for sport tourism development is to be 
proposed, such information should serve as useful around the areas of socio-environmental 
management of the events, so as to achieve a sustainable strategy. Moreover, given the 
limited amount of research that currently exists in the country regarding tourism generally, 
such practices and procedures can serve to inform other areas of tourism, whose longevity 
largely rests on the efficient management of the scarce irreplaceable resources, anyway. The 
next subsection offers insights into other broad impacts that sport tourism can have on 
destinations in the developing world context. 
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5.2.4 Other implications of sport tourism development in the Global South 
The present section aims at providing insights in terms of other broad impacts beyond the 
triple bottom line approach adopted in the previous section. In the above regard, the argument 
is that, for an emerging country like Cameroon, sport tourism development needs to look 
beyond just the economic, sociocultural and environmental implications of events hosting. 
Rather, broad planning for, and the management of other effects, like those of tourism, 
marketing and branding, as well as the political implications thereof, should be undertaken. 
All the impacts concerned are seen as playing a crucial role in terms of building towards an 
effective sport tourism framework that can promote socio-economic activity and serve as a 
vibrant sector for the local economies in the country and other similar economies in the 
African context, generally. 
 
5.2.4.1 Tourism implications 
Sport tourism events are often used as a means of achieving economic development, and of 
increasing the potential tourism revenue possibilities available at a destination (Holmes & 
Ali-Knight, 2017; Lesjak et al., 2017). The events in question often make a positive 
contribution to the visitor numbers to local areas, because they often attract tourists from 
many different areas, thus increasing the tourism arrivals in the long term (Ehsani et al., 
2012; Lin & Lu, 2017). Besides the above, sport tourism also helps to bring about new 
market segments for a destination, which, otherwise, would not have developed in a 
particular destination (Lin & Lu, 2017). Giampiccoli and Nauright (2010) also suggest that 
sport tourism events play a crucial role in terms of being promoters of tourism figures at 
destinations, and, as such, are initiated as part of a broad marketing and developmental tool 
for the places concerned. In the context of major and mega-events, the media exposure, both 
before and during the events, tends to bring attention to the destination, thereby enhancing the 
opportunities that are provided for visitation to the destinations (Bob & Swart, 2010; 
Hemmonsbey & Tichaawa, 2018; Hritz & Cecil, 2019; Lin & Lu, 2018; Tichaawa et al., 
2018). The above shows the importance of sports events as drivers of tourism in the global 
context. 
 
In terms of Africa generally, tourism has been identified as a major vehicle through which 
development and growth can be achieved by many countries on the continent (Dieke, 2003; 
Kimbu, 2010, 2012; Nengovhela, Tshipala & Nyikana, 2017; Rogerson, 2019; Tichaawa & 
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Kimbu, 2019). The above is why sport tourism, as a type of tourism, has been tasked with 
promoting and enhancing the overall contributions made by tourism to the economies of 
many regions (Tichaawa & Bob, 2015). Swart and Bob (2012), for example, cite the 2010 
FIFA World Cup in South Africa as being a typical example of the success of sport tourism 
boosting visitor numbers through the marketing achieved by the event. They also found that, 
beyond just the traditional source markets for tourism, South Africa was able to tap into new 
emerging markets, which, they believed, were aligned with the success of the event as a 
drawcard for tourists. In essence, what the arguments show is that, if the events are 
successfully hosted, and strategically placed within broad-based marketing and tourism 
promotion plans, the number of tourism arrivals should increase and, therefore, play a role in 
the socio-economic development of the destinations concerned. However, in the context of 
the current study, and owing to the lack of existing research on events impacts generally, it is 
difficult to determine what tourism-related long-term implications are brought about by the 
events in Cameroon. The area is one that can provide a meaningful direction towards 
devising a framework for sport tourism development in the country, especially against the 
existing poor performance in terms of international tourist arrivals (Kimbu, 2011). 
 
5.2.4.2 Marketing and branding opportunities 
Destination branding has become an important aspect of sport tourism and its development at 
many destinations, globally. Richelieu (2018) defines the concept of destination branding as 
consisting of the process of image communication and brand image changes of a particular 
city, region, or country to the target market. In the above sense, the destination’s associated 
stereotypes are changed into more positive images, or they are replaced with positive images 
and perceptions (Hemmonsbey & Tichaawa, 2019; Richelieu, 2018). Sport has become an 
important leveraging platform for destination branding strategies, alongside many other 
contexts and platforms, like architecture, diplomacy, food and gastronomy, geography and 
history, among others (Hemmonsbey & Tichaawa, 2018, 2019; Nyikana et al., 2014; Rein & 
Shields, 2007; Richelieu, 2018). The ability of sport, in relation to destination branding, is 
linked to the associated emotional resonance that sport has, and to its ability to spark off 
conversations with audiences, and, thus, to establish a bond of trust between the destination 
and its customers. Knott, Fyall and Jones (2015) state that such events have the potential to 
serve as vigorous catalysts in the imaging and branding of destinations. In the context of sport 
tourism, the customers involved include, but are not limited to, sport tourists, entrepreneurs 
and investors, as well as the residents of the area in which the sport tourism events take place, 
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among others (Hemmonsbey & Tichaawa, 2019; Misener & Mason, 2009; Richelieu, 2018). 
According to Richelieu (2018), a successfully implemented sport-oriented branding strategy 
can serve important purposes for destinations, including encouraging an increase in the 
amount of foreign direct investment (FDI), additional tourist arrivals, and the involving of 
residents in developmental activities, as well as in the general easing of relations in relation to 
the exertion of diplomatic efforts. 
 
Sport tourism events tend to spark extensive media interest, which provides much-needed 
visibility to the destinations concerned, also serving to help satisfy their branding and 
profiling needs (Kozma et al., 2012). In recent times, many states have actually used sport 
events as a means of advancing their global status and reputation, because the hosting of 
large-scale sports events is associated with possessing a certain soft power (Chalip et al., 
2016; Grix & Brannagan, 2016; Hemmonsbey & Tichaawa, 2019; Knott et al., 2015). 
According to Higham and Hinch (2009), sport tourism events also serve to build strong brand 
associations among the people and destinations visited. As sport tourism events are 
publicised in the media, the profile of destinations expands, thus igniting interest in tourists 
and investors alike (Kozma et al., 2012; Lesjak et al., 2017). Lesjak et al. (2017) mention that 
the accompanying media at a sport tourism event are likely to contribute significantly to the 
creation, or growth, of a destination brand, which, in turn, should serve to encourage 
additional arrivals, and to attract investment to the local area concerned. Accordingly, sport 
tourism is seen as playing a key role in the image-making and marketing aspects of a 
destination (Hinch et al., 2016). Moreover, it helps in raising awareness and the positioning 
of previously neglected destinations, and the repositioning of struggling destinations (Holmes 
& Ali-Knight, 2017; Lesjak et al., 2017; Nyikana et al., 2014). In the above-mentioned sense, 
sport tourism events make a long-term contribution to the profile of a host destination, which 
might lead to an increase in the number of tourist arrivals (Hemmonsbey & Tichaawa, 2018, 
2019; Lesjak et al., 2017). According to Lesjak et al. (2017), an increased profile in terms of 
the host destination should also aid the global standing of the destination, especially in terms 
of future tourism arrivals and general interest in the destination. 
 
Sport tourism has been acknowledged for playing an important role in the broad branding of 
destinations (Hemmonsbey & Tichaawa, 2019; Kozma et al., 2012). According to Kozma et 
al. (2012), if an event is a success and the expectations of the participants (both spectators 
and athletes) are satisfied, there is a high likelihood of their returning to the destination in 
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future as tourists. Thus, the onus rests on the relevant authorities to ensure that they organise 
and manage an event in such a way as to serve as a window to the destination for potential 
tourists, with the need to understand their expectations being incapable of overemphasis in 
the above regard. Ideally, having multiple stakeholders, including the residents, 
entrepreneurs, investors, tourists, politicians and other governmental groups involved, should 
contribute to the co-creation of a destination brand (Richelieu, 2018). Adopting such a 
collaborative approach to branding is likely to yield positive results, with it being established 
how the different groups identify with the place in question. 
 
5.2.4.3 Political implications 
Kozma et al. (2012) note that, at times, sport tourism events play a significant role in 
enhancing the relationship between the public and the government (the public sector), which 
is sometimes relatively weak, due to the lack of involvement and the lack of trust between the 
two. The latter is a noticeable trait among the developing nations, particularly in the African 
context (Tichaawa et al., 2018). Through such improvement in the level of trust, the 
authorities are able to host additional events, because the public are, then, more inclined to 
accept the strategy employed, rather than agitating for alternatives (Kozma et al., 2012). 
Tichaawa and Kimbu (2019) suggest that, when there is an increased amount of involvement 
of the local communities in the governmental planning initiative, there is a greater likelihood 
of there being enhanced opportunities for job creation, which, ultimately, soothe the extent of 
relations and trust between the two parties concerned. They stress the need for the above in 
an industry like tourism and hospitality, within whose parameters sport tourism operates, as 
the sector is highly labour intensive, producing employment opportunities for both the low- 
and the highly skilled individuals, of whom the developing countries tend to have an 
abundance. However, a major barrier to the above stems from the lack of training, skilling 
and educating the local community members, which would otherwise mean that they are able 
to make a meaningful contribution to developmental endeavours (Nyikana & Tichaawa, 
2018c; Tichaawa & Kimbu, 2019). 
 
Another issue that places the trust of the public in the government in jeopardy is the tendency 
of the governments on the African continent to fail to provide conducive environments for 
people who wish to operate in the tourism sector (Kimbu, 2011; Kimbu & Ngoasong, 2013; 
Tichaawa & Kimbu, 2019). More than just failing in terms of setting the right policies, they 
also frustrate prospective entrepreneurs through the failure to deliver basic services that are 
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required in the development of tourism operations, further opening the divide between them 
and the very people whom they serve (Tichaawa & Kimbu, 2019). Besides the above, the 
prioritising of foreign investment, where tourism is concerned, instead of assisting the local 
citizens, also adds to the growing mistrust in the above regard. Therefore, sport tourism 
events present a starting point for governments to begin to collaborate and cooperate with 
their citizenry (Nyikana & Tichaawa, 2018c; Tichaawa et al., 2018).  
 
Having provided a comprehensive discussion of the impacts that sport tourism can have on 
destinations, the next section provides a contextual understanding of such impacts in relation 
to the local economy, and, specifically, to LED. The aim, especially in relation to the current 
study, is to show that such impacts, while being broadly applicable to the national and 
regional economies, tend to be more perceptible in the local economy context, thus requiring 
their analysis, as such, in the emerging economies, like those of Cameroon. 
 
5.3 The nexus of sport tourism and local economic development 
The current section provides a brief contextual understanding of the LED concept. In 
particular, the focus is on providing a definition that suits the context of the current study, as 
well as on understanding the role that sport tourism plays within the LED context. The last 
subsection considers the main reasons for developing countries, particularly, to find the 
concept applicable to their economies. 
 
5.3.1 Defining local economic development 
The concept of LED has grown in importance for many economies, as well as having become 
an important theme for researchers in recent times (Andergassen & Candela, 2013; Binns & 
Nel, 2002; Kimbu, 2011, 2012; Pike, Rodriguez-Pose & Tomaney, 2007; Rogerson, 2011, 
2013a; Van der Merwe & Rogerson, 2018). Many of the aforementioned studies explored 
LED for varying reasons, but common among them has been the identification of LED as a 
critical part of economic development for many countries globally, and for sub-Saharan 
Africa in particular. Other commentators (Kimbu, 2012; Rogerson, 2007, 2011, 2013a, 
2013b; Tichaawa & Bob, 2015; Tichaawa et al., 2018; Van der Merwe & Rogerson, 2018) 
consider the link that exists between LED and tourism, generally.  
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Rogerson (2011) considers LED as an important form of local-level planning for socio-
economic development. Accordingly, he argues that initiating an LED strategy would, 
typically, focus on adopting an integrated developmental approach that incorporates specific 
local issues, rather than a ‘one-size-fits-all’ solution. Resultantly, an LED strategy should aim 
to mobilise the local economic potential through innovations regarding aspects like 
infrastructure, SMME development, human resources training and skilling, the fostering of 
destination competitiveness through the adoption of unique local strategies, and the overall 
strengthening of the local institutions. Therefore, LED is a social technique of development, 
in terms of which socio-economic issues are considered holistically for the benefit of the 
local economy (Nyikana & Tichaawa, 2018a; Van der Merwe & Rogerson, 2018). They 
suggest that such socio-economic issues could include employment creation, the reduction of 
poverty, the enhancement of the quality of life of the locals, as well as the degree of 
environmental sustainability involved. Adopting such a decentralised approach to 
development is seen as a strategic tool for driving national economic development, because 
of its focus on realistic day-to-day local activities (Kimbu, 2012; Nyikana & Tichaawa, 
2018a; Rogerson, 2011; Van der Merwe & Rogerson, 2018). The approach also considers 
emphasising employment creation and poverty alleviation, with a view to improving the 
quality of life of the community members, thereby using dynamic industries which, in the 
current case, are sport tourism and events. The relationship between sport tourism and LED is 
further elaborated on in the subsection below. 
 
5.3.2 The role of sport tourism and local economic development in context 
According to Meyer and Meyer (2015), sport tourism is posed to play a major role in LED, 
because, when sport tourists visit a destination, they require having access to the wide variety 
of products and services that are offered in the local area. The local communities can use 
such a demand to supply tourism-related offerings, including travel brokers, transport, 
accommodation and catering, food and beverage, entertainment culture and recreation, as 
well as retail and financial services, at the general destination (Meyer & Meyer, 2015; 
Rogerson & Rogerson, 2019; Tichaawa, 2017). Tichaawa and Kimbu (2019) point to the 
potential of the hospitality sector, in particular the hotel subsector, in terms of providing 
services to sport tourists. They stress that the growth experienced by the sector, particularly 
that related to the unbranded hotels in the African continent, presents an opportunity for 
entrepreneurial and innovative activities that contribute to employment creation and to 
destination competitiveness, generally. 
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Given the abundance of semi-skilled and unskilled citizens in many of Africa’s economies, 
the emergence of hospitality and tourism as the employers across all skill levels present a 
potential tool to employment creation in the above-mentioned context (Tichaawa & Kimbu, 
2019). Lin and Lu (2018) suggest that such facilities are often used by sport tourists in the 
local area, with them potentially, in the long term, stimulating global demand for unique local 
products. According to Rogerson (2011), tourism generally, and sport tourism in the context 
of the current study, can be used to enhance LED by ensuring that the impacts mentioned in 
the earlier sections of the thesis are carefully planned and leveraged for the benefit of all 
stakeholders, particularly the local host communities. Sport tourism can also plan an 
important role in respect of establishing partnerships between the local stakeholders involved 
in the planning and management of events, in particular (Nyikana & Tichaawa, 2018a; 
Tichaawa et al., 2018). The stakeholders, especially in the developing country context, 
include the community, the private sector, the local authorities, and the NGOs (Nyikana & 
Tichaawa, 2018a, 2018c; Rogerson, 2011; Tichaawa & Bob, 2015; Van der Merwe & 
Rogerson, 2018). In terms of such collaboration, though, Kimbu (2012) highlights the 
important need to improve the understanding and, explicitly, to define the roles of the local 
actors concerned, so that sport tourism can effectively drive LED, which is a point that he 
feels is currently being missed in the given context. 
 
In the second chapter of the study, the need to clarify the roles of the stakeholders concerned, 
especially through the stakeholder analysis process, was stressed. Rogerson (2013a), 
therefore, identified this element as being one of the preconditions that needs to be met if any 
type of tourism is to be successfully integrated into the LED strategy. In the first place, there 
should also be certain assets invested in by the government, such that the collaborations 
concerned are able to bear fruit, in terms of delivering an effective LED strategy. Sport 
tourism is, therefore, seen as a tool through which all such issues can be addressed. As argued 
by Ehsani et al. (2012), the niche’s growth and ever-increasing influence on the socio-
economic restructuring of urban and rural spaces has made it an important driver of LED. 
The advantage of the niche is that it has synergies with the local industries, like arts and 
crafts, which are crucial to cultural heritage preservation and to the overall development of 
the local economies (Nyikana & Tichaawa, 2018a; Radicchi, 2013). Radicchi (2013) also 
stresses how some sport tourism events occur in places that are isolated and that perform 
poorly in terms of tourism performance, but, through the functionality of the promotion of 
eco-compatible development, sport tourism aids such destinations realise their full potential. 
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Sport tourism can also be aligned with other ecotourism products, like walking and cycling in 
remote areas, such that they can be arranged to operate throughout cultural territories, leading 
to the offering of unique tourist experiences that serve LED in the long term (Radicchi, 
2013). Presenza and Iocca (2012) suggest that, if they are well planned, and, accordingly, 
integrated into the local social and economic needs, sport tourism events are poised to play a 
big role in driving LED. Such events present a platform from which to grow local economies 
through employment creation, infrastructural development, enhanced access to information 
and giving an overall boost to destination competitiveness and attractiveness (Radicchi, 
2013). More importantly in the context of the current study, the events provide a boost to the 
local businesses, especially the SMMEs, and, given the importance of such businesses in the 
developing world context, the aspect concerned requires interrogation.  
 
5.3.3 The importance of local economic development in the developing countries  
According to Tichaawa et al. (2015), the best way of achieving maximum benefits from sport 
tourism, particularly when it is geared towards enhanced LED, is to ensure a 
comprehensively inclusive approach in relation to the host communities, in terms of all 
aspects of sport tourism planning, execution and management. The authors argue that the 
above should result in additional support from the community and in enhanced development 
of the local economy, because the accruing of benefits should be felt directly by the host 
communities, rather than by the selected elites. The view is supported by Tichaawa and 
Kimbu (2019), who highlight that, historically, when developing tourism generally, sub-
Saharan African governments tended to favour foreign interests, or the privileged local elites, 
in terms of the benefits that were available for enjoyment from tourism development, thus 
creating tensions among the local communities. Besides the above, for sport tourism to make 
a lasting contribution to LED, the local community members should be provided with the 
capacity to respond appropriately to such offerings, and they should be able to strengthen the 
linkages created between themselves and the existing opportunities, so that they can develop 
effective partnerships that are capable of capitalising on the entrepreneurial opportunities 
made available (Meyer & Meyer, 2015; Nyikana & Tichaawa, 2018c; Rogerson & Rogerson, 
2019). 
 
The integration of sport tourism into the LED of a destination can assist with the 
diversification of the economy (Bob & Swart, 2010; Meyer & Meyer, 2015; Nyikana & 
Tichaawa, 2018a; Radicchi, 2013), especially in areas that do not perform well in the 
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traditional economies, such as agriculture and mining (Meyer & Meyer, 2015; Presenza & 
Iocca, 2012; Radicchi, 2013; Rogerson, 2013a, 2013b). Sport tourism events, in particular, 
can attract visitors to less-known and remote locations for the sport, as well as, in turn, 
exposing them to unique local culture and natural landscapes that can trigger a repeat-visit 
intention (Meyer & Meyer, 2015; Radicchi, 2013). Destination British Columbia (2013) also 
notes that the economic value brought about by sport tourism events normally occurs 
predominantly during the event, but it can extend well beyond the event, especially for the 
local community, over many years. According to Lin and Lu (2017), the more the sector 
grows, the more likely it is that tourists will be attracted to the local areas, which, in turn, can 
help to ensure growing expenditure by the visitors to the local areas. 
 
Because of its labour-intensive nature, sport tourism can also assist in supporting the 
development of local skills among the community members concerned, as well as in 
promoting small business development opportunities (Nyikana & Tichaawa, 2018c; 
Tichaawa, 2017). Gibson et al. (2012) note that sport tourism events in the local areas can 
also assist in the upgrading of infrastructure and other developmental networks, which can 
make the destinations involved much more desirable than they might otherwise have been in 
the long term. The above, and other, benefits are the reasons for the concept of LED, 
especially as applied in the context of sport tourism in Africa, being appealing to the 
governments of such states. For one, as was briefly mentioned above, LED on the African 
continent is seen as a process for launching collaboration between the local governments, the 
NGOs, the community-based groups and the private sector, with a view to maintaining such 
collaboration beyond just sport tourism (Nyikana & Tichaawa, 2018a; Rogerson, 2011). The 
above should be done to ensure that the resources are managed, that employment 
opportunities are created for the local community members, and that the local economy is 
stimulated to feed into the provincial and regional economies, ultimately contributing to the 
national development and growth of the country concerned (Binns & Nel, 2002; Rogerson, 
2011; Van der Merwe & Rogerson, 2018). Ultimately, governments look at LED as a way of 
thinking that encourages economic growth, especially through ensuring the provision of 
diversity in terms of the local economic sectors. The above is done through the promotion of 
such vibrant areas as sport tourism and festivals, heritage sites and convention centres, and 
through the overall capitalisation on readily available natural resources, as opposed to relying 
largely on the traditional sectors (Binns & Nel, 2002). 
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According to Kimbu (2012) and Tichaawa and Bob (2015), LED strategies in the sub-
Saharan African context are solely designed and developed by the local governments, with 
little or no input from the other stakeholders. Such a situation tends to lead to disappointing 
results for the socio-economic growth and development cherished in the objectives of LED. 
Tichaawa et al. (2018) suggest that, in cases where prime sites have been identified for sport 
tourism development, the ensuing physical infrastructure to support such development is 
rarely put in place. Such failure to invest in the basic infrastructure is seen as deterring 
potential investors from driving such developmental potential (Kimbu, 2012). Against the 
above discussions, it can be argued that much potential exists for sport tourism to drive LED, 
as has been shown in the impacts described above. However, the absence of complementary 
investments, especially in the form of support services and infrastructure, is an important 
impediment for such sport tourism-led LED. 
 
5.4 Chapter summary 
The chapter presented a discussion of the impacts that sport tourism can have on destinations. 
Specifically, the chapter considered how the impacts play a role in developing sport tourism 
within the local economy context. Overall, the preceding three literature review chapters 
argue that the vast majority of sport tourism and related activities play out in a developed 
context. Consequently, much of the existing research and the analysis thereof has been 
undertaken in the context of the Global North. Moreover, the existing frameworks that have 
been developed for an enhanced understanding of sport tourism are relevant to the sport 
tourism conditions prevailing in the Global North. The current study is, therefore, argued on 
the back of Cornelissen’s (2004) assertion that, generally, much of the existing research on 
sport tourism events has been structured around the sociopolitical and economic 
circumstances of the developed countries in the Global North, and, as such, cannot be readily 
applied to the developing world context. The current study, therefore, looks at developing a 
sport tourism framework for the Global South, using the African continent, and, specifically, 
Cameroon, as a case study area. While the proposed framework might not dispute the existing 
sport tourism frameworks, it might provide unique aspects that are relevant to the context, 
and, thus, inform future endeavours linked to sport tourism development and management in 
the Global South, and in Africa specifically. As an example, in the present chapter, the focus 
was placed on highlighting the sport tourism impacts broadly, as applicable to any other 
destination setting, but also stressing how such impacts contribute to LED.  
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In recent times, the concept of LED has been proposed as a meaningful developmental 
approach, which requires careful consideration in the case of sub-Saharan Africa. Meyer and 
Meyer (2015) stress that, for sport tourism to play a big role in relation to LED, the 
destinations should ensure political stability, commitment and investment in the requisite 
infrastructure. Another important aspect of the above is to ensure that tourism, and, in the 
present instance, sport tourism, is developed on the back of sound and effective policymaking 
and planning, which takes into consideration the broad participation of all the stakeholders 
(Harilal et al., 2018; Tichaawa & Kimbu, 2019; Meyer & Meyer, 2015; Nyikana & 
Tichaawa, 2018c). The argument is that, given the complex political and socio-geographical 
environment of many countries in the region, development plans should be initiated at the 
local economy levels, so that they are able to respond to the immediate needs of the local 
communities concerned. Such an approach, though, largely rests on the flexibility of the 
governments involved, in relation to the policies and frameworks that they set out for 
development generally, and, in the current instance, for tourism and sport development 
initiatives. The next chapter of the present study presents the methodological approach 
employed in the thesis at hand. 
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CHAPTER SIX 
RESEARCH DESIGN AND METHODOLOGY 
 
6.1 Introduction 
In the previous chapters of the study, a theoretical and conceptual framework was provided as 
a way in which to ground the current research endeavour. Additionally, a comprehensive 
analysis of the existing literature on the topic was provided as a means of justifying the 
research questions and objectives of the project, as well as of exposing the existing gaps 
within the written literature on the topic. Having identified the relevant theoretical and 
conceptual framework for the development of sport tourism in Cameroon, the next step was 
to find an appropriate methodology that would answer the questions, and which would, 
subsequently, address the research objectives of the study. The current chapter, thus, presents 
the procedures that were followed in designing and conducting the study. A clear distinction 
is made between the qualitative and quantitative designs, and how the two, combined, have 
been adopted as the best-suited design for the current study. 
 
Creswell (2012) generally defines research as consisting of a review of the knowledge 
existing in a certain area, together with the creation of a new angle on such knowledge. 
Davies and Hughes (2014) note that conducting research is a process of gathering data in an 
organised manner. Therefore, Bray, Adamson and Mason (2014) conclude that research could 
be used to test the existing knowledge about a phenomenon, or, otherwise, to attain new 
knowledge about such a phenomenon. As was mentioned in the previous sections, the main 
aim of the current study was to develop a framework for the development of the sport tourism 
niche sector, in terms of Cameroon. To set the context for the chapter, the first part provides 
the research questions, as well as a background to the study area. Then, later, the specific 
research techniques adopted for the study are explained, and the justification for the research 
are provided, including discussions of the population, the sampling techniques, the data 
collection instruments, and the data analysis methods. 
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6.2 Research questions 
The research questions that guide the study, as informed by the objectives are: 
 
 What is the typical profile of a Cameroonian sport tourist, in terms of their socio-
economic background and origin? 
 Who are the stakeholders who are currently involved in the development and 
advancement of sport and tourism in Cameroon? 
 What is the level of awareness and understanding of sport tourism in Cameroon, and 
how can this be defined? 
 What is the existing relationship between the domain of sport and tourism in the 
Cameroonian context? 
 What are the stakeholders’ perceptions of the associated impacts of sport tourism in 
Cameroon? 
 How do the interlinkages between sport and tourism contribute to LED in Cameroon? 
 
6.3 Background to the study area – Cameroon 
The present section of the chapter provides an overview of, and a background to, the case 
study area in relation to tourism and sport, with a view to justifying how the case study sites 
were chosen. The study focus is on Cameroon (see Figure 6.1 further below), which is 
situated in West and Central Africa, located north of the Gulf of Guinea, and adjoining the 
Atlantic Ocean (Kimbu, 2011, 2012; Kimbu & Tichaawa, 2018; Nyikana & Tichaawa, 2018). 
The country is bordered by Nigeria to the west and north, by Congo Brazzaville, Gabon and 
Equatorial Guinea to the south, by the Central African Republic to the east, and by Chad to 
the north-east, while it fringes on Lake Chad to the north (Harilal et al., 2018; Nations 
Online, 2016; Nyikana & Tichaawa, 2018; Tichaawa & Kimbu, 2019). The country is 
subdivided into ten semi-autonomous regions (Cameroon Ministry of Tourism and Leisure, 
2016).  
 
6.3.1 Overview of tourism in Cameroon 
According to the Cameroon Association for Responsible Tourism (CAMAST) (2016), 
Cameroon tourism continues to display rapid growth, even though the industry is still 
regarded as being minor in relation to other industries like agriculture, manufacturing and 
mining. Since the 1970s, the Cameroonian government has cultivated the industry, 
establishing the Ministry of Tourism (now renamed the Ministry of Tourism and Leisure) to 
oversee the encouragement of investment in tourism businesses like airlines, hotels and travel 
agencies, throughout the country. Cameroon offers a unique tourism experience through its 
diverse offering in terms of its climate, culture and geography (CAMAST, 2016; Kimbu, 
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2012; Tichaawa & Swart, 2010). Hele (2002) refers to Cameroon as a destination that offers a 
unique tourism experience, characterised by varied cultural and natural attractions, to its 
visitors. The country is often referred to as an ‘Africa in miniature’ or as ‘all of Africa in one 
country’, owing to its special geography and to the wide variety of flora and fauna available 
throughout, as well as to the diversity in tourism offerings (Kimbu, 2011, 2012; Nyikana & 
Tichaawa, 2018c; Tichaawa, 2017). Kimbu (2012) also describes the country as “all of Africa 
in one country”, owing to its unique topographical variety, as well as to the diversity of flora 
and fauna on offer. 
 
The World Travel and Tourism Council (WTTC) (2019) estimates the direct contribution of 
travel and tourism towards Cameroon’s gross domestic product (GDP) to be around USD2 
915.6 million, making up 7.5% of the total contribution to the GDP. Additionally, tourism 
directly supported approximately 663 000 jobs in the country, a representation of 6.4% of the 
total workforce there (WTTC, 2019), thereby displaying its importance as a tool for 
employment creation (Kimbu, 2012; Nyikana & Tichaawa, 2018a; Tichaawa, 2017; WTTC, 
2017, 2019). The figure was expected to rise to approximately 946 000 jobs by the year 2019 
(WTTC, 2019). Typically, the tourist spending in the country was split between leisure travel 
spending (37%) and business travel spending (63%), presenting a different picture from the 
rest of the continent, where the majority of spending has been reported as being from leisure 
travellers (70%) (WTTC, 2019). Moreover, when comparing domestic and international 
visitor spending, Cameroon showed notably different numbers to those of the continent 
generally. While, on the continent, the spending between the two was fairly split (with the 
domestic spending being 56%, and the international spending being 44%), Cameroon’s 
figures point to a dominant domestic spending market (77%), as opposed to international 
spend (23%). In the above respect, the figures indicate that Cameroon possesses some unique 
aspects, where tourism is concerned, that could be tapped into, especially in terms of the 
dominance of domestic tourism and business travel (Tichaawa, 2017). 
 
In his research, Tichaawa (2017) asserts that the Cameroon government has identified 
tourism’s development as being a crucial vehicle for the unlocking of socio-economic 
opportunities, particularly in areas that are lagging behind in terms of mineral and agricultural 
resource production, which is a view that is closely shared by Kimbu (2012). According to 
Kimbu (2012), the issue of tourism has been prioritised in the country in recent times, due to 
the potential of the sector to stimulate LED, and to assist in the revival of the declining urban 
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and rural areas of Cameroon. Additionally, the sector is seen as a tool for improving the 
livelihoods of the local communities through such benefits as the employment-creating and 
income-generating activities that are linked to small, medium and micro enterprises 
(SMMEs), which, in turn, should boost the standard of living and go a long way to combating 
poverty (Harilal et al., 2018; Kimbu, 2011, 2012; Nyikana & Tichaawa, 2018a; Tichaawa, 
2017). The WTTC (2017) estimated that there would be 1 107 000 international tourist 
arrivals to Cameroon in the year 2017, which is a figure that was seen to back up the 
suggested potential of tourism in the country. By the year 2018, the figures had dropped 
slightly, to 1 million international visitors, owing to a number of issues that were prevalent at 
the time (WTTC, 2019). 
 
Above this, tourism could also play an important role in the country, in terms of attaining the 
UN MDGs, particularly those of poverty alleviation and sustainability in relation to the 
environmental resources (Kimbu, 2012; Kimbu & Tichaawa, 2018). The author deduces, 
therefore, that Cameroon should be in a position of advantage in developing a prosperous 
tourism industry that should, typically, be characterised by vibrant LED activities that play 
their role in poverty alleviation and environmental conservation. However, despite the 
evident potential and encouragement for tourism in Cameroon, numerous challenges exist 
that serve as major obstacles to the development of a prosperous industry (Kimbu, 2012; 
Nyikana & Tichaawa, 2018; Schmitz & Tsobgou, 2016; Tichaawa, 2017; Tichaawa & 
Kimbu, 2019; Tichaawa et al., 2018). Among the issues are the limited support services and 
infrastructure for tourism, a lack of finance for the implementation of the management plans 
and of suitable qualified human resources, limited implementation of the general tourism 
policy frameworks, and the existence of conflicts amongst stakeholders and the relevant 
policies (Harilal et al., 2018; Kimbu, 2012; Kimbu & Ngoasong, 2013; Schmitz & Tsobgou, 
2016; Tichaawa & Kimbu, 2019). Tichaawa and Bob (2015) also note that Cameroon is 
generally seen in a bad image in relation to tourism, owing to the sometimes-disappointing 
quality of the accommodation facilities and the ground transport network, as well as the 
prevalence of corruption in certain areas. Kimbu and Tichaawa (2018) stress the bad image 
that the country has globally, which has neither been helped by the current anglophone and 
francophone conflict that has dominated the world news, nor by the frequent appearance of 
the country among the various destinations with high corruption rates on the continent. 
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6.3.2 Sport in Cameroon 
According to Nyikana and Tichaawa (2018c), sport in Cameroon has, from time immemorial, 
served as a way of uniting the citizens, particularly during periods of relative turmoil. In fact, 
sport in the country is seen as representing the values of society, especially because the 
people tend to invest their time, money and effort in participating in sport both actively and 
passively (Tichaawa, 2013). Besides the above, sport events are also seen as an opportunity 
to generate income, because, for some community members, where the events are hosted, the 
event presents a platform for informal trade (Nyikana & Tichaawa, 2018c; Tichaawa, 2017). 
Indeed, many sports are often well-attended, as the citizens generally view sport as a 
community activity that offers opportunities to form identities and to encourage nation-
building. In any case, sports events in the country and on the continent generally attract many 
spectators and participants from different socio-economic backgrounds, who use the 
opportunity to socialise (Khun, 2011; Tichaawa, 2013). Additionally, sport, especially 
football, is a major social activity in the country, irrespective of the level at which it is 
played, in terms of amateur or professional sport. The communities tend to find solace in 
sport, especially in the face of the economic hardships and challenges with which they are 
faced in their everyday lives (Nyikana & Tichaawa, 2018c). Besides football, there are other 
home-grown events that annually recur. Such events include the Elite One and Two football 
league games, the University Games, the marathons, especially the Mount Cameroon Race of 
Hope, and the boxing championships, which are all very popular among the different 
communities. As will be detailed later, some of the events were used as the data collection 
sites for the study. 
 
Cameroon’s sports offering contains a diverse range of sporting codes, including those 
pertaining to canoe racing, boxing, basketball, cycling, and running marathons (Nyikana & 
Tichaawa, 2018c; Pannenborg, 2008; Top End Sports, 2016). However, football remains the 
most popular sport in the country, drawing large numbers of spectators and participants alike, 
even at the grassroots level (Pannenborg, 2008; Tichaawa, 2013; Top End Sports, 2016). In 
fact, football is considered to be the national sport, with it being highly influential in the life 
of many citizens in the country, as it is, in many places, on the rest of the continent 
(Tichaawa, 2013; Tichaawa & Swart, 2010; Vidacs, 2006). According to Tichaawa (2013), 
the profile of Cameroon as a football-playing country is well recognised in the national 
context of Cameroon as well as on the global stage. For example, the men’s national football 
team (nicknamed the Indomitable Lions) has participated in seven FIFA World Cup 
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tournaments so far, with it also having won four African Cup of Nations titles, as well as a 
gold medal in the Summer Olympic Games in 2000 (Nyikana & Tichaawa, 2018a). In fact, 
the men’s national football team also became the first-ever African country to reach the 
quarter-finals of the FIFA World Cup in 1990, which performance was heralded as being 
inspirational (Tichaawa, 2013). 
 
The success of the football national team also contributed to portraying the country as an 
intriguing place to visit, on the basis that people perceived the country’s inhabitants as being 
‘the Brazilians of Africa’, owing to the photos taken of them dancing and supporting the team 
in the streets and other areas of the country (Tichaawa, 2013). Apart from the success 
achieved in such tournaments and others, the country has recently displayed an eagerness to 
host a number of local, national and international sports events (Achu, 2018). Despite its 
success and potential in terms of sports development, Cameroon is still grappling with 
challenges like a lack of the requisite infrastructure for sport, as well as a highly male-biased 
sport focus (Darby & Solberg, 2010). Regarding the infrastructure, especially in terms of the 
grassroots and amateur sports, it is a common sight to find sports being played in rundown 
spaces, on the beach, on construction sites, on the streets, and, in some cases, in landfills 
(Baller, 2007; Tichaawa, 2013). Consequently, the country has been purposively selected by 
the researcher, given its huge, but, as yet, unrealised, tourism potential, and its rich sporting 
background. The map in Figure 6.1 below represents the geographical location of the case 
study areas concerned. As is shown in the figure, the data were collected at four different 
sport tourism-related events that were hosted in the towns of Bafoussam, Buea, Limbe and 
Yaoundé. The events concerned are explained later on in the chapter. 
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Figure 6.1: Map of Cameroon, indicating study areas 
Source: Nyikana and Tichaawa (2018b). 
 
 
 
126 
 
6.4 Research design and approach 
Creswell and Clark (2011) define research designs as consisting of the procedures that are 
used in collecting, analysing, interpreting, and reporting data in research studies. Fink (2014) 
views a study’s research design as being the way in which the subjects of the study, or its 
participants, are organised, and the way in which their behaviour is measured in the study. 
Numerous types of design exist that are appropriate for the different types of research 
projects undertaken (Veal, 2017; Walliman, 2011). According to Walliman (2011:9), the 
researcher chooses a certain applicable design that is based on the nature and aims of the 
research problem involved. Kothari and Garg (2014) note that the chosen research design is 
selected by the researcher, based on the conceptual structure within which the research will 
be conducted. Subsequently, the chosen design will have its own unique research methods 
that will be used in collecting and analysing the data generated by the research investigation 
(Walliman, 2011). A suitable research design results in the provision of relevant data with 
optimum effort, swift timing and minimal expenditure (Kothari & Garg, 2014:12). The 
specific approaches adopted are explained in the next subsection. 
 
6.4.1 Qualitative and quantitative approaches 
According to Creswell (2012) and Leavy (2017), generally, two types of research design 
exist, namely qualitative and quantitative. De Vos, Strydom, Fouché and Delport (2011) 
concur that the two most recognised approaches in research are qualitative and quantitative 
paradigms. De Vos et al. (2011) suggest that the two paradigms have their own purpose, and 
their own methods for conducting specific research, as well as having special strategies for 
the collection and analysis of the required data. Some (Creswell, 2012; Veal, 2017; Yuksel, 
2017) describe qualitative research design as being a form of descriptive and thematic 
analysis that is typified by the asking of such questions as ‘how?’ and ‘why?’. Fink (2014) 
suggests that the results obtained from such research are typically presented as a detailed, 
complex and holistic picture, or story. Such presentation comes about as a result of the type 
of research concerned with the study of humans, or with the study of social problems in their 
natural settings, and with the subsequent attempt to make sense of the problems involved, in 
terms of the meanings that people assign to them (Fink, 2014; Gratton & Jones, 2010; Kelly, 
2017; Leavy, 2017). An advantage of qualitative research is the increased degree of 
flexibility that it offers the researcher in the research design (Griffin, 2004; Kelly, 2017). 
Adopting such an approach also enables the researcher to focus on the meanings of the key 
issues involved for the participants concerned. However, Griffin (2004) notes that a major 
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limitation of the approach is its reliance on a relatively small number of participants, thereby 
making it somewhat unpopular among certain scholars. 
 
Quantitative research, in contrast, is described as research that is typically deductive, 
objective and general in nature (Molina-Azorin & Font, 2016; Morgan, 2014). Veal (2006) 
states that such research involves the use of a method for gathering relatively small amounts 
of data about a large number of cases (Creswell & Clark, 2011; Veal, 2006, 2017). Besides 
the two approaches, Johnson, Onwuegbuzie and Turner (2007) note another research 
paradigm, the mixed-methods paradigm. While both the qualitative and quantitative 
approaches are suitable individually, in the real-life human sciences they are often combined 
into what is referred to as the ‘mixed-method’ approach. Such an approach allows for the two 
to complement each other, resulting in a more complete and in-depth understanding of a 
complex research problem (De Vos et al., 2011; Johnson et al., 2007; Leavy, 2017; Bray et 
al., 2014; Smith, 2010). The method has been increasingly integrated into research practice in 
recent times (Johnson et al., 2007). According to Johnson et al. (2007), the mixed research 
approach seeks to respect the wisdom of both the qualitative and quantitative viewpoints, 
while, simultaneously, finding a middle-of-the-road solution to the research problem of 
interest. In other words, it is an approach to knowledge that seeks to consider several 
perspectives and standpoints, including those of the two other types of research design.  
 
Due to the existing relationship between the different areas of sport and tourism (Gammon & 
Robinson, 2004; Gammon et al., 2017; Higham & Hinch, 2002; Kennelly & Toohey, 2014; 
Nyikana & Tichaawa, 2018; Tichaawa et al., 2018; Weed & Bull, 2004), researchers into the 
phenomenon of sport tourism should seek new ideas in terms of the methodology adopted in 
relation to the more mature individual subjects of sport and tourism (Knott, 2014). According 
to Knott (2014), the above should occur on the basis that the existing research on sport 
tourism depicts a multidisciplinary nature, drawing on areas of general business and applied 
management, as well as on marketing, events management, and sport tourism. Subsequently, 
sport and, to a greater extent, tourism studies have been conducted using quantitative or 
qualitative research designs (Riley & Love, 2000).  
 
According to Riley and Love (2000), historically, tourism studies, in particular, were 
predominantly quantitative in nature, even though, with time, there was a trend to move 
towards a more qualitative research approach, on the basis of the perceived absence of 
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relatively deep understanding and meaning from the quantitative research studies. Against 
such a background, the present researcher, having considered the complexities of the sport 
and tourism industries, decided to adopt the mixed-method research approach, in terms of 
which both qualitative and quantitative methods were seen as being equally important to its 
shape. Such an approach is illustrated in Figure 6.2 below.  
 
 
 
 
 
 
 
 
 
 
 
 
Figure 6.2: Graphic depiction of the mixed-methods approach used in the current study 
Source: Modified from Hillman and Radel (2018). 
 
Having provided a justification for the selection of the mixed-methods approach for the 
present study, the next section details how the two sets of inquiry were used, and the specific 
collection and analysis methods followed. 
 
6.5 Phase one: qualitative research 
The first phase of data collection consisted of qualitative research, in the form of interviews 
that were conducted with sport tourism stakeholders. To effectively answer the research 
questions of the study, different stakeholders were considered for the study. Information from 
the key resource personnel was sought to set the context for the quantitative survey that 
would follow. More importantly, the data from this phase were envisaged as playing a 
leading role in contextualising, especially in relation to the planning and policy aspect of 
sport tourism within Cameroon. As the current study argues, if sport tourism is to be 
developed into a vibrant sector of the Cameroonian economy, especially at the local economy 
level, collaboration between the stakeholders in sport and in tourism is a necessity. Phase one 
RESEARCH DESIGN  
Mixed-method 
DATA ANALYSIS 
QUANTI+QUALI 
(SPSS V25 + thematic analysis) 
DATA COLLECTION 
QUANTI+QUALI 
(Semi-structured questionnaire 
surveys [n=1186] + in-depth 
interviews [n=16]) 
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of the study, therefore, consisted of the interviews that were conducted with specific resource 
persons, as detailed below. 
 
6.5.1 Selection of method 
Smith (2010) defines personal, or in-depth, interviews as consisting of a data collection tactic 
that involves asking questions of someone, and then probing of the answers, so as to obtain 
more detail, and a better understanding of the respondent’s response, than might otherwise 
have been possible. The data are then transcribed verbatim, and their analysis is conducted, 
using content analysis of the transcript from the interview. For the current study, semi-
structured in-depth interviews were chosen as being the most appropriate method for 
collecting data from the stakeholders concerned. According to De Vos et al. (2011), the 
conducting of such interviews allows the researcher to attain a degree of flexibility in the 
research process, allowing for the development of an understanding of the differing 
perspectives among the respondents. In addition to the enhanced understanding of 
perspective, the approach also offers an opportunity to the researcher to prompt for further 
information, as the need arises, as opposed to ‘sticking to the script’, in the form of a rigid set 
of questions.  
 
In terms of the current study’s aim, the researcher sought to discover insights from certain 
key resource personnel regarding sport tourism development in Cameroon. In the above 
regard, the chosen stakeholders’ perceptions, experiences and main activities and roles in 
sport tourism development were sought using face-to-face, one-on-one interviews. The 
contents of such interviews, as well as how the interview procedure was conducted, will be 
explained in the next subsection of the present chapter. 
 
6.5.2 Design of the interview schedule 
De Vos et al. (2011) describe interviews as typically being unstructured or semi-structured in 
nature. They suggest that unstructured interviews are those interviews that are conducted 
without using the researcher’s prior information of, or opinions on, a particular area, while 
the semi-structured interviews are normally organised around a specific area of interest, but 
allowing for considerable flexibility in the approach. For the current study, a semi-structured 
interviewing approach was adopted, so as to keep the interview within a corridor of focus and 
scope, while also allowing for reasonable flexibility in further probing and clarification 
regarding the issues raised. The adoption of such an approach also made it possible to further 
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explore certain areas around the experiences and expertise of the person being interviewed, so 
as to elicit richer information than might otherwise have been obtained. Subsequently, an 
interview guide was designed, consisting of questions related to the broad themes gleaned 
through the literature review process, and in line with the general aim of the study (see 
Appendix C). 
 
The aim of the guide was to direct the stimulation of discussion of personal experiences, 
observations, perceptions and attitudes regarding the main themes identified. Table 6.1 below 
provides examples of the main themes that were explored, and the questions that were asked 
regarding such themes. According to De Vos et al. (2011), when using a semi-structured 
interview, a researcher, typically, prepares a set of predetermined questions on a schedule, 
with the actual interview being guided, rather than dictated, by such a schedule. While the 
questions asked are presented here in the form of a guide, it is important to remember the 
great deal of flexibility present regarding the order in which the questions were asked, as well 
as in the follow-up questions that emanated from the responses. A full interview guide is 
attached as an appendix (Appendix C) at the end of the thesis. 
 
Table 6.1: Interview schedule design and development 
Theme Examples of questions Reasoning 
Sport and tourism 
interrelationships 
 In your opinion, what is the 
relationship between sport 
and tourism? 
 Do you think that it is 
logical for sport and 
tourism industries to work 
together? 
 In which areas do you 
think sport and tourism 
could benefit from working 
together in Cameroon? 
 The existing literature 
widely acknowledges 
that some destinations, 
particularly in the 
Global North, have 
successfully 
capitalised on the 
opportunities offered 
by sport to enhance 
tourism’s 
development, and vice 
versa. 
 Researchers have also 
revealed that there are 
particular areas of 
common interest 
shared by sport and 
tourism. 
Relations between sport and 
tourism administrators and 
government officials 
 In your opinion, who 
should be involved in the 
planning and development 
of sport tourism in 
Cameroon? 
 According to your 
 The existing research 
suggests that, often, 
especially in the 
Global South, sport 
and tourism are not 
exploited to the 
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knowledge, do 
relationships exist between 
the ministries of sport and 
tourism in Cameroon? 
 Whose responsibility is it 
to establish/maintain 
working relations between 
the sport and tourism 
ministries in Cameroon? 
 Have you, at any point of 
your work, interacted with 
someone from the Sport or 
Tourism Ministry? 
optimum, owing to the 
lack of coordination of 
the links existing 
between the two, 
especially at the 
government level. 
There is a lack of 
effectively planned 
collaboration between 
the two government 
departments/ministries. 
Sport tourism stakeholders and 
sponsorship 
 What is the nature of the 
relationship(s) that you 
have with other 
stakeholders in sport 
tourism? 
 Why does your 
organisation sponsor sport 
and sport tourism events? 
 What are your long-term 
ideas and intentions in 
terms of sport sponsorship 
in Cameroon? 
 What effects has your 
sponsorship of sport had on 
the communities up to this 
point? 
 Previous studies have 
highlighted the importance 
of stakeholder collaboration 
in the development of sport 
tourism.  
 The studies suggest that, if 
the links between the key 
stakeholders like the 
government, communities, 
NGOs and sponsors, are 
weak, sport tourism might 
not be a sustainable niche 
for destinations, and the 
expected benefits might not 
be realised. 
Sport tourism and LED  How do you think sport 
and tourism could 
contribute to LED in 
Cameroon? 
 To which specific areas 
within the local economy 
of host destinations do you 
think sport tourism 
contributes? 
 How do sports events assist 
the local community? 
 The existing literature 
points to the need for 
destinations to use sport 
tourism as a means of 
stimulating the LED. 
 Sport tourism events make 
notable contributions to 
LED in terms of 
employment creation and 
the promoting of small 
businesses (informal 
trading). 
 
Challenges to sport tourism 
development in Cameroon 
 Do you see sport tourism 
as being a viable sector in 
Cameroon? 
 What are the challenges or 
constraints to developing 
sport tourism in 
Cameroon? 
 What should be done to 
improve sport tourism in 
Cameroon? 
 While the literature shows 
that sport tourism can be 
used to fast-track the 
development of many 
destinations, using the 
niche for such a purpose in 
some developing countries 
has proven to be elusive, 
owing to the numerous 
challenges identified in 
Chapters Two and Three of 
the current thesis. 
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6.5.3 Selection of the key informants 
The selection of the stakeholders and key informants for the present study was done using the 
purposive sampling technique. Babbie, Mouton, Payze, Vorster, Boshoff and Prozesky 
(2011) define purposive sampling as a research technique, in terms of which certain items are 
purposively chosen, because they are known by the researcher. In other words, specific 
individuals are targeted on the basis of who they are, what they know, and the likelihood of 
them responding to the questions being researched (Bray et al., 2014). In the present study, a 
comprehensive discussion was provided on the stakeholder theory generally, and the main 
stakeholders involved in the process of sport tourism development were highlighted in 
Chapter Two. Emphasis was placed on those stakeholders who were seen as being highly 
influential in the sport tourism development occurring in a context like Cameroon, namely 
the spectators, the attendees, the participants, the host community, the government, the sports 
organisations, the relevant businesses, the NGOs, the sponsors, and the grant givers. 
Specifically, to be chosen, the stakeholders had to have relevant insights into the sphere of 
sport and tourism. Such insights included their perceptions of the objectives for sport tourism 
development, their experiences in the field, as well as their roles and activities in relation to 
sport tourism, generally. Another factor that was considered in choosing the stakeholders was 
the organisations and agencies for which the stakeholders worked, and their respective 
involvement in sport and/or tourism. For example, while those who worked for the 
government were more inclined to opine regarding the area of general development 
objectives linked to policy, those who worked in the private sector and for sponsors were 
expected to give different viewpoints, as so, too, would the NGOs. Within such a framework, 
and having considered the degree of power and influence involved in sport tourism, a few of 
the key informants were purposively selected to serve as representatives of the stakeholders 
as a whole (see Table 6.2 below). 
 
Generally, based on the objectives of the study, the key informants sought out for the 
research had to represent the government (both the sport and the tourism ministries, as well as 
the local government level), the private sector, the sponsors, and an NGO. In total, 16 
interviews were conducted with the stakeholders involved. According to Dworkin (2012), 
generally speaking, the sample size that is used in qualitative research is smaller than that 
which is used in quantitative studies. As such, the suggestion is made that anywhere between 
five to fifty interviews should be adequate for a research study. Creswell (2014) concurs with 
the above, in recommending a sample size of between five and twenty-five interviews. Other 
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studies (Dworkin, 2012; Hanna & Rowley, 2013; Smith, 2010) suggest that the concept of 
saturation be used in deciding on the sample size. The concept centres around the idea that, at 
some point, the data collection process might no longer present any new or relevant data, at 
which point the researcher needs to establish what research findings have been made, which 
is something that can occur even within the first 12 interviews (Dworkin, 2012; Hanna & 
Rowley, 2013). 
 
Table 6.2: List of stakeholders interviewed (n=16) 
Sector Organisation Place Number of 
interviews 
Major sponsor MTN Cameroon Douala 2 
National government Ministry of Tourism and 
Leisure 
Douala 2 
Provincial government Ministry of Sport and Physical 
Education (Regional 
Delegation) 
Douala 2 
Private sector Accommodation establishment 
owner 
Yaoundé 2 
Private sector Tour operator Buea 2 
NGO Table tennis coach Yaoundé 2 
Private sector Sports agency – football agent Douala 2 
Local government Local economic development – 
Local Council 
Bamenda 2 
 
6.5.4 Interview procedure 
The interviews were conducted personally by the researcher in a face-to-face, one-on-one 
basis. The semi-structured nature of the interview allowed for probing and clarification 
around certain issues, and for the further exploration of some of the responses obtained, based 
on the aim of the study. Moreover, the above allowed the researcher to interact and engage 
with the respondents effectively, while observing the body language in relation to the 
responses given around certain aspects of the research questions. The interviews took place in 
the years 2016 and 2017. Prior to the interviews being conducted, contact was made with the 
respondents through e-mails and through sending one of the potential fieldworkers to the 
offices involved to secure appointments in advance. In the e-mails, and in the letter that the 
potential fieldworker carried with him regarding the appointment, an explanation of the study 
purpose was provided, and a request for the interview included. A clear indication of the 
preferred time and date was given, to assist in securing a relevant timeframe that would 
coincide with the researcher’s travel arrangements, but flexibility was allowed in terms of the 
respondents being able to change the dates and times concerned, based on their availability. 
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All the identified respondents were cooperative, and agreed to meet at a time that worked for 
the researcher.  
 
Almost all of the respondents were enthusiastic about the opportunity given them to 
contribute to the study, with them appearing to understand the importance of their role within 
the sport tourism development debate in Cameroon. The above might serve to assist the 
future researchers in relation to the existing need to tap into the willingness to share 
knowledge among the stakeholders in sport and tourism. To facilitate the interview process 
and the recording thereof, the researcher and each respondent arranged to meet at a quiet 
place that was comfortable, particularly for the respondent. In many cases, the respondents 
were interviewed in the comfort of their own offices, but for those who preferred a different 
environment, a small conference venue at the hotel that was used by the researcher was hired 
for the interviews. The venue proved to be a success in relation to the amount of comfort that 
it offered, and due to the fact that it was conducted on neutral grounds.  
 
Due to the semi-structured character of the interviews, the duration of each varied, based on 
the type of engagement involved. Generally, the shortest interview lasted 35 minutes, while 
the longest one lasted an hour, but the majority were approximately 45 minutes long. As was 
mentioned earlier, prior to the commencement of the interviews, the researcher provided the 
respondents with an overview of the study focus, and of the general progress of the study, at 
the point of the interview. Permission was sought from each individual for them to be 
recorded, and the explanation for doing so was provided. The interviews were conducted 
from a personal observation and experience point of view, and not necessarily as representing 
the organisations concerned unless the respondent specifically indicated otherwise. After 
each interview, the respondent was thanked, and given an opportunity to add anything that 
they might have wished in relation to the study. They were also given an opportunity to 
request the (potentially) published materials from the study, such as the presentations and the 
publications 
 
A recorder was used for carrying out the interviews, in addition to which the researcher made 
notes to supplement the recorded work, and to highlight some of the key issues raised. The 
recordings were subsequently downloaded onto a computer and transcribed verbatim, so as to 
facilitate the process of analysis. The next section describes the analysis of, and the coding 
process used for, such data. 
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6.5.5 Qualitative data analysis 
According to Maguire and Delahunt (2017), thematic analysis can be described as the process 
of identifying patterns within the qualitative data of a study. They argue that its goal is to 
identify the themes or patterns addressing the research issue being investigated. Therefore, a 
good thematic analysis essentially interprets, and makes sense of, the data obtained, rather 
than merely summarises them. In the present study, therefore, the qualitative data obtained 
from the above-mentioned interviews were analysed using the thematic and content analysis 
methods. The keywords selected from each transcript were used for the codes, employing the 
constant comparative method. The process resulted in the obtaining of defined data themes 
that were then used in the analysis of the qualitative data.  
 
For reliability, the researcher, with the help of the supervisor, checked the interview 
transcripts meticulously, constantly comparing them to the voice recordings, and to the notes 
made during the interviews. The researcher also revisited all the interviews and their 
transcripts and coding, to ensure that there was consistency throughout. The findings were 
then discussed, based on the themes identified, and in line with the objectives of the study.  
 
6.6 Phase two: quantitative research 
The second phase of data collection consisted of administering questionnaire surveys to the 
attendees at different sport tourism events in Cameroon. Numerous studies have been 
conducted on sport tourism, and on the impacts that the niche can have on destinations (Getz, 
1998, 2013; Gibson et al., 2003, 2012; Hinch & Higham, 2001, 2011; Ilies, Buhas, Ilies, Ilies, 
Gaceu, Pop, Marcu, Buhas & Baias, 2018; Jakovlev et al., 2017; Walker et al., 2013), with 
such studies being predominantly in the developed context, and being mainly impact-based. 
Given the acknowledged growth of sport tourism, a notable increase has occurred in the 
amount of research into the phenomenon in the developing world context as well, even 
though it is still largely limited (Bob & Swart, 2010; Hemmonsbey & Tichaawa, 2019; 
McKay et al., 2019; Nyikana et al., 2014; Odounga-Othy & Swart, 2016; Swart et al., 2018; 
Tichaawa et al., 2018). For the present study, the required data were collected during the 
specific events, so as to measure their impacts and the overall effects that the events posed for 
the local economy of the hosting regions, with a view to providing in-depth data that could 
inform the development of a framework for sport tourism in Cameroon. Each of the events is 
described later on in this chapter, along with the justification for their choice. This phase of 
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the data collection was envisaged as being one that would be able to indicate the role that 
sport tourism can play in Cameroon, especially in terms of the LED. The data were collected 
between the years 2016 and 2018, as determined by the event intervals. The above is detailed 
in the subsections that follow. 
 
6.6.1 Sample population, sampling size and procedure  
Fink (2014) defines a target population as consisting of those institutions, people, problems 
and systems to which, or to whom, a study’s findings are either applicable or generalised. A 
population can be summarised as being the set from which a sample for a study can be drawn. 
Veal (2017) defines a sample as forming a portion, or a subset, of a relatively large group, or 
of a population, itself. In the current study, the quantitative survey population consisted of 
sport event participants, and of attendees who were surveyed at various events (as explained 
below). According to Brynard and Hanekom (2006), no fixed law exists that governs the 
process of determining sample size, with only guidelines providing suggestions regarding the 
accepted percentage of a population, so as to secure a representative sample within the study. 
Against such a background, the researcher selected a quantitative approach to the 
questionnaire survey, using face-to-face engagement with the respondents concerned. Such 
face-to-face contact was additionally advantaged, in that it allowed the researcher and the 
team of trained fieldworkers to establish a connection with the respondents, and to be able to 
fully explain the purpose of the study to them, while receiving accurate responses from them. 
 
As was mentioned in the previous sections of the dissertation, sport tourism events tend to be 
comprised of a blend of local community members, casual attendees, whose presence there 
might not be the primary reason for visiting the venue, and sport tourists, who specifically 
travelled to watch, and participate in, the event (Smith & Stewart, 2007). The above is 
because sport tourism events serve as a meeting point for different travellers who, resultantly, 
share activities linked to the event space. The above, and the fact that other similar impact 
studies (see for example, the Commonwealth of Australia, 2000; Delpy, 1998; Gammon & 
Robinson, 2004; Gibson et al., 2012; Knott, 2014; Rabadi, Stanekzai, Cotter & Al-Salem, 
2016; Taleghani & Ghafary, 2014; Tichaawa, 2013) also empirically focus on different 
related stakeholder groups, motivated the approach to the current study. Resultantly, the 
specific sampling technique (common among studies of this nature) employed was that of a 
spatially based systematic sampling method. 
 
137 
 
A spatially based sampling method is one that is used in cases of highly temporary 
populations, such as those that are present at sports events, or, in other cases, at crime scenes 
(De Vos, Strydom, Fouche & Delport, 2005, 2011). In contrast, a systematic sampling 
technique involves selecting every nth member of the targeted population, where n is a 
predetermined interval (Altinay & Paraskevas, 2008; Pellissier, 2007). So, practically, the 
combined approach to the stadium events ensured that the questionnaire was not biased 
towards a particular group of respondents, but, rather, that the geographical space was well-
covered, and the potential respondents were fairly chosen. By selecting every nth respondent 
(in this case every tenth respondent) within a group of attendees, the bias is reduced. 
Practically, the fieldworkers randomly selected the first respondent, and, thereafter, 
interviewed every tenth respondent whom they encountered. The approach was continued 
until all the questionnaire surveys were complete (see Table 6.3 further down). The four 
unique events used in the study presented different opportunities for the data collection 
process. 
 
The events are briefly described below, so as to highlight some of their unique characteristics, 
and as a way of justifying their inclusion in the event. 
 
6.6.1.1 2016 Women Africa Cup of Nations  
The 2016 version of the women’s AFCON competition, which was hosted in Cameroon, was 
the first event at which the researcher had an opportunity to collect data. The women’s 
AFCON is the premier women’s football spectacle on the African continent, and, 
consequently, it draws thousands of spectators and hundreds of participants to the host 
countries concerned (Achu, 2018; Confederation of African Football [CAF], 2019). Being a 
major sport event, the Africa Women Cup of Nations also attracts a large amount of media 
attention and government interest, especially in terms of the role that it plays in empowering 
and inspiring young girls and women, and in promoting their playing of football on the 
continent (Achu, 2018). The competition was established in 1998 by the CAF, with it having 
subsequently taken place every second year thereafter (CAF, 2019). The importance of the 
event to those participating in it is that it also serves as a qualification tournament for the 
global showpiece, the FIFA Women World Cup, with it, thus, being held in high regard and, 
therefore, well-attended (CAF, 2019). In the current study, this type of event was identified as 
being key to the research undertaken, due to women’s sports, particularly football, having 
been a rather neglected phenomenon generally on the continent, when compared to its status 
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in the developed countries (Achu, 2018; Pannenborg, 2010). The 2016, and twelfth, edition of 
the championships was jointly hosted in the two major cities of Cameroon, Yaoundé and 
Limbe, between 19 November and 3 December (Achu, 2018). In relation to the event, a 
sample size of n=384 respondents was drawn (and collected), based on a table that was 
devised by Isaac and Michael (1981) for determining how large a randomly chosen sample 
from a given population should be for the sample proportion to achieve a 95% confidence 
level. 
 
6.6.1.2 Mount Cameroon Race of Hope 
The second event used in the study was the Mount Cameroon Race of Hope, 2016 edition. 
The Mount Cameroon Race of Hope is one of Africa’s oldest and most iconic athletic 
competitions (Nsongan, 2019). The annual marathon, which started in the year 1973, has 
continued to grow in stature since then, as it has continuously attracted athletes from around 
the world to its host city, Buea (Jones, n.d.; Nsongan, 2019). More than merely attracting the 
competing athletes, the marathon currently attracts approximately 500 000 local and 
international spectators to the city every year, creating an ideal platform for kick-starting the 
local economically related activities for the host community concerned (Jones, n.d.). The 
2016 edition of the event, which was the twenty-second time that the event had taken place, 
attracted over 500 athletes. According to Jones (n.d.), the mountain itself is the highest in 
West Africa, with it being an active volcano, which adds to the thrill of the event. On a 
cultural note, Jones (n.d.) highlights the fact that the mountain is considered to be a sacred 
place by the Bakweri people, who reside on its slopes. Against such a background, the Mount 
Cameroon Race of Hope was also seen as an ideal event that would provide useful 
information geared towards an enhanced comprehension of sport and tourism interlinkages in 
Cameroon, towards the overall objective of the study. Given the numbers that were expected 
to be present at the event, a sample size of n=202 was drawn, with all the questionnaires 
being completed accordingly, and deemed usable after the data collection period. 
 
6.6.1.3 Central Africa University Games 
The third event at which data were collected during the study was the Central Africa 
University Games’ 2017 edition, being the twentieth edition of the prestigious multi-athletic 
sports games (Loh, 2017; Mosima, 2018). The games bring together 21 different universities 
from the Central African subregion, over a period of approximately a week, so as to compete 
in different track and field sport disciplines (Loh, 2017). Primarily, given that they are 
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university games, the Games tend to draw large numbers of youth participants, but their 
parents and relatives tend to come out to support them, as well. According to Loh (2017), the 
Games are high on the agenda of the Cameroon Ministry of Sport and Physical Education, as 
evidenced by the consistent attendance of the Minister at them over the years. The Games 
were also identified as a key opportunity for data collection during the current study, on the 
basis of the unique element of youth sports, and the regional representation of those 
participating in them. For the university games, a total of n=300 questionnaire surveys were 
collected, and deemed usable after the data collection period. 
 
6.6.1.4 Elite One Premier League games 
The last event chosen for the study was the Championnat du Cameroun de football, which 
has, since the year 2007, been renamed the MTN Elite One for sponsorship purposes. The 
league involved is Cameroon’s elite top division of football or premier football league. 
Because of the passionate commitment that Cameroonians have to the game of football 
(Nyikana & Tichaawa, 2018c), the games draw large numbers of attendees, who travel far 
and wide across the country in support of their teams. The above is also the reason for a 
league game having been included in the present study. Besides the above, given the 
recurring nature of the league games, it made sense to include the views and experiences of 
the attendees regarding sport tourism and its development going forward. Two premier 
league matches were chosen, one in 2016 (Limbe) and one in 2018 (Bafoussam), coinciding 
with the researcher’s visit to Cameroon for the data collection of the interviews from the key 
informant surveys. Using the same approach as with the other events, a sample of n=300 was 
drawn for the two premier league games, which was divided equally (150 each) between the 
two stadiums. 
 
Table 6.3: Distribution of the questionnaires 
Name of event Total number of questionnaires 
2016 Africa Women Cup of Nations 384 
Mount Cameroon Race of Hope 202 
Central African University Games 300 
Elite One Premier League match 300 
Total number of questionnaires collected 1186 
 
6.6.2 Questionnaire design and survey procedure 
Smith (2010) identifies questionnaire surveys as being the most commonly used research tool 
for collection data, particularly for researchers into tourism. They are particularly useful 
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when the researchers concerned aim to gather data, or to collect information, from a large 
number of subjects, as was the case with the current research. The questionnaire survey for 
the study was adapted from similar event impact studies that were sourced in the literature 
review process, using some of the above-mentioned studies. Its main focus was the 
contribution that sport tourism and events, in particular, can make to a local economy. In this 
regard, the questionnaire was a self-administered structured survey, which predominantly 
consisted of closed-ended questions and Likert-type scales measuring perceptions and 
attitudes. The questionnaires were handed to the respondents to fill out on their own, but the 
fieldworkers were close by, in case any problems were encountered. In certain instances, 
open-ended questions were used to gauge certain aspects in a manner that did not aid the 
respondents. So as to limit the bias in relation to some of the fixed alternative questions, the 
researcher also included options for ‘other’ or ‘not sure’, so as to create balance and to assist 
the respondents in such regard, where applicable (see Appendices A and B for the 
questionnaire). 
 
The questionnaire consisted of 31 questions that were organised into 5 sections. Section One 
aimed at collecting general information regarding the origin of the respondent. Consequently, 
questions regarding the country of origin of the international tourists, or the province, in the 
case of the domestic tourists, were asked, as well as was the group composition. The second 
section of the questionnaire was aimed at gauging the level of understanding among the 
attendees regarding sport tourism. The section concerned sought also to measure the 
perceptions of attendees about the role that sport plays in boosting tourism, as well as the 
contribution that tourism makes to sport, generally. Additionally, the section sought to 
determine the level, or extent, of involvement of the attendees at sport tourism events in 
Cameroon, regarding whether they were spectators, participants, organisers, or volunteers, 
among others. 
 
Section Three of the questionnaire aimed to assess the contribution made by sport tourism to 
the LED. Typically, the section required that the respondents indicate their perceptions 
regarding the role that sport tourism played in the local economies, and how frequently they 
attended sport tourism events. In addition to the above, the section also sought to determine 
whether the respondents attended events in other provinces and countries, and how long they 
tended to stay at the locations once they were there. Lastly, the section also aimed at 
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assessing in which activities the respondents tended to engage themselves besides watching / 
participating in the event. 
 
Section Four of the questionnaire was concerned with the perceptions of the respondents 
regarding the socio-economic and environmental impacts of sport tourism events at the local 
host destinations. The section was composed of Likert-scale questions, measuring levels of 
(dis)agreement relating to statements regarding the impacts of sport tourism. The section also 
aimed at assessing the perceptions of the relationship between the local community and the 
government, in relation to sport tourism development.  
 
The last section (Section Five) was aimed at assembling the sociodemographic profile of the 
respondents. The key variables measured in the section included the respondents’ age, 
gender, marital status, historical racial classification, employment status, and highest level of 
education attained. 
 
As indicated above, the questionnaire survey was a self-administered survey. However, the 
researcher and the team of trained fieldworkers were always on hand to assist those who 
preferred to be interviewed than to complete the questionnaire, or for those who found the 
questionnaire challenging to complete. The team of fieldworkers consisted of local 
(Cameroonian) postgraduate students, as well as of a tour guide, who spoke both French and 
English (the national languages of Cameroon). The above was particularly helpful, in that a 
number of the respondents were French-speaking, and having a fieldwork team with such a 
composition helped overcome any language difficulties that might otherwise have been 
experienced. 
 
6.6.3 Data capturing and analysis 
The completed questionnaires, which were personally quality checked by the researcher at 
the end of the data collection for each day, were pre-coded and each was assigned a distinct 
number so as to facilitate the capturing of data post-collection. The data on a total of 1186 
completed questionnaire surveys were captured and analysed using the IBM Statistical 
Package for Social Sciences (SPSS) software, version 25, with the help of the University of 
Johannesburg’s statistical unit (STATKON). Basic statistical tests were run, such as those 
determining the maximum, the minimum and the mean. In addition, simple tabulations like 
frequencies, medians and cross-tabulations were conducted, using the Pearson chi-square test 
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of significance. The perceptions of sport tourism impacts were factor analysed to test for 
construct validity, which exercise yielded five factors in total. The above will be explained in 
the discussion of the findings in Chapters Seven and Eight of the thesis. Cronbach’s alpha 
coefficient was used to conduct a reliability analysis and the scale’s internal consistency. The 
items all scored highly in terms of reliability, exceeding the recommended level of 0.7, as 
will be explained later.  
 
6.7 Summary 
The methodology used in the current study, as explained in the present chapter can make a 
meaningful contribution to similar studies, especially in terms of sport tourism development 
in similar contexts. The chapter detailed the main methods adopted in carrying out the 
research. The reason for providing a detailed discussion of the methods was to show the 
scientific processes followed, and to justify why the sample size was representative. 
Additionally, the chapter aimed to show the validity and the reliability of the methods used, 
and, subsequently, the responses obtained to the research questions asked. The chapter also 
aimed to provide the context of the case study area, Cameroon, providing the background 
both in terms of tourism and sport. A detailed breakdown of the instruments used was 
provided, and discussions of the key issues, like research design, sampling, the data 
collection process and the analysis techniques, were provided. The next chapters of the study 
presents a discussion of the findings made on the basis of the data collected, and of the 
ensuing conclusions and recommendations, specifically in terms of a framework devised for 
the analysis of sport tourism development in Cameroon in particular, and on the African 
continent in general. 
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CHAPTER SEVEN 
SPORT TOURISM IN THE CAMEROONIAN CONTEXT 
 
7.1 Introduction 
The previous chapter of the current study detailed the methodology that was followed in 
conducting the present research. The chapter included a discussion of the different ways in 
which the data was collected, as well as of how the different sets of data were analysed. The 
present chapter and the next, therefore, present an analysis of the findings made in relation to 
the data obtained from the questionnaires and interviews that were administered at the 
different events, as was mentioned in the earlier chapters. The discussion is presented in the 
form of figures, tables and other graphical illustrations, with a view to providing a systematic 
discussion and, as such, to ensure an enhanced understanding and presentation of the results 
obtained. Additionally, while the majority of the results presented and discussed herein are 
from the quantitative dataset, in certain instances, they are backed up by the key findings 
from the interviews, so as to assist with the context of the selected results (i.e. triangulation). 
In those cases, the responses are indicated with ‘R’ and a number (which lacks any significant 
meaning), so as to distinguish between the respondents. Such an indication was provided so 
as to maintain the confidentiality of the respondents. Also, as far as possible, no mention of 
the specific stakeholder providing the response is made, unless it was agreed upon otherwise 
by the particular stakeholder and researcher in advance. Each chosen quotation has been 
selected based on its contribution to the study, most notably when such a response was 
common among the respondents, or if it presents a unique example of the views on the 
particular subject concerned. Such is also the case in the next chapter (Chapter Eight), where 
the perceptions of sport tourism, and its subsequent contribution to LED, are unpacked. The 
focus of the discussion in the first results chapter is on providing an understanding of sport 
tourism within the Cameroonian context. The above is mainly linked to unpacking the 
sociodemographic profiles of the attendees, and the interrelationships between sport and 
tourism, as well as to providing an overview of sport tourism within the present context. 
 
The findings from the current study are presented according to the study objectives, with 
them, thus, being divided into different sections, the first of which is the sociodemographic 
profile of the respondents. The key variables measured in the above respect included the age, 
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gender, marital status, level of education and employment status of the respondents 
concerned. 
 
7.2 Sociodemographic profiles of the respondents 
The sociodemographic profiles of the respondents include consideration of the following 
aspects related to the respondents: age; gender; marital status; historical racial category; 
educational levels; employment status; and monthly household income. 
 
7.2.1 Age 
The first variable measured in terms of the sociodemographic profile was the age of the 
respondents. The respondents were given six categories from which to choose to indicate 
their age range, as can be seen in Table 7.1 below. Previous studies on the sport tourism 
attendees (Florek et al., 2008; Getz, 2003; Jones, 2008; Rubin, 2009; Tichaawa & Swart, 
2010) had generally pointed towards a relatively young mix of people, usually averaging 
between 35 and 45 years of age. The above was largely due to the fact that health orientation 
tends to be a major focus of the group, especially in terms of being active and attending social 
gatherings that promote an active lifestyle. Against the above background, age was an 
important consideration for the current study. 
 
The findings revealed that the majority of the respondents were between 21 and 30 years of 
age. The age range concerned was closely followed by those who were between 18 and 20 
years old (28.1%), and those who were between 31 and 40 years old (25.4%), respectively. 
Only 8.4% of the respondents fell in the category of being between 41 and 50 years of age. A 
total of 3.0% and 2.4% of the respondents were within the older age categories of 51 to 60 
years old, and 61 years old and above, respectively. Nonetheless, the results suggest that the 
attendees at Cameroon’s major sport tourism events are relatively young, considering that 
those between 18 and 40 years of age made up a combined majority of 86.2% of the total 
sample. The finding is in line with other studies that have been conducted on sport 
participants, particularly on attendees globally (Florek et al., 2008; Getz, 2003; Jones, 2008; 
Rubin, 2009) and in Africa (Tichaawa, 2009; Tichaawa & Swart, 2010), which have shown 
that, within the context of sport tourism event attendance, the relatively young population is 
dominant. Interestingly, given that, in the domain of sport tourism, the vast majority of sport-
related event research has been noted to have been undertaken in terms of the developed 
perspective, as the literature review chapters have shown, the findings reported here have 
145 
 
drawn parallels in the developing country perspective. Certainly, in the Cameroonian 
perspective, sport events of the nature of those that have previously been examined, as 
detailed previously in the methodology chapter, tend to be prominent and popular among the 
relatively young age groups. The above reinforces the key findings from a similar study 
conducted on soccer fans in Cameroon (see Tichaawa, 2010, 2015). In terms of the 16 key 
informants who were interviewed, the majority (82%) were in the age category of between 41 
and 50 years. The remainder of the sample (20%) were in the older age category of between 
51 and 60 years old. 
 
Table 7.1: Respondents’ age (n=1186, in %) 
Age range (in years) Total (n=1186) 
18–20 28.1 
21–30 32.7 
31–40 25.4 
41–50 8.4 
51–60 3.0 
61< 2.4 
 
7.2.2 Gender 
In terms of the gender representation of the respondents at the events under investigation, 
there was a closely split distribution, with the majority of them (53%) being men, while many 
of them were women (47%). Historically, studies on sport tourism typically show a clear 
dominance in terms of participation by men, especially in terms of sport events attendance 
(Rubin, 2009). However, in recent times, researchers (see, for example, Jones, 2008; Nyikana 
et al., 2014; Tichaawa, 2013; Tichaawa & Swart, 2010) have observed a considerable growth 
in the number of women participating in such events, indicating that sport is no longer a 
male-dominated space. Important to note in the context of the current study, though, is that 
one of the events in question was a major female football championship (Women AFCON), 
which could have also played a role in the high number of female spectators involved. 
Whatever the case might be, the findings in the present study represent a significant shift 
from those obtained in previous studies on sport tourism in the same study area (see 
Tichaawa, 2010; Tichaawa & Bob, 2015), as they reveal significant growth in the number of 
women participating in sport-related events. Certainly, as Pannenborg (2010) asserts, sport in 
Cameroon is an important socio-economic activity that has captured the imagination of the 
population, who have found solace in it, owing to issues around the lack of economic 
opportunities, infrastructural development and corruption. Consequently, the findings are 
significant for Cameroon, in that its sport tourism event attendance in recent times can be 
seen to have been gender-neutral. 
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Interestingly, in terms of the key informant interviews (n=6), the gender distribution was not 
as even as was that of the event attendees. The majority of the officials interviewed were men 
(75%), as opposed to only a quarter being women (25%). Such percentages hardly come as a 
surprise, given that some authors have suggested that only a few Cameroonian women 
currently occupy major decision-making roles in both the public and private sector, owing to 
the prevailing inequality, which exists throughout most of the African continent (Nana-Fabu, 
2006; Orock, 2007). 
 
Table 7.2: Respondents’ gender (n=1186, in %) 
Gender Total (n=1186) 
Male 53.0 
Female 47.0 
 
7.2.3 Marital status 
The respondents were required to indicate their marital status, with the results being 
illustrated in Table 7.3 below. A notable majority of the respondents (61.6%) were single, 
while 34.3% indicated being married. Those who were separated (1.9%), widowed (1.2%) 
and divorced (1.0%) made up the rest of the total sample. The results within the given context 
are not surprising when the results in terms of age articulated above are brought into 
consideration. Evidently, the samples show a relatively young group that could easily consist 
of the unattached (Han, Nelson & Kim, 2015; Kim & Chalip, 2004; Tichaawa & Harilal, 
2016; Tichaawa & Swart, 2010). Therefore, the results indicate that sport events, specifically 
those in Cameroon, have the tendency of attracting those who are unmarried. 
 
Table 7.3: Respondents’ marital status (n=1186, in %) 
Marital status Total (n=1186) 
Single 61.6 
Married 34.3 
Separated 1.9 
Widowed 1.2 
Divorced 1.0 
 
7.2.4 Historical racial category 
The next variable that the study considered within the sociodemographic makeup of the 
respondents was the historical racial category of the attendees. The results are shown in Table 
7.4 below. An overwhelming majority of those who were surveyed (87.0%) were black 
Africans, while there were 9.6% white persons and 3.4% Asian persons. The results are not 
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surprising, given that the vast majority of the respondents in the study were Cameroonian 
citizens or domestic sport tourists (see Table 7.8 further below). Typically, Cameroon is a 
country that is almost entirely dominated by black Africans. Such sport events in Cameroon 
tend to attract more domestic travellers or participants as opposed to international 
participants, which is consistent with previous research that was conducted in the domain of 
sport tourism (Tichaawa, 2013). More so, recent research on tourism (see, for example, 
Kimbu & Ngoasong, 2013; Tichaawa & Kimbu, 2019) suggests that Cameroon is not a 
competitive destination, with structural issues impeding its potential to attract international 
tourists. The sport events that are held in Cameroon are, therefore, largely dominated by 
citizens, thereby highlighting the significance of the sector in terms of promoting domestic 
tourism.  
 
Table 7.4: Respondents’ historical racial category (n=1186, in %) 
Race Total (n=1186) 
Black African 87.0 
White 9.6 
Asian 3.4 
 
7.2.5 Educational levels 
According to Kim and Chalip (2004), educational levels play an important role in the 
decisions made by sport tourism attendees regarding events and destinations as a whole. They 
argue that improved educational levels might be linked to enhanced employment 
opportunities and, thus, to more discretionary income for the spectators involved. Moreover, 
having a higher education most likely leads to a desire to learn about host destinations and, 
thus, tends to increase the amount of interest expressed in an event, and in its host, 
respectively. The results for the current study revealed that the vast majority of the 
respondents had either completed an undergraduate degree qualification (30.6%), or had 
completed high school (30.3%). Besides the above, other respondents possessed a tertiary 
education certificate or diploma (15.2%), closely followed by those with a postgraduate 
degree (15.1%). A few respondents indicated having completed only their primary schooling 
(5.3%), while 1.9% of the total number of respondents had no formal education at all. Of the 
total sample, 1.6% indicated that they had some other form of education, the nature of which 
they did not explain, as can be seen in Table 7.5 below. 
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While the results were divided among the different categories identified, the majority of the 
respondents (60.9%) could be considered to be relatively well-educated, given the fact that 
they had obtained a form of education ranging from a minimum of a diploma or certificate, 
right up to a postgraduate degree, as can be seen in Table 7.5 below. Agreeing with the 
notions suggested by Kim and Chalip (2004) above, the high education levels that were so 
clearly apparent might have ignited the interest of spectators in sport tourism generally, and 
of those who were interested in the different events sampled for the current study, 
specifically. The above can be directly linked to future motivations to attend the events in 
question, and to broader tourism interest beyond the event itself. In other words, given that 
the attendees were well-educated, an interest in other tourism offerings available around the 
host destinations could have been sparked that might have resulted in their future revisits as 
tourists (Nyikana et al., 2014).  
 
Table 7.5: Respondents’ highest level of education attained (n=1186, in %) 
Highest level of education Total (n=1186) 
Undergraduate degree completed 30.6 
Secondary schooling / high school completed 30.3 
Certificate / Diploma 15.2 
Postgraduate degree completed 15.1 
Primary schooling completed 5.3 
No formal education 1.9 
Other 1.6 
 
7.2.6 Employment status 
In an attempt to establish the forms of economic activities in which the respondents were 
involved, especially in terms of establishing the contributions made to overall household 
incomes, the respondents were asked to indicate their employment status, as summarized in 
Table 7.6 below. The respondents were given eight categories from which to choose, as 
shown in the table. The findings reveal that the majority of the attendees (47.9%) were in 
full-time employment. Of the total number of respondents, 13.4% worked part-time, 11.2% 
were students, and 10.6% were in some form of self-employment. The remaining respondents 
were either unemployed (8.8%), housewives (4.8%), or retired (3.3%). Regarding those 
specifically who were employed, the current findings reaffirms the findings above regarding 
the educational levels of the respondents, because the majority of respondents (60.9%) 
possessed the minimum of a certificate or diploma, and, thus, could be considered to be 
highly employable. Besides the above, they were also found to be generally young, and 
therefore expected to be active role-players in the economy. 
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Table 7.6: Respondents’ occupation / employment status (n=1186, in %) 
Employment status / Occupation Total (n=1186) 
Unemployed 8.8 
Housewife 4.8 
Student 11.2 
Part-time worker 13.4 
Full-time worker 47.9 
Self-employed 10.6 
Retired 3.3 
 
7.2.7 Monthly household income  
In the existing literature, it has been shown that income plays a key role in the decision to 
travel to attend sports events beyond the normal place of residence (Florek et al., 2008; 
Horne, 2007; Kim & Chalip, 2004; Smith & Stewart, 2007; Tichaawa & Bob, 2015; 
Tichaawa et al., 2018). Income is argued as largely determining the likelihood of attendance 
at sport tourism events, because it is directly related to the attendees’ available discretionary 
income. The authors concerned hold that, in any case, travelling to attend a sports event 
comes with costs attached related to the ticketing that is on offer for the games, the 
accommodation (where relevant), the transport, and the food and beverages, among others. In 
the present study, the respondents were requested to indicate their monthly household income 
after deductions, as shown in Table 7.7 below.  
 
The results show that the majority of the respondents (24.4%) lived in households earning, 
monthly, between 75 001 and 115 000 CFA (i.e. USD130.89 to USD200.69). Others 
indicated earning, monthly, between 40 001 and 75 000 CFA (16.7%), between 140 001 and 
200 000 CFA (7.6%), or between 115 001 and 140 000 CFA (15.7%). A total of 12.2% 
indicated earning less than 40 000 CFA a month, whereas those who, monthly, earned 
300 001 CFA or above made up 11.8% of the total sample. The average monthly income was 
162 223.43 CFA. The finding was somewhat consistent with the findings made in earlier 
studies by Lynch (1991), who averaged Cameroon’s household income at 152 000 CFA, 
with, later, Tichaawa (2013) finding an average income of 104 864.89 CFA among the sport 
fans in Cameroon. The result could also have been influenced by the presence of the 
international participants, as described in the sections to follow. The above could be a reason 
for the income levels having been so high, with some of the international participants being 
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considered to be higher income earners, given their willingness to travel abroad for the events 
in question. 
 
Table 7.7: Respondents’ monthly household income after deductions (n=1186, in %) 
Monthly income (in CFA) Total (n=1186) 
<40 000 12.2 
40 001–75 000 16.7 
75 001–115 000 24.4 
115 001–140 000  11.6 
140 001–200 000 15.7 
200 001–300 000 7.6 
300 001 > 11.8 
 
7.3 Background information on the attendees 
So as to obtain background context on the event attendees, information regarding their visit to 
the event was sought. The main focus of the above centred around their knowledge of events 
in Cameroon, their place of origin, the nature of their visit, and the group dynamics. The 
responses obtained in the above regard are discussed below. 
 
7.3.1 Origin of sport event attendees in Cameroon 
In the existing literature, it is argued that sport tourism event spaces are made up of different 
people, including local community members, casual local attendees, domestic visitors from 
other provinces of the specific country, as well as international sport tourists from abroad 
(Egresi & Kara, 2014; Jones, 2008; Nyikana & Tichaawa, 2018b). The diverse mix is one of 
the reasons that sport tourism events attract much attention regarding the tangible and 
intangible benefits that can be derived therefrom (Tichaawa et al., 2018). In an effort to 
ascertain the blend of attendees found at sport tourism events in Cameroon, Table 7.8 below 
presents the results found in terms of the composition of the origin of sport event attendees in 
Cameroon, in the context of the four events that were surveyed, combined. In terms of 
country of origin, the results were unsurprising, in that the overwhelming majority of the 
attendees (81.2%) at the sport tourism events were found to be Cameroonians, as opposed to 
the percentage of those who were from other countries (18.8%).  
 
Table 7.8: Respondents’ country of origin (n=1186, in %) 
Country of origin Total (n=1186) 
Cameroon 81.2 
International 18.8 
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7.3.1.1 Breakdown of Cameroonian respondents in terms of origin by province 
As a follow-up to the results given above, a further breakdown to the specific place of origin 
was required for the domestic tourists. In other words, for those who were Cameroonian 
(n=963), the specific indication of the Cameroonian province of origin was required. In terms 
of the existing research into tourism in Cameroon generally, domestic tourism is seen as a 
key sector, owing to the limited number of international tourist arrivals that the country 
receives (Kimbu & Ngoasong, 2013; Kimbu & Tichaawa, 2018; Tichaawa, 2017). In 
particular, the authors argue that, for the extent of tourism to grow in the country, more effort 
should be exerted in improving the current domestic market, while also considering the 
increase in international visitor numbers in the long term. The findings in the above respect 
revealed that the majority of the surveyed attendees originated from the South-West (21.8%) 
and the North-West (20.4%) provinces, respectively (see Table 7.9 below). Other provinces, 
including those of the West (9.9%), the Littoral (9.1%), the Centre (8.2%), and the East 
(7.0%), made up the rest of the sample. Minorities were also present from such provinces as 
Adamawa (2.5%), the South (2.4%), the North (1.6%), and the Extreme North (1.3%). 
However, a notable percentage of the respondents (15.8%) indicated that the question was not 
applicable to them, presumably because, at the time of the interview, they were in their 
province of residence, and, therefore, did not see the need to say so. 
 
Table 7.9: Respondents’ origin by province (n=963, in %) 
Province (if respondent Cameroonian) Total (n=963) 
South-West 21.8 
North-West 20.4 
Not applicable 15.8 
West 9.9 
Littoral 9.1 
Centre 8.2 
East 7.0 
Adamawa 2.5 
South 2.4 
North 1.6 
Extreme North 1.3 
 
7.3.1.2 Origin of the international attendees 
According to Bob and Swart (2010), sport tourism events are often used by cities to promote 
the available national and local tourism products and offerings among the visitors. 
Accordingly, sport tourists are seen as being a strategic target, owing to their enthusiastic 
devotion to sport, and, thus, their assumed willingness to commit their resources to travelling 
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long distances for their consumption (Smith & Stewart, 2007). Whereas sport is the primary 
reason for travelling to faraway places, tourism stands to be a major beneficiary of such travel 
because, when not engaging in the sport event(s) concerned, the visitors can be encouraged to 
engage in other activities in support of tourism (Nyikana & Tichaawa, 2018a). Against such a 
background, the attendees from beyond the borders of Cameroon were required to indicate 
their country of origin. The majority of those who were international visitors to the country 
(n=223) came from other African states, like Nigeria (24%), Mali (18.5%), South Africa 
(9.7%), Zimbabwe (9.7%), and Kenya (9.4%) (see Table 7.10 below). Attendees were also 
present from countries like Egypt (6.3%) and Ghana (5.6%), as well as other regional 
countries. The findings, while generally unsurprising in relation to the nature of the events in 
question, augured well for regional tourism, and for the associated developmental 
opportunities.  
 
Non-African nations were also represented among the sampled attendees, with the nations 
concerned being the United States of America (USA) (2.4%), China (2.4%), Canada (1.6%), 
and Germany (1.6%), as can be seen in Table 7.10 below. The attendees concerned typically 
made up the long-haul sport tourists, and, therefore, presented an opportunity for the earlier 
mentioned enhancement of the currently poor international visitor numbers in Cameroon. The 
initiative, in the above respect, rests on the relevant authorities involved, both in terms of the 
endeavours to ensure maximum satisfaction during the events, and in terms of ensuring repeat 
visitation through improved marketing efforts that bring such sport tourists back to the 
destinations concerned. 
Table 7.10: Country of origin of international attendees (n=223, in %) 
Country of origin Total (n=223) 
Nigeria 24.0 
Mali 18.5 
South Africa 9.7 
Zimbabwe 9.7 
Kenya 9.4 
Egypt 6.3 
Ghana 5.6 
United States of America 2.4 
China 2.4 
Namibia 2.4 
Senegal 2.4 
Togo 2.4 
Canada 1.6 
Congo Brazzaville 1.6 
Germany 1.6 
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7.3.2 Types of sports event attendee  
Having ascertained the country and provinces of origin of the respondents, the next question 
was based on the nature of their stay at the destination concerned. The above related to 
whether they were day visitors or local residents, or whether they had actually stayed 
overnight at the destinations where the events took place. According to some scholars (Jones, 
2008; Nyikana & Tichaawa, 2018b; Nyikana et al., 2014), sport tourism events tend to attract 
a mixture of local community members, day trippers from nearby destinations, who are 
attracted by the sport on offer for the day, casual attendees. who might not be at the sport 
event as their primary reason for being there, and avid sport tourists, who travel far distances 
to come to watch the spectacle on offer, and who, most likely, sleep at least a night at the 
destination involved.  
 
The results obtained in the above regard are presented in Table 7.11 below. Once more, the 
results were found to be unsurprising, in that the majority of the attendees (49.3%) were local 
Cameroonian residents. Other than the above, those who were day visitors at the event (i.e. 
excursionists from neighbouring countries) (23.4%) and those who were tourists (i.e. who 
stayed overnight at the destination) (27.3%) were roughly similar in percentage. The latter 
two results can be explained on the basis that Cameroon and Nigeria, for example, adjoin 
each other, and, as such, it could be relatively easy for someone from Nigeria to attend an 
event as an excursion and then return to Nigeria. Moreover, the presence of the international 
visitors from many other countries would also mean the likelihood of frequent travelling from 
one host destination to another (especially in the context of the Women AFCON event), as 
excursionists, or of, alternatively, staying overnight at an accommodation establishment.  
 
Table 7.11: Respondents’ nature of stay at destination (n=1186, in %) 
Type of visit Total (n=1186) 
Local resident where the event was being held (i.e. a 
Cameroonian) 
49.3 
Overnight visitor/tourist  27.3 
Day-tripper/excursionist 23.4 
 
7.3.3 Group and travel dynamics of sport tourists 
Sport tourism attendees often choose a particular destination on the basis of what it has to 
offer, besides just the event itself (Hagen, 2008; Nyikana & Tichaawa, 2018b). The above 
includes examining such aspects as the accessibility of the destination, the climate, diversity 
in terms of the overall offering, and, most importantly, for the current context, the 
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complementary activities that could be engaged in outside of the present sport event itself 
(Han et al., 2015; Kim & Chalip, 2004; Nyikana & Tichaawa, 2018a; Nyikana et al., 2014; 
Priporas, Vassiliadis, Stylos & Fotiadis, 2018; Smith & Stewart, 2007; Walmsey, 2008). In 
earlier writings, Hagen (2008) argues that, in the above-mentioned sense, sport tourism event 
attendees should be seen not only as event consumers alone, but rather as destination 
consumers, as well. Often, such additional aspects to the sport event are activities in which 
those who have accompanied the avid attendees engage, while the attendees are at the 
stadium or in the event space where the primary event is being staged. Against such a 
background, examining the group and travel dynamics of sport tourists becomes important, 
especially within the context of Cameroon, as is argued throughout the current thesis. 
 
Much like the aforementioned studies found, in the present study a notable majority of the 
respondents (71.2%) indicated that they had come to the event with others who, at the time of 
the interview, were not participating in the event, but who had, rather, gone somewhere else 
to participate in other activities, as can be seen in Table 7.12 below. The other respondents 
(28.8%) had not come to the event destination with others, implying that they were, anyway, 
alone in visiting the event destination. 
 
Table 7.12: Respondents’ visiting with others not participating in the event (n=1186, in %) 
Response Total (n=1186) 
Yes 71.2 
No 28.8 
 
7.3.3.1 Group composition 
The respondents were next asked to indicate the nature of the composition of the groups with 
whom they travelled. In the above respect, the findings obtained, which depicted in Table 
7.13 below, reveal that the majority of the attendees (29.0%) attended the events with friends, 
closely followed by those who attended the event alone (27.2). Other prominent group 
compositions were those consisting either of a combination of friends and family (13.5%), or 
exclusively of family members (12.7%). When combining the friends and family dynamics, 
the vast majority of the respondents (55.2%) could be seen to have been there with friends 
and relatives. The above would support the notion, in some academic circles, that attending 
sport events, much as in the case of the taking of other vacations, presents an opportunity to 
spend quality time with close social circles, like those consisting of friends and relatives 
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(Egresi & Kara, 2014; Florek et al., 2008; Nyikana & Tichaawa, 2018b; Smith & Stewart, 
2007). 
 
Besides the above-mentioned groups, some of the attendees who travelled to the sports events 
did so as part of a wider school group (6.9%), or as business associates (6.9%). Some people 
also formed part of a tour group (3.8%) that was present at the event spaces, perhaps being 
linked to specific fan groups who travelled to support particular teams as cheerleaders. 
 
 
Table 7.13: Respondents’ group composition (n=1186, in %) 
Response Total (n=1186) 
Friends 29.0 
Not applicable (i.e. alone) 27.2 
Both friends and family 13.5 
Family 12.7 
School group 6.9 
Business associates 6.9 
Tour group 3.8 
 
7.4 Respondents’ general understanding of the nature of sport tourism 
According to some commentators (Getz, 2013; González-Garcia et al., 2018; Nyikana & 
Tichaawa, 2018b; Tichaawa et al., 2018; Walker et al., 2013), the increased popularity of 
global sport, as well as the rapid development of world tourism, has resulted in due 
recognition of the relevance of sport tourism as a form of tourism that many governments can 
investigate as a developmental tool. Tichaawa et al. (2018) assert that the increasing amount 
of attention that is being paid to sport tourism in the African world should be accompanied by 
extensive research around the many dynamics posed by the niche sector on the continent, 
especially by those areas in sub-Saharan Africa that previously neglected such an aspect. In 
the above regard, an analysis of such aspects as impacts, the understanding of the concept, as 
well as the type of sport tourists who engage in the event activity cannot be overstated 
(Nyikana & Tichaawa, 2018b). Florek et al. (2008) suggest that an example of such would be 
the understanding of sport tourism event attendees, both from a sport perspective and from a 
tourism perspective, which, ultimately, would assist in being able to classify them 
accordingly. In the current section therefore, an analysis of the level of understanding of sport 
tourism among the event attendees was conducted.  
 
The first question in the above regard was aimed at measuring, or rating, the level of 
understanding among the attendees about sport tourism. A scale of 1 to 5 was used, ranging 
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from ‘very poor’ through to ‘very good’. The results indicate that a combined majority of the 
attendees (48.2%) rated their understanding as ‘good’ or ‘very good’. Only 16.2% of the 
attendees said that they had only a ‘poor’ or ‘very poor’ understanding of what sport tourism 
is. Besides the above, a notable number (35.6%) rated their understanding of the concept as 
average, as can be seen in Table 7.14 below. 
 
Table 7.14: Respondents’ level of understanding of sport tourism (n=1186, in %) 
Level of understanding Total (n=1186) 
Very good 16.6 
Good 31.6 
Average 35.6 
Poor 8.7 
Very poor 7.5 
 
In an additional attempt to establish an understanding of the nature of sport tourism, the 
respondents were next provided with a range of statements regarding the relationship between 
sport and tourism, to which they were required to indicate ‘yes’ or ‘no’ based, on their 
(dis)agreement with the statements provided. The findings, which are shown in Table 7.15 
below, are discussed further below the table.  
 
Table 7.15: Respondents’ perceptions of the relationship between sport and tourism (n=1186, 
in %) 
Statement Yes No 
Sport helps boost the levels of tourism in the local area 17.2 82.8 
Sport cannot prosper in the absence of tourists 52.5 47.5 
Sport and tourism are two separate activities that cannot be combined 42.1 57.9 
Sport events like this one can be used to bring additional tourists into the 
area 
85.5 14.5 
Sport events can help publicise the local areas 83.0 17.0 
Sport and tourism are equally dependent on each other 61.5 38.5 
Tourism needs sport, so as to attract increased visitor numbers to an area 69.9 30.1 
Tourism brings additional people to sport events 69.1 30.9 
Tourism can help raise the profile of smaller sports events 79.1 20.9 
Holding sport events like this one is a form of tourism, because people 
travel to attend them 
88.1 11.9 
 
7.4.1 Sport helps boost the levels of tourism in the local area 
Some scholars have suggested that sport can be an effective vehicle for the revival of tourism 
in the local areas (Bouhaouala, 2015; Briedenhann, 2011; Gibson et al., 2012; Hemmonsbey 
& Tichaawa, 2018, 2019; Odounga-Othy & Swart, 2016; Presenza & Iocca, 2012; Radicchi, 
2013; Swart et al., 2018). In fact, in those areas whose economy, especially in terms of 
157 
 
tourism’s contribution to it, have been ailing and declining, sport has sometimes been 
considered as the tool required for injecting the rejuvenation impetus (Gibson et al., 2012; 
Presenza & Iocca, 2012; Swart et al., 2018). The ability of sport to serve tourism in the local 
areas prompted the inquiry within the present study regarding sport’s potential to help boost 
the levels of tourism in Cameroon’s local areas. Particularly important in the above respect is 
the fact that some scholars on tourism in such a context (see Kimbu, 2012; Kimbu & 
Ngoasong, 2013; Tichaawa & Kimbu, 2019; Tichaawa, 2017; Tichaawa et al., 2018) have 
criticised the lack of effective development of local tourism, resulting in disappointing 
performances. 
 
Surprisingly, regarding the ability of sport to assist in boosting the levels of tourism in the 
local areas, the respondents were very pessimistic, with an overwhelming majority of them 
(82.8%) not being of such a view. The above is in spite of the existing literature arguing that 
sport is a tool that can be used to attract tourists to the local areas (Bouhaouala, 2015; Gibson 
et al., 2012; Nyikana et al., 2014; Presenza & Iocca, 2012; Radicchi, 2013). However, the 
above view, when it is read together with the others described in the next few subsections, is 
justified by the feeling that, perhaps, sport generally has no direct implication for tourism, but 
that (particularly major) sports events like football matches and marathons do. The notion 
also became apparent in the qualitative interviews, in which many of the interviewed officials 
indicated that, in Cameroon, sport can boost the levels of tourism, particularly in terms of the 
sports events that have much appeal for a large number of people. For example, an official 
from the Ministry of Sport and Physical Education said:  
 
Normally, when there is a sport competition, like an international football match, people 
will come for the football, but on days when they are not playing and watching football, 
they have to eat and go to the markets. They will also travel around to discover things 
that are not the same as those at [i.e. in] their [own] country. That way, sport has helped 
tourism in a way (R5). 
 
The above response, therefore, suggests that sport, generally, might not necessarily help boost 
the levels of tourism, but, rather, a specific sport event, like an international football match or 
competition, could do so. Another key informant, who was involved in sport sponsorship in 
Cameroon, was critical of the strategy using sport to promote tourism, saying: 
 
In terms of sport contributing to the development of tourism in a country like Cameroon, 
I think we are not doing it right. Sport, especially football, can be a key asset for the 
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development of tourism in Cameroon, like it was in places like South Africa and Brazil, 
but here it has not been used. Cameroon is probably the biggest football nation in Africa, 
but what has been done to include tourism aspects, like building a football museum of 
our past achievements? We have not tapped into this … so what else can we offer people 
when they come? Nothing (R1). 
 
Conversely, a senior official in the Ministry of Tourism and Leisure declared an inability to 
grasp the concept of how sport can promote tourism, this stating: “Well I don’t know how 
sport can promote tourism, I do not work there.” 
 
Such a response is particularly concerning, and further points to the weak interrelationship 
that exists between the two domains in Cameroon. Nonetheless, the responses show that there 
is some potential for sport to be used as a tool to ignite tourism in Cameroon. However, the 
general consensus is that such can only be achieved through the hosting of major sports 
events. Currently, though, there seems to be a lack of initiatives that are geared to achieving 
the above, especially linked to the systematic planning for, and the management of, the 
existing major events that are held in the country. 
 
7.4.2 Sport cannot prosper in the absence of tourists 
The literature review highlighted that the parallel growth trajectory experienced by both the 
sport and the tourism industries has meant that the two tend to coexist and frequently overlap 
(Gammon et al., 2017; Hinch et al., 2016; Kennelly & Toohey, 2014; Travassos, 2008; 
Uvinha et al., 2018; Weed, 2003; Weed & Bull, 2009). However, in some destinations, 
especially those in the developing country context, the two industries are often seen as being 
simply an accidental overlap, with each one being seen as totally independent of the other. 
Against such a backdrop, the attendees were presented with the statement: ‘sport cannot 
prosper in the absence of tourists’. Interestingly, though, in response to the statement, the 
results were closely split between those who agreed (52.5%) and those who opposed (47.5%) 
the matter, implying that sport could succeed without tourism. Such a split finding could also 
be read in line with the general observations made by some authors, who indicate that, often, 
sport and tourism are simply seen as occasionally overlapping in some areas, and not as 
mutually beneficial sectors (Kennelly & Toohey, 2014; Nyikana & Tichaawa, 2018c; Swart 
& Bob, 2007; Weed, 2003).  
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In the interviews that were conducted with the key informants, such a weakness in the 
relationship between sport and tourism was also highlighted, especially in relation to the 
tourism stakeholders criticising their sport counterparts. They were of the view that the 
relationship generally exists between tourism and sport, but that the application of the 
relationship to the practical activities of their daily routines, respectively. was lacking. An 
example was given regarding the 2016 Women’s AFCON, in which they felt that they should 
have been involved, especially in terms of the planning and organising, but that they were 
generally excluded by their sport counterparts. The specific criticism was that the 
stakeholders from sport were more concerned with making all the visiting teams feel 
comfortable and ready for the event in terms of the games, and thus failing to consider what 
would happen on the days when no games took place. In the above regard, they felt that they 
could have come in handy in ensuring that they filled such a gap, by means of putting in 
place certain activities that could respond both to the needs of the sport tourists, as well as to 
the needs of the destinations hosting them, in relation to the leveraging opportunities obtained 
therefrom. As one tourism stakeholder indicated: 
 
Sport plays an important part in tourism – the two are really related. The problem, 
however, comes in the specific application of the relation[ship], because the planning and 
organising of sport tourism in Cameroon is very disconnected, and [it is] really not linked 
as it should be. For example, the organisers of the [2016] Women’s AFCON were aware 
that they needed to bring [about the realisation that] tourism [w]as one of the main 
partners in the organisation, but they did not do that. [The above is so] especially because 
the planning should be done at local and provincial levels, because these are the people 
who have good ideas and [the] knowledge of what could be done on non-event days 
(R2). 
 
The above-mentioned views point to a lack of collaboration, and, thus, to a shifting of blame 
in terms of the responsibilities concerned, especially in relation to taking the initiative around 
the planning and organisation of sport tourism events in Cameroon. 
 
7.4.3 Sport and tourism are two separate activities that cannot be combined 
In a follow-up to the above statement, the attendees were requested to comment on a 
statement regarding sport and tourism being two separate activities that cannot be combined. 
The results, in the above regard, were also relatively split, with the majority of the 
respondents (57.9%) indicating that they thought that the two could be combined, as opposed 
to those who felt that they were separate (42.1%). The indecisive nature of the results 
presented a similar observation to the one above, in relation to which it can be argued that, 
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especially in the context of the African continent, sport and tourism are often developed 
separately from each other, and, thus, those participating in either activity have reservations 
regarding their potential collaboration. Nonetheless, many of the respondents (57.9%) 
regarded such separation as needing to be replaced with collaboration. 
 
In contrast, a key informant, who operates as a tour guide, said: 
 
I really don’t see any direct relationship between sport and tourism in Cameroon … 
Logically, there should be a relationship, but, because of the nature of our government, 
there is no relationship. The two sectors are acted out [i.e. managed] individually, as 
different things (R9). 
 
The above notion was disappointing, when considering that the person concerned operated as 
a tour guide, and, thus, should have been one of the industry stakeholders with a positive 
outlook towards collaboration between sport and tourism in Cameroon. However, as 
highlighted in the response, part of the challenge, at the time of the current study, was that the 
government planned for, and managed, the tourism and sport sectors separately from each 
other, which further exacerbated the disconnect between the two. Another respondent had the 
following to say about the present situation: 
 
Under normal circumstances, sport and tourism should be working together, instead of 
[in] the opposite direction. But, in reality, at the end of the day, each one reports to their 
own hierarchy, and they don’t work as they are supposed to. But, if you think beyond 
this, sport tourists need lodging, additional facilities, leisure attractions and other 
attractions, which all form part of the tourism part of the economy. But the issue is that 
those in sport, like some of the general population, have this impression that, when we 
are talking about tourists, we are only imagining white people with big bags climbing up 
a mountain, going to a place that normal people do not normally go to (R10). 
 
Once more, the above findings reveal that, while there is acknowledgement of the fact that a 
relationship does exist between sport and tourism, very little is actively done to promote and 
enhance the relationship. The issue cuts across the lack of collaboration and cooperation from 
the two ministries involved, right through to the general attitudes prevailing among the 
citizens, as was revealed by the attendees, as well. 
 
7.4.4 Sport events like this one can be used to bring additional tourists into the area 
According to Tichaawa et al. (2018), sport events are a useful tool for attracting tourists to a 
destination, who, otherwise, might not have visited it, were it not for the particular event 
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taking place there. Gibson et al. (2012) also confirm that many of the local areas that have, 
historically, struggled to attract tourists, have a better chance of doing so with the hosting of 
post-event activities than they might otherwise have had. When the respondents in the current 
study were asked about the potential of specific events to bring additional tourists to the 
respective hosting areas than visited them in the past, an overwhelming majority (85.5%) 
agreed that the events could be used to bring additional tourists, as opposed to those who 
disagreed with the idea (14.5%). The finding was backed up by a key informant from an 
NGO who was involved with sport promotion in Cameroon, who said: 
 
There is a close relationship between sport and tourism, because there are many 
opportunities in the tourism sector that are yet to be explored in Cameroon, where sport 
can help local tourism … the issue is that the government doesn’t have enough time to do 
everything alone. They need to involve others, like private businesses, in the two sectors 
and NGOs, so that we all work towards this (R11). 
 
From the above quotation, it is evident that the importance of sport is widely acknowledged 
to boost tourism, especially in the local areas, by means of attracting tourists to the areas. 
However, the challenge that was highlighted by the key informant interviewee concerned was 
that collaboration between all the relevant stakeholders was still largely lacking, resulting in 
the positive results that could emerge from such cooperation not being realised.  
 
7.4.5 Sport events can help publicise the local areas 
According to Pinson (2017), sport events are continuously being used as a catalyst for 
tourism development, and for the promotion of the local areas as prospective tourism 
destinations. Some researchers note that the adoption of such event-orientated strategies, 
particularly when they are linked with sport tourism event hosting, serve as a strategic tool 
for the publicising of the local areas, with many public officials believing that sport events 
can serve as a tool for LED, in particular (Gibson et al., 2012; Misener & Mason, 2006; 
Pinson, 2017; Radicchi, 2013; Tichaawa et al., 2018). In fact, some scholars have highlighted 
how sport tourism’s impact, in terms of serving to stimulate the upgrading of sporting and 
transport infrastructure in the local communities, has also helped publicise the local areas, 
generally (Gibson et al., 2012; Presenza & Iocca, 2012; Radicchi, 2013). However, for the 
above to be possible, specific focus must be placed on the local unique features, such as the 
local identity of the destination in question, as well as its unique features (Pinson, 2017). 
Against such a setting, the respondents in the current study were required to provide their 
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views on the ability of sport events, in particular, to help publicise the local areas. The 
findings made regarding the statement concerned confirmed that the narratives raised above 
from an overwhelming majority of the attendees (83%) suggested that sport events can prove 
to be a useful tool for helping to publicise the local areas in Cameroon. Only 17% of the 
interviewed attendees disagreed with the notion. 
 
7.4.6 Sport and tourism are equally dependent on each other 
Tichaawa et al. (2015) suggest that sport tourism encourages development in the specific 
national areas of economic growth and destination profiling. Thus, its importance as a sector 
for many destination development plans cannot be overemphasised. The growth that the 
sector has experienced in recent times has meant that, more frequently than before, the 
mutually beneficial nature of sport and tourism, and the subsequent positive results from their 
overlapping, have become increasingly visible (Fourie & Santana-Gallego, 2012; Kennelly & 
Toohey, 2014). The above suggests that the two are not only beneficial to one another, but 
that, to a certain extent, they can be considered to depend on each other in specific 
circumstances and contexts. Resultantly, in the present study, the findings regarding the equal 
dependence of the two sectors on each other reveal that there were mixed feelings in the 
above regard, with many of the attendees confirming that sport and tourism were equally 
dependent on each other (61.5%), as opposed to those who opposed the view (38.5%). The 
interviews that were held with the key stakeholders, regarding sport and tourism generally, 
pointed to a mixed outlook on the relationship between the two sectors involved. In 
particular, the view was that, in an ideal setting, sport and tourism should be mutually 
beneficial, and, thus, planned and managed as such. However, the red tape and the centralised 
nature of decision-making in the government inhibited the above, and, thus, resulted in sport 
and tourism being independent of one another, with very limited interactions existing among 
those involved in each sector. 
 
7.4.7 Tourism needs sport, so as to attract increased visitor numbers to an area 
The significant amount of growth experienced by sports in the global context has resulted in 
benefits for tourism, because many people travel to participate in sports activities (Getz, 
2013; Tichaawa et al., 2018; Walker et al., 2013). Given how tourism, generally, is expected 
to contribute effectively to LED in many destinations, especially through socio-economic 
benefits, like employment creation, infrastructure development and improved destination 
image, among others, sport is seen as an important tool that can bring about an influx into the 
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local areas, thereby triggering the provision of such benefits (Briedenhann, 2011; Gibson et 
al., 2012; Odounga-Othy & Swart, 2016). The next statement, therefore, sought to determine 
the levels of agreement regarding the tourism industry needing sport to help boost visitor 
numbers locally. Regarding the statement concerned, more attendees (69.9%) agreed with it 
than disagreed with it (30.1%). In the interviews, such uncertainty was also evident, as, while 
some stakeholders were of the view that tourism required sport to supply masses of visitors to 
the local areas, others were of the view that doing so was impossible, given that little 
interaction and purposeful planning was directed towards such a goal. In particular, the 
interviewees raised issues about the two sectors being separately funded, and, thus, evaluated 
individually, which made it futile to attempt to work together, in terms of trying to manage 
sport in such a way that it effectively increased the number of visitors to specific ‘tourism’ 
sites in the local areas. 
 
7.4.8 Tourism brings additional people to sport events 
Research into sport tourists and sport tourism event attendees, particularly, reveals that while, 
for some, sport is the main reason for visiting, some visit a destination mainly for leisure 
tourism purposes, but add a trip to a sports event as a complementary activity, thus adding 
numbers to the event (Florek et al., 2008; Jones, 2008; Smith & Stewart, 2007). Moreover, 
besides the avid fans of sport, certain others travel to stadiums for the feel of the atmosphere 
created there, especially in terms of those accompanying the avid sport fans (Richelieu, 
2018). In the above sense, tourism generally provides an injection of increased attendance to 
sports events that can contribute to sport’s development, generally. In the present study, when 
the attendees were required to indicate whether or not they supported the statement relating to 
tourism contributing to sport through increasing the overall numbers of attendees present, the 
findings revealed that the majority of the respondents (69.1%) supported the view. However, 
a notable number of the attendees (30.9%) opposed the statement, expressing a feeling that 
tourism did not necessarily bring additional people to attend sport-related activities. The 
above further highlights the continued weakness of the relationship existing between sport 
and tourism within the context of Cameroon’s economy. 
 
7.4.9 Tourism can help raise the profile of relatively small sports events 
Increasing the numbers of tourists can benefit the profile of smaller sports events, and those 
that might otherwise be relatively insignificant. In the above regard, an overwhelming 
majority of the attendees (79.1%) felt that tourism could assist in raising the profile of smaller 
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sports events in Cameroon, whereas a few (20.9%) opposed the idea. Gibson et al. (2012) 
suggest that some areas, while they are not adequately prepared to host major-scale events, 
should consider building their profile, by means of hosting recurring smaller-scale events. 
Such events could, then, be included in a strategic portfolio of events for the respective 
destinations, which would give them enough practice in events management, such that they 
could, in future, host the large-scale events (Hemmonsbey & Tichaawa, 2018). In the above 
respect, while not necessarily being the case conclusively, Cameroon could benefit from 
having such a portfolio of events, which, in time, as the development around tourism 
generally also takes off, the profile of the events could also be boosted by means of the 
increased tourism arrivals, leading to the hosting of bigger sports events than before. 
 
7.4.10 Holding sport events like this one is a form of tourism, because people travel to 
attend them 
In relation to the specific events at which the attendees were interviewed being a form of 
tourism, owing to the fact that people travelled to attend them, the results revealed that an 
overwhelming majority of the attendees (88.1%) agreed with the statement made. In the 
above regard, generally, the attendees seemed to have a reasonably good appreciation of the 
relationship existing between tourism and sport, barring the nuances that emerged around 
certain statements. The above-mentioned sentiment was also mirrored in the responses 
received in the key informant interviews, as, generally, the feeling was expressed that sport 
and tourism are related, with the relationship concerned not having yet been fully exploited in 
the Cameroonian setting. An official from the Ministry of Tourism and Leisure summed up 
the perception in saying: “The relationship between sport and tourism in Cameroon is there. 
Currently, it goes to a particular extent … but it is not fully used as it is supposed to be” (R3). 
 
So, while acknowledging that the sports events were a form of tourism, because they 
triggered travelling, issues were still present concerning the ability of capitalising on the 
situation, especially on the part of the government, as was highlighted in the interviews. The 
above resulted in a ‘missed opportunity’ for the integration of sport tourism into 
developmental initiatives, especially for the local areas in the country.  
 
7.5 The association of sport and tourism set in context 
Having measured the general understanding of the relationship between sport and tourism 
among the attendees, the next measurement of understanding that was conducted related to 
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the perceived association between sport and tourism among the attendees. Such was done by 
means of conducting a Chi-squared test of independence (with Fischer’s exact test), so as to 
measure such an association between the two, using the statements given above. As was 
previously mentioned, the statements had two options from which the respondents could 
choose, being ‘yes’ or ‘no’. According to Bryman, Bell, Hirschsohn, Dos Santon, Du Toit, 
Masenge, Van Aardt and Wagner (2014), the Chi-squared test is used to establish how 
confident the researcher can be that a relationship, or association, exists between two nominal 
variables. Pallant (2007) notes that a test of this nature is used when the relationships between 
two categorical variables are tested. Field (2009) states that the procedure is normally 
employed using 2 × 2 contingency tables (i.e. with two variables each, giving two options) 
and with smaller samples, as well as with larger contingency tables and large samples. In the 
above regard, the effect size was measured by means of the phi coefficient, which is a 
correlation coefficient with values between 0 and 1. Cohen’s criteria state that a value of less 
than 0.3 indicates a small-effect size, while a value of between 0.3 and 0.5 indicates a 
medium-effect size, and, lastly, a value greater than 0.5 indicates a large-effect size (Pallant, 
2007). 
 
The statements from the questionnaire (Appendix A) about sport were tested for their 
association with statements about tourism in the same way as shown below. 
 
7.5.1 Sport helps boost the levels of tourism in the local area 
The perceived relationship between sport and tourism was tested by applying the Chi-squared 
test and Cohen’s criteria to the following statements in relation to sport helping to boost the 
levels of tourism in the local area: tourism needs sport, so as to attract increased visitor 
numbers to an area; tourism brings additional people to sport events; tourism can help raise 
the profile of smaller sports events; and holding sports events like this one is a form of 
tourism, because people travel to attend them. The findings made are discussed below. 
 
7.5.1.1 Tourism needs sport, so as to attract increased visitor numbers to an area 
As can be seen in Table 7.16 further down, the test indicated a significant association 
between ‘tourism needs sport, so as to attract increased visitor numbers to an area’ and ‘sport 
helps boost the levels of tourism in the local area’, with ρ<0.000. However, the phi 
coefficient score was 0.193, thus indicating a small effect in terms of the association. The 
above implies that the proportion of attendees who gave the same answer (Yes/Yes or 
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No/No) to both statements was significantly different from that of those who gave different 
answers (Yes/No) to the two statements. Ultimately, the findings show an association 
between sport and tourism in the context of the two statements, with ‘sport helps boost the 
levels of tourism in the local area’ and ‘tourism needs sport, so as to attract increased visitor 
numbers to an area'. The findings concerned affirm what the existing literature suggests, 
being that, in many destinations, sports, especially major and mega-events, have frequently 
been used to boost the visitor numbers attracted to a destination (Nyikana et al., 2014). In the 
above regard, and in the context of Cameroon, sport can be used as a tool for advancing and 
fast-tracking tourism, and, more importantly, to boost visitor numbers on both the domestic 
and international front, as suggested by Nyikana and Tichaawa (2018c). 
 
7.5.1.2 Tourism brings additional people to sports events 
Several authors (Jones, 2008; Nyikana & Tichaawa, 2018b; Smith & Stewart, 2007) have 
suggested that some tourists travel to destinations for many other reasons, but, once they are 
at the destination, they tend to attend the sport tourism events that are on offer. In the context 
of the present study, the above implies that tourism can, therefore, play a hand in increasing 
the numbers of people at sports events in Cameroon. In the above regard, the test regarding 
the variable concerned also indicated a significant association between ‘tourism brings 
additional people to sport events’ and ‘sport helps boost the levels of tourism in the local 
area’, with ρ<0.000. The phi coefficient of 0.158, though, indicated a small effect, thereby 
suggesting that the proportion of respondents who gave the same answer (Yes/Yes or No/No) 
to both statements was significantly different to that of those who gave different answers 
(Yes/No) to the two statements involved. Clearly, an association between the two sectors 
exists in Cameroon, with the attendees noting an existing relationship and association. The 
result also points to the opportunity that, currently, exists in the country regarding the 
overlapping development interests between tourism and sport that can be exploited in future. 
 
7.5.1.3 Tourism can help raise the profile of smaller sports events 
In a similar test, aimed at determining the association between tourism bringing additional 
people to sports events, and tourism helping to raising the profile of the smaller sports events 
in Cameroon, the results were interesting. A significant association was found between 
‘tourism can help raise the profile of the smaller sports events’ and ‘sport helps boost the 
levels of tourism in the local area’, with the test yielding a score of ρ<0.000. Furthermore, the 
phi coefficient score was 0.331, indicating a medium effect. The above meant that the 
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proportion of respondents who gave the same answer (Yes/Yes or No/No) to both statements 
was significantly different from that of those who gave different answers (Yes/No) to the 
statements. Once more, the findings confirm what has been largely documented in the 
existing literature, namely that, tourism is seen as a contributor to the visitor numbers at 
sports events, and, as such, as bringing about an opportunity to grow the profile of the smaller 
sports events in terms of visitor numbers and interest. Given the recent endeavours by 
Cameroon to host major sports events, and the generally rich sporting culture in the country, 
a platform exists for the authorities to leverage tourism for the further enhancement of sport 
there, which might ultimately lead to the development of a vibrant sport tourism industry. 
 
7.5.1.4 Holding sports events like this one is a form of tourism, because people travel to 
attend them 
Expectedly, the test in this regard indicated a significant association between the holding of 
sport events like the one at which the respondents were interviewed as a form of tourism, on 
the basis that people travel to attend them, and ‘sport helps boost the levels of tourism in the 
local area’, with a ρ value of p<0.000. The phi coefficient, however, indicated a small effect, 
scoring 0.260, meaning that the proportion of those who gave the same answer (Yes/Yes or 
No/No) to both statements was significantly different from that of those who gave different 
answers (Yes/No) to the two statements. Once more, it can be seen that there is an 
acknowledged association of sport and tourism, and a related overlap between the two, within 
the Cameroonian context, so that there is potential for their further mutual development. 
 
Table 7.16: Sport tourism helps boost the levels of tourism in the local area (Fischer’s exact test) 
Statements Fischer’s exact 
test P-value 
Phi 
coefficient 
Tourism needs sport, so as to attract increased visitor numbers to 
an area 
0.000 0.193 
Tourism brings additional people to sport events 0.000 0.158 
Tourism can help raise the profile of smaller sports events 0.000 0.331 
Holding sport events like this one is a form of tourism, because 
people travel to attend them 
0.000 0.260 
 
7.5.2 Sport cannot prosper in the absence of tourists 
The perceived relationship between sport and tourism was tested by applying the Chi-squared 
test and Cohen’s criteria to the following statements in relation to sport being unable to 
prosper in the absence of tourists consisted of: tourism needs sport, so as to attract increased 
visitor numbers to an area; tourism brings additional people to sports events; tourism can help 
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raise the profile of smaller sports events; and holding sports events like this one is a form of 
tourism, because people travel to attend them. The findings made are discussed below. 
 
7.5.2.1 Tourism needs sport, so as to attract increased visitor numbers to an area 
When testing the relationship concerned, the test indicated no significant association between 
‘tourism needs sport, so as to attract increased visitor numbers to an area’ and ‘sport cannot 
prosper in the absence of tourists’, with a score of ρ<0.092. The phi coefficient of 0.066 
indicated a small effect, meaning that the proportion of respondents who gave the same 
answer (Yes/Yes or No/No) to both statements was not significantly different from that of 
that of those who gave different answers (Yes/No) to the two statements. In other words, and 
as was shown in the preceding section, the respondents did not necessarily associate sport and 
tourism in relation to the two statements, probably on the basis that they had earlier indicated 
that sport could grow without, necessarily, receiving help from tourism. 
 
7.5.2.2 Tourism brings additional people to sports events 
Unlike the above, the test in the above regard indicated a significant association between 
tourism bringing additional people to sport events, and sport not being able to prosper in the 
absence of tourists, with ρ<0.000. With regards to the phi coefficient, a small effect was 
indicated by the score of 0.147, meaning that the proportion of respondents who gave the 
same answer (Yes/Yes or No/No) to both statements was significantly different from that of 
those who gave different answers (Yes/No) to the statements. In other words, the respondents 
largely felt that, whereas sport might be able to prosper without, necessarily, having the help 
of tourism, the existence of tourism in the destinations where sport occurs certainly plays a 
role in sport development, because tourism brings additional people to the events. Indeed, 
prior research studies that have been conducted (see Nyikana et al., 2014; Taks et al., 2009) 
have shown that, at times, those who travel to a destination for other tourism reasons, might, 
in turn, seek to participate, particularly through spectating, in the existing sport tourism 
events at the destination. 
 
7.5.2.3 Tourism can help raise the profile of smaller sports events 
When testing for an association between the statements that relate to tourism assisting to raise 
the profile of the smaller sports events, and sport being unable to prosper in the absence of 
tourism, the test indicated no significant association between the two, scoring ρ<0.107. The 
phi coefficient was 0.063, meaning a small effect, thus implying that the proportion of those 
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who gave the same answer (Yes/Yes or No/No) to both statements was not significantly 
different from that of those who gave different answers (Yes/No) to the two statements 
involved. Thus, while there is merit in, and acknowledgement of, the fact that tourism can 
assist in raising the profile of the smaller sports events in Cameroon, no direct association is 
present between sport and tourism where the two statements are concerned. 
 
7.5.2.4 Holding sport events like this one is a form of tourism, because people travel to 
attend them 
The test indicated no significant association between the statement ‘holding sport events like 
this one is a form of tourism, because people travel to attend them’ and sport not being able 
to prosper in the absence of tourists, with ρ<0.635. Moreover, the phi coefficient of 0.019 
showed a small effect, suggesting that the actual proportion of the attendees who gave the 
same answer (Yes/Yes or No/No) to both statements was not significantly different from that 
of those who gave different answers (Yes/No) to them. 
 
Table 7.17: Sport cannot prosper in the absence of tourists (Fischer’s exact test) 
Statements Fischer’s exact 
test P-value 
Phi 
coefficient 
Tourism needs sport, so as to attract increased visitor numbers to 
an area 
0.092 0.066 
Tourism brings additional people to sport events 0.000 0.147 
Tourism can help raise the profile of smaller sports events 0.107 0.063 
Holding sport events like this one is a form of tourism, because 
people travel to attend them 
0.635 0.019 
 
7.5.3 Sport and tourism are two separate activities that cannot be combined 
The perceived relationship between sport and tourism was tested by applying the Chi-squared 
test and Cohen’s criteria to the following statements in relation to sport and tourism being 
two separate activities that cannot be combined; tourism needs sport, so as to attract increased 
visitor numbers to an area; tourism brings additional people to sports events; tourism can help 
raise the profile of smaller sports events; and holding sports events like this one is a form of 
tourism, because people travel to attend them. The findings made are discussed below. 
 
7.5.3.1 Tourism needs sport, so as to attract increased visitor numbers to an area 
As illustrated in Table 7.18 further down, the test indicated a significant association between 
‘tourism needs sport, so as to attract increased visitor numbers to an area’ and the statement 
‘sport and tourism are two separate activities that cannot be combined’, scoring ρ<0.006. The 
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phi coefficient value was only 0.106, indicating a small effect. The above meant that the 
proportion of attendees who gave the same answer (Yes/Yes or No/No) to both statements 
was significantly different from that of those who gave different answers (Yes/No) to the two 
statements given. The findings imply that, while an association exists between the two 
statements regarding sport and tourism being interlinked, in Cameroon they currently are 
seen as two separate activities that cannot be combined. The above is despite the 
acknowledgement that, potentially, tourism needs sport to boost the visitor numbers. The 
finding was backed up by assertions made during the interviews with key sport and tourism 
stakeholders, who felt that the current political climate and setup did not allow for much 
collaboration between the ministries promoting sport and tourism, respectively. The situation 
was such, despite the obvious gains that could be made in relation to sport increasing the 
number of tourism arrivals, in particular. For example, a delegate from the Ministry of 
Tourism and Leisure summed up the present climate in the above regard by saying: 
 
Under normal circumstances, sport and tourism are supposed to work together, but, in 
reality, at the end of the day, they don’t work as they are supposed to … There are ideas 
that are shared at our own grassroots levels, but they will not go anywhere, because those 
with influence are people who sit there in high offices and plan for what is supposed to 
be implemented in future, without considering the realities in the field. So those who 
plan for tourism do so alone, and those who plan for sport do so alone – everything is 
centralised to the respective ministry (R3). 
 
7.5.3.2 Tourism brings additional people to sport events 
No significant association was found between tourism bringing additional people to sport 
events and sport and tourism being two separate activities that cannot be combined, with 
ρ<0.672. The phi coefficient 0.019 indicates a small effect. Therefore, the proportion of 
respondents who gave the same answer (Yes/Yes or No/No) to both statements was not 
significantly different from that of those who gave different answers (Yes/No) to the two 
statements. Much like the above finding, nuances of uncertainty were present regarding what 
was possible in relation to the interlinking of sport and tourism, and in terms of the reality of 
what was transpiring in Cameroon at the time of the study. 
 
7.5.3.3 Tourism can help raise the profile of smaller sports events 
The test conducted on tourism being able to help raise the profile of the smaller sports events 
and sport and tourism being two separate activities that cannot be combined revealed no 
significant association between the two, with a score of ρ=0.631. Additionally, the phi 
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coefficient was 0.022, indicating a small effect. The above meant that the proportion of 
respondents who gave the same answer (Yes/Yes or No/No) to both statements was not 
significantly different from that of those who gave different answers (Yes/No) to the two 
statements. 
 
7.5.3.4 Holding sport events like this one is a form of tourism, because people travel to 
attend them 
No significant association was found between the statements ‘holding sport events like this 
one is a form of tourism, because people travel to attend them’ and ‘sport and tourism are two 
separate activities that cannot be combined’, scoring ρ=0.400 in the test. The phi coefficient 
of 0.034 revealed a small effect, and, thus, it can be concluded that the proportion of the 
respondents who gave the same answer (Yes/Yes or No/No) to both statements was not 
significantly different from that of those who gave different answers (Yes/No) to both the 
statements. 
 
Table 7.18: Sport and tourism are two separate activities that cannot be combined (Fischer’s exact 
test) 
Statements Fischer’s exact 
test P-value 
Phi 
coefficient 
Tourism needs sport, so as to attract increased visitor numbers to 
an area 
0.006 0.106 
Tourism brings additional people to sport events 0.672 0.019 
Tourism can help raise the profile of smaller sports events 0.631 0.022 
Holding sport events like this one is a form of tourism, because 
people travel to attend them 
0.400 0.034 
 
7.5.4 Sport events like this one can be used to bring additional tourists into the area 
The perceived relationship between sport and tourism was tested by applying the Chi-squared 
test and Cohen’s criteria to the following statements in relation to sport events like this one 
having the ability to be used to bring additional tourists into the area; tourism needs sport, so 
as to attract increased visitor numbers to an area; tourism brings additional people to sports 
events; tourism can help raise the profile of smaller sports events; and holding sports events 
like this one is a form of tourism, because people travel to attend them. The findings made 
are discussed below. 
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7.5.4.1 Tourism needs sport, so as to attract increased visitor numbers to an area 
With regards to the relationship between sport events being used to bring additional tourists 
into an area and ‘tourism needs sport, so as to attract increased visitor numbers to an area’, 
the test yielded a significant association, as evidenced by the score of ρ=0.000. The above 
was further supported by the phi coefficient score of 0.303, which indicates a medium effect. 
Thus, the proportion of respondents who gave the same answer (Yes/Yes or No/No) to both 
statements was significantly different to that of those who gave different answers (Yes/No) to 
the two statements. In the above regard, a strong association between sport and tourism is 
noted. In particular, a general feeling was expressed that sport tourism events contribute 
significantly to visitor numbers at destinations in Cameroon.  
 
7.5.4.2 Tourism brings additional people to sport events 
The test indicated a significant association between ‘tourism needs sport, so as to attract 
increased visitor numbers to an area’ and sport events potentially being used to attract 
additional tourists to an area, with a score of ρ=0.000. The phi coefficient score was 0.202, 
indicating a small effect. The findings in the above regard suggest that the proportion of 
respondents who gave the same answer (Yes/Yes or No/No) to both statements was 
significantly different to that of those who gave different answers (Yes/No) to the two 
statements. Once more, it can be deduced from the above-mentioned context that there is a 
strong association between sport and tourism, with frequent overlaps, particularly at the 
practical level of the hosting of sport tourism events. As one official from the Ministry of 
Sport and Physical Education indicated, the linkage between sport and tourism in Cameroon 
is perceptible at a sport tourism attendance level: 
 
For me, I think sport and tourism should link. That is fundamental, because, despite the 
fact that, at higher levels, we tend to disassociate tourism and sports, sport is a big factor 
of tourism … this is because people travel to a destination with a competition, primarily 
for the competition, but they also come to discover other aspects of the host destination 
(R5). 
 
7.5.4.3 Tourism can help raise the profile of smaller sports events 
The test found a significant association between tourism being able to help raise the profile of 
the smaller sports events and sport events potentially being used to attract additional tourists 
to an area, with a score of ρ=0.000. The phi coefficient score of 0.164 indicated a small effect 
in the above regard, with the proportion of respondents who gave the same answer (Yes/Yes 
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or No/No) to both statements being significantly different to that of those who gave different 
answers (Yes/No) to the two statements. 
 
7.5.4.4 Holding sport events like this one is a form of tourism, because people travel to 
attend them 
The test indicated a significant association between the statements ‘holding sport events like 
this one is a form of tourism, because people travel to come and attend them’ and ‘sport 
events like this one can be used to bring additional tourists into the area’, with a score of 
ρ<0.000. The effect was medium in the above regard, as the phi coefficient value was 0.372. 
 
 
Table 7.19: Sport events like this one can be used to bring additional tourists into the area 
(Fischer’s exact test) 
Statements Fischer’s exact 
test P-value 
Phi 
coefficient 
Tourism needs sport, so as to attract increased visitor numbers to 
an area 
0.000 0.303 
Tourism brings additional people to sport events 0.000 0.202 
Tourism can help raise the profile of smaller sports events 0.000 0.164 
Holding sport events like this one is a form of tourism, because 
people travel to attend them 
0.000 0.372 
 
7.5.5 Sport events can help publicise the local areas 
The perceived relationship between sport and tourism was tested by applying the Chi-squared 
test and Cohen’s criteria to the following statements in relation to sport events helping to 
publicise the local areas; tourism needs sport, so as to attract increased visitor numbers to an 
area; tourism brings additional people to sports events; tourism can help raise the profile of 
smaller sports events; and holding sports events like this one is a form of tourism, because 
people travel to attend them. The findings made are discussed below. 
 
7.5.5.1 Tourism needs sport, so as to attract increased visitor numbers to an area 
The test indicated a significant association between ‘tourism needs sport, so as to attract 
increased visitor numbers to an area’ and sport events having the potential to help publicise 
the local areas, with ρ<0.000. The phi coefficient value was 0.222, which indicated a small 
effect.  
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7.5.5.2 Tourism brings additional people to sports events 
A significant association was found between the above statement and ‘sport events can help 
publicise the local areas’, with ρ<0.000, as indicated in Table 7.20 below. The phi coefficient 
value was 0.265, which indicated a small effect. 
 
7.5.5.3 Tourism can help raise the profile of smaller sports events 
The test between the leading statement and the above yielded a significant association, with a 
score of ρ<0.000, as well as a phi coefficient value of 0.226, which indicated a small effect. 
What such a finding means is that the proportion of respondents who gave the same answer 
(Yes/Yes or No/No) to both statements was significantly different to that of those who gave 
different answers (Yes/No) to the statements, accordingly. 
 
7.5.5.4 Holding sport events like this one is a form of tourism, because people travel to 
attend them 
The test indicated a significant association between the statements ‘holding sport events like 
this one is a form of tourism, because people travel to attend them’ and ‘sport events can help 
publicise the local areas’, with ρ<0.000. Moreover, the phi coefficient value (0.409) indicated 
a medium effect, as can be seen in Table 7.20 below. 
 
Table 7.20: Sport events can help publicise the local areas (Fischer’s exact test) 
Statements Fischer’s exact 
test P-value 
Phi 
coefficient 
Tourism needs sport, so as to attract increased visitor numbers to 
an area 
0.000 0.222 
Tourism brings additional people to sport events 0.000 0.265 
Tourism can help raise the profile of smaller sports events 0.000 0.226 
Holding sport events like this one is a form of tourism, because 
people travel to attend them 
0.000 0.409 
 
7.5.6 Sport and tourism are equally dependent on each other 
The perceived relationship between sport and tourism was tested by applying the Chi-squared 
test and Cohen’s criteria to the following statements in relation to sport and tourism being 
equally dependent on each other: tourism needs sport, so as to attract increased visitor 
numbers to an area; tourism brings additional people to sports events; tourism can help raise 
the profile of smaller sports events; and holding sports events like this one is a form of 
tourism, because people travel to attend them. The findings made are discussed below. 
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7.5.6.1 Tourism needs sport, so as to attract increased visitor numbers to an area 
Fischer’s exact test scores indicated a significant association between ‘tourism needs sport, so 
as to attract increased visitor numbers to an area’ and ‘sport and tourism are equally 
dependent on each other’, with a score of ρ<0.000, as is depicted in Table 7.21 below. 
Moreover, the phi coefficient value of 0.148 indicated a small effect. The above meant that 
the proportion of respondents who gave the same answer (Yes/Yes or No/No) to both 
statements was significantly different from that of those who gave different answers (Yes/No) 
to the two statements concerned. 
 
7.5.6.2 Tourism brings additional people to sports events 
The test revealed a significant association between tourism bringing additional people to 
sport events and sport and tourism being equally dependent on each other, with ρ<0.000. The 
0.234 phi coefficient value indicated a small effect, suggesting that the proportion of 
respondents who gave the same answer (Yes/Yes or No/No) to both statements was 
significantly different to that of those who gave different answers (Yes/No) to the same 
statements. 
 
7.5.6.3 Tourism can help raise the profile of smaller sports events 
Regarding tourism potentially helping raise the profile of smaller sports events, and sport and 
tourism being equally dependent on each other, the test indicated a significant association, 
with a score of ρ<0.000. The phi coefficient value of 0.159 indicated a small effect, and, as 
such, it can be assumed that the proportion of respondents who gave the same answer 
(Yes/Yes or No/No) to both statements was significantly different to that of those who gave 
different answers (Yes/No) to the two statements. 
 
7.5.6.4 Holding sport events like this one is a form of tourism, because people travel to 
attend them 
The test indicated a significant association between the statements ‘holding sport events like 
this one is a form of tourism, because people travel to attend them’ and ‘sport and tourism are 
equally dependent on each other’, with a score of ρ<0.000. Additionally, the phi coefficient 
value of 0.163 indicated the presence of a small effect. 
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Table 7.21: Sport and tourism are equally dependent on each other (Fischer’s exact test) 
Statements Fischer’s exact 
test P-value 
Phi 
coefficient 
Tourism needs sport, so as to attract increased visitor numbers to 
an area 
0.000 0.148 
Tourism brings additional people to sport events 0.000 0.234 
Tourism can help raise the profile of smaller sports events 0.000 0.159 
Holding sport events like this one is a form of tourism, because 
people travel to attend them 
0.000 0.163 
 
The above results all highlight the weak nature of the sport and tourism interrelationships 
within the context of Cameroon. Besides the general weaknesses in the interlinkages 
observed between the two sectors, other issues, like the lack of collaboration and trust, and 
the general governmental red tape, further compound the challenge. The next section 
provides an overview of the amount of awareness of, and involvement in, sport tourism there 
is in Cameroon. 
 
7.6 Awareness of, and involvement in, sport tourism in Cameroon 
Having established the basic understanding of the association between tourism and sport in 
the sport tourism context, the next question sought to ascertain the knowledge of other similar 
sport tourism events in Cameroon. The findings in the above regard are illustrated in Table 
7.22 below. The findings made were relatively varied across the three available options (i.e. 
‘yes’, ‘no’, and ‘unsure’). The majority of the attendees (40.3%) indicated that they were 
unsure of other sport tourism events hosted in Cameroon. The above was closely followed by 
those who indicated that they did not know of any such events (35.8%). When such findings 
are read in line with those above, of the many people coming to Cameroon from other 
countries, and the fact that, overall, the average rating indicated a solid understanding of the 
concept of sport tourism, it is, perhaps, unsurprising that they would either be unsure, or not 
know about, the array of events hosted in the country, specifically. Nonetheless, those who 
confidently indicated that they had knowledge of other sport tourism events around the 
country made up 23.9% of the total sample, which could be considered to be a notable 
number under the above-mentioned circumstances. 
 
Table 7.22: Knowledge of other sport tourism events held in Cameroon (n=1186, in %) 
Response Total (n=1186) 
Unsure 40.3 
No 35.8 
Yes 23.9 
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A follow-up question was posed to those who knew of other events (n=160), asking them to 
specify the nature of the events about which they knew, as is shown in Table 7.23 below. The 
majority of the respondents (43.0%) identified one of Cameroon’s iconic marathon events, 
the Mount Cameroon Race of Hope, which was one of the foci for the current study, as a 
sport tourism event with which they were familiar. Besides the above, the other events 
mentioned varied in terms of sporting code, such as basketball (11.3%), the AFCON (which, 
at the time of data collection, was scheduled for hosting in 2019, but the hosting of which 
has, since, been pushed forward to 2021) (6.3%), the Cameroon Cup (6.3%), cycling (5.0%), 
and others, as is shown in Table 7.23 below. 
 
Table 7.23: Other known sport tourism events hosted in Cameroon (n=160, in %) 
Type of visit Total (n=160) 
Mount Cameroon Race of Hope 43.0 
Basketball events 11.3 
Africa Cup of Nations (AFCON) 6.3 
Cameroon Cup (national football championship) 6.3 
Dixiades (Cameroon National Games – athletics) 5.1 
Cycling race 5.0 
Elite One Premier League 5.0 
Wrestling competitions 3.1 
Central University Games 2.5 
Handball competitions 2.5 
Swimming competitions 2.4 
Volleyball 2.4 
Interclass competitions 1.9 
Limbe Festival of Arts and Culture (FESTAC) 1.9 
Sambo Africa 1.3 
 
7.6.1 Involvement in sport and tourism 
The respondents were required to indicate their level of involvement in sport tourism in 
Cameroon. As was to have been expected, given that the data concerned were collected in the 
sport tourism event precinct, the majority of the respondents (67.9%) were involved in sport 
tourism as spectators. In the existing literature on sport tourists (see, for example, Nyikana & 
Tichaawa, 2018b; Smith & Stewart, 2007), sport tourism involvement and participation is 
largely dominated by those who are enthusiastic devotees of sport, and who often engage in 
such sport promotional activities as watching TV, listening to radio commentary on sports, 
buying sport merchandise, and travelling to distant places to attend, and spectate, sport 
events. Following the above in percentage were those who were volunteers (20.0%), 
participants (18.7%), and workers (11.5%), as can be seen in Table 7.24 below. Importantly, 
in the above-mentioned context, the fifth of those, who were involved as volunteers, are seen 
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as one of the ways in which the African governments justify their sport tourism event hosting, 
with a narrative that speaks to investment in terms of human resources and skills 
development. In such a sense, the government normally argues that the individuals who 
volunteer for events will tend to acquire skills that might serve them in the long-term, 
especially when linked to future employment opportunities (Nyikana, 2013). However, the 
challenge regarding the above is the consistency involved in selecting such volunteers, and 
the practical application of the volunteering concept, which helps to ensure that such 
individuals are actually identified, effectively used and monitored in the medium to long 
term. 
 
A minority of the respondents (7.3%) were involved in sport tourism in Cameroon as event 
organisers. Interestingly, a notable percentage of those surveyed (15.7%) indicated that they 
were not at all involved in sport tourism in Cameroon. Such was despite the fact that they 
were interviewed during a sports event. One potential reason for the above could be attributed 
to the findings shown in Table 7.12 above, in terms of which the attendees indicated having 
come to the destination with other people who did not engage in the event itself, but, rather, 
who engaged in other activities around the destination. Moreover, and as can be seen in Table 
7.14 above, the respondents, largely, had an average understanding of what the concept of 
sport tourism was. Thus, they might have been reluctant to indicate their involvement in an 
activity about which they were unsure.  
 
In terms of the key informant interviews, a rather casual nature, in terms of involvement, was 
noted. In fact, it was observed that some officials had split responsibilities, taking on other 
part-time jobs simultaneously, and thus, presumably, neglecting their main responsibilities. 
Part of the above was attributed to the nonlucrative nature of the sector in the Cameroon 
context, with those working in it possibly, rather than contributing to improving and growing 
the sector, so that it ultimately becomes lucrative, they instead chose to pursue secondary 
employment opportunities. One such official worked in the Ministry of Tourism, having been 
in the office for approximately eight years. The somewhat lackadaisical approach that he 
assumed to his main responsibilities was rather disappointing, considering the effect that the 
official should have, up to the given point, been especially closely linked to the effective 
development of tourism in Cameroon. The official involved, who indicated having worked in 
different capacities within the Ministry, noted that, during his employment, he had taken up 
numerous part-time teaching posts at private institutions, so as to supplement his income. The 
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issue raises concerns, especially regarding the monitoring and evaluation of performances of 
staff working in the government. Such lack of evaluation typically points to the existence of a 
rather weak institutional structure, especially within the government that was in power during 
the time of the current study, as was earlier indicated by Kimbu (2012). 
 
Table 7.24: Extent of involvement in sport tourism in Cameroon (n=1186, in %) 
Type of involvement Yes No 
As a spectator 67.9 32.1 
As a volunteer 20.0 80.0 
As a participant 18.7 81.3 
I am not involved 15.7 84.3 
As a worker 11.5 88.5 
As an organiser 7.3 92.7 
 
7.7 Constraints and challenges regarding the development of sport tourism in 
Cameroon 
The present section of the chapter presents detailed discussions, obtained from the thematic 
analysis of the interviews with stakeholders, particularly as pertaining to the challenges that 
hinder sport tourism in Cameroon. Ensuing from such challenges are the possibilities of 
overcoming such constraints as were expressed by the interviewed sport and tourism 
stakeholders. 
 
7.7.1 Evaluating the existing relationship between sport and tourism 
In the literature review chapters of the current thesis, it was argued that sport tourism 
development, generally, has largely been determined by the success of the planned 
interactions between stakeholders in sport and in tourism, generally (Bob & Swart, 2010; 
Hinch & Higham, 2012; Kennelly & Toohey, 2014; Nyikana & Tichaawa, 2018c; Weed & 
Bull, 2009). Particularly when seeking to reap the rewards that sport tourism can accrue for 
hosting destinations, the purposeful interactions and collaboration between the two has been 
stressed and encouraged (Egresi & Kara, 2014; Standeven & De Knop, 1999; Weed & Bull, 
2009). Thus, the relationship between sport and tourism is expected to be a harmonious one 
that encourages a spirit of working together for the mutual benefits that can be gained from 
sport tourism. According to Swart and Bob (2009), at some destinations, the two sectors even 
go as far as aligning their respective calendars, in an attempt to ensure the gaining of 
maximum benefits from the available sport tourism opportunities. On the African continent, 
very few countries have used such a strategy, with South Africa being at the forefront of such 
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initiatives, based on their observation of the success currently enjoyed by the developed 
countries in the Global North (Bob & Swart, 2010; Nyikana et al., 2014; Swart & Bob, 2009; 
Tichaawa & Bob, 2015; Tichaawa et al., 2018). In fact, in the context of South Africa, the 
relationship between sport and tourism is so strong that a sport tourism strategy, which 
specifically deals with sport tourism events and their development, has been created and 
implemented (Tichaawa & Swart, 2010). The above points to the significance of the 
relationship that should, ideally, exist between the two sectors, if sport tourism is to be 
developed to its full potential. In the current Cameroon climate, though, as has been 
evidenced in the preceding sections, how to achieve such a situation remains a challenge. 
 
The evidence suggests that, despite the relationship existing between the sport and tourism 
sectors, numerous gaps are observed and noted in relation to sport tourism in Cameroon. In 
fact, the interlinkage between sport and tourism, at the time of the current study, was not 
operating as it should have been doing, due to the marked lack of collaboration. The above 
was despite the stakeholders involved acknowledging the need for collaboration. The ideal of 
cooperation had not been attained, resulting in, for example, the sport tourists in Cameroon 
spending fewer days at an event than they potentially could have done. The above was 
because the tourism officials involved were excluded from the planning and organising of 
sport tourism events, leading to the country generally missing out on what sport could do to 
advance tourism, and what tourism, in turn, could do to advance sport, as evidenced by the 
perceptions of the attendees. As an example of the above, a tourism official noted: 
 
In so much as the planning is concerned, as well as the implementation of plans, very 
little is done to inform the tourism officials. They rarely have an opportunity to 
contribute, or to have a say. For example, some events, like the Women’s AFCON, was 
[i.e. were] organised for June, [which is] a traditionally very rainy season in Cameroon. 
This month is the peak of the rainy season in Cameroon, and that means that, more 
likely, nature would interfere with a lot of games. If we were consulted as the Tourism 
Office, we would have advised for an alteration in the timing of the games. Anyway, 
even if, at grassroots level, we shared such ideas with our partners in the Sport Office, 
the ideas would not go anywhere, because we can’t influence, or change, the plans 
designed at the top (R2). 
 
The above further highlights the weaknesses existing in relation to the collaboration between 
sport and tourism in the Cameroonian context. However, a point against the timing of the 
games in June, in particular, is that major events, like the AFCON, are actually decided by 
the rights owners concerned, which, in the present instance, is CAF, in relation to when they 
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are to be hosted at the destination concerned. Nonetheless, merit exists, in terms of the 
perception of the exclusion of the tourism officials, in relation to other aspects of planning for 
sport events. What the findings also revealed was the existence of some relationships among 
certain of the officials from both ministries knowing each other, and often sharing their ideas, 
even though such acquaintanceship was more social than professional. Despite knowing each 
other, it seems that their work-related daily goals and routines did not include consideration 
of each other, meaning that each delivered on their own mandate, in terms of the respective 
activities that advanced their particular ministry. The above highlights the need for common 
goals to be identified and worked towards by both ministries, if sport tourism is to be 
developed as a dynamic sector for the purpose of improving the economy of the country. 
 
On the tourism side, the interviews revealed the desperate need for collaboration, especially 
in terms of incorporating sport tourism packages that could serve the industry broadly in the 
long term. The officials from the tourism office seemed to place great importance on the 
hosting of sport events as vehicles through which tourism, generally, could be promoted. 
However, they raised a concern regarding the current structure of the government as being 
one of the main challenges resulting in the existing lack of collaboration with their sport 
counterparts, as was explained in the earlier sections of the current chapter. The officials 
involved insisted that the centralised nature of the Cameroon government’s decision-making 
process, especially regarding how tourism opportunities should be exploited, was a major 
obstacle. Accordingly, the argument was that tourism opportunities were often explored 
without the necessary and effective consultation of the views of all the stakeholders 
concerned. Resultantly, in most cases, the opinions of the key stakeholders were neglected, 
with them having little say in relation to the developmental objectives involved, and the 
trajectories that tourism should have been taking. Ultimately, there was general recognition 
from across the set of stakeholders of the need for much planning that took into account the 
views of all stakeholders concerned, so as to realise an effective strategy, in terms of which 
sport and tourism could make an effective contribution to Cameroon’s economy.  
 
Having provided a general review and evaluation of the existing relationship between sport 
and tourism, and having highlighted some of the main issues linked to the relationship, the 
following subsections thematically present the specific challenges that were raised by the 
stakeholders concerned regarding the effective development of sport tourism in Cameroon. 
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7.7.2 The centralisation of the government 
The first challenge that was raised across all the interviews was the centralised nature of the 
government, especially as it was linked to the decision-making about tourism and its 
development. The stakeholders felt that some decisions regarding sport tourism’s 
development, specifically, were taken at the level of the highest national offices, with very 
little consultation with those whose role it was to implement such plans. The above was 
something that they felt did not serve to advance development, as, in most cases, such plans 
lacked input from the ground up, from which sphere the sport tourism events, in particular, 
could be shaped to ensure that they reached their optimum potential, and that the benefits 
obtained therefrom reached the intended audience accordingly. The general feeling was that, 
even in those cases where there were opportunities for collaboration, they were discouraged 
by the way that the government operations were structured, which discouraged meaningful 
collaboration between the ministries concerned. The above was an issue that was highlighted 
by Schmitz and Tsobgou (2016) in relation to Cameroon’s tourism development generally, in 
terms of which it was suggested that the lack of governance guidelines to direct tourism led to 
much frustration, as, in the gap that was created, decisions were being made by select 
individuals with very little consultation with other parties.  
 
According to Harilal et al. (2018), the main obstacle to effective tourism development in the 
country was the lack of supporting structures, especially in terms of the policies guiding the 
development of tourism. Resultantly, Tichaawa (2017) critiques the Cameroon government’s 
failure to give due recognition to the tourism sector, as a result of the lack of necessary 
structures put in place to lead to sustainable development. As Kimbu and Ngoasong (2013) 
stress, while many other sub-Saharan African countries have generally moved away from 
conforming to a ‘state-centric’ tourism development strategy, towards a more decentralised, 
proactive involvement of the local communities and private operators in tourism, Cameroon 
has, thus far, failed to make the move. Instead, the current structure of the government has 
created scattered tourism-related projects and initiatives that compete and have conflicting 
power relations, resulting in the lack of effective tourism development in the country (Hele, 
2002; Kimbu & Ngoasong, 2013; Tichaawa & Bob, 2015; Tichaawa et al., 2018). 
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7.7.3 Complex procedures (authorisation and control) 
Another concern that was raised in the interviews, and which seemed to be a recurring theme 
throughout all the discussions, was the complex procedures involved in relation to the 
planning and implementing of initiatives. In the above respect, as one interviewee suggested: 
 
The Cameroon government has so many procedures that we have to go through in trying 
to get even the smallest initiative to be approved. They like to authorise everything from 
the national office. This means that you have to travel all the way to Yaoundé to submit 
your documents. Then you go back, and wait for your documents to [be] serve[d] when 
the National Commission sits and decides on whether to approve or not approve your 
proposals. This is just another way of controlling things (R3). 
 
While the need for accountability in governance is acknowledged as being a prerequisite for 
successful tourism development, the concerns raised above, especially in relation to the red 
tape surrounding the approval of developmental initiatives, is a concern. As Kimbu (2011) 
points out, a successful tourism destination is typically one in which an enabling environment 
for developmental initiatives is created, and proactive endeavours are encouraged and 
harnessed, ensuring that the benefits from tourism are broadly attained. 
 
7.7.4 Lack of tourism culture 
The other main challenge that emerged, especially in relation to having an efficient domestic 
tourism market, was the general lack of a tourism culture among Cameroonian citizens. The 
feeling among the stakeholders was that many citizens were not adequately aware of tourism 
and its potential for the country. As a result, many people were not taking advantage of what 
the country had to offer as a tourism destination, because several citizens had a 
misconception of the nature of tourists. As explained by an official from the Ministry of 
Tourism and Leisure: 
 
The challenge is that, in Cameroon, people have a general lack of tourism culture. They 
think that, when we are talking about tourism, we are talking about white people who are 
coming to consume things. They don’t understand that we all have a responsibility to 
grow tourism here. Some stay nearby to attractions, but I assure you [that] they have 
never been to them to see what happens there. Even when they travel to other areas for 
things like funerals, they don’t know that they are contributing to tourism. If you talk, 
they will say “I’m not a tourist”, because, to them, a tourist is a white person with a big 
bag, moving up and down (R4). 
 
In a country that struggles to attract large numbers of international tourists, a vibrant 
domestic tourism market could offset such a missed opportunity (Tichaawa, 2017). However, 
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in the case of Cameroon, whilst acknowledging the ever-increasing dominance of the 
domestic travellers’ market, much still needs to be done to entice more of the population to 
participate in tourism, especially in terms of the awareness of tourism offerings that are 
available domestically. In the specific case of sport tourism, Tichaawa et al. (2018) suggest 
that national and local sports and tourism associations consider designing innovative ways of 
packaging their offerings and marketing them aggressively to the local host population, so as 
to trigger the appetite to consume domestic tourism offerings, accordingly. 
 
7.7.5 Lack of infrastructure 
The improvement of tourism and sports infrastructure is one of the main factors contributing 
to the rapid growth in sport tourism (Tichaawa et al., 2018). The authors argue that 
destinations wishing to grow their sport tourism industries should enact an integrated sport 
tourism strategy that stresses the need for the construction of world-class sporting facilities 
that enhance sport development, and which contribute to tourism demand, generally. Such 
infrastructural development would then play a key role in diversifying the tourism offerings 
made at the destination, especially in relation to combating the seasonal challenges to 
tourism, against the already disappointing international tourism arrival numbers in a country 
like Cameroon. As suggested by Kimbu and Ngoasong (2013), Cameroon generally lacks a 
tourism support infrastructure, having accommodation and transport networks that fail to 
meet world-class standards. In many cases, such infrastructure is constructed haphazardly, 
without thorough planning, which compromises the principles of sustainability generally, and 
quality specifically. As one official explained, when responding to the question of the support 
infrastructure: 
 
There is a general underdevelopment, insofar as infrastructure is concerned. Even in 
cases where there is development, it is not planned accordingly. For example, a big 
stadium is constructed with an idea to host major events in June, but it has no roof, and 
the rains get very heavy in these times (R1). 
 
The above view further stresses the existing disconnect between the stakeholders in 
Cameroon, with it highlighting the need for more investment in tourism and sport 
infrastructure that can propel the sport tourism sector to new heights on a national scale. In 
particular, the road transport network, as well as the support infrastructure that is developed, 
should be maintained in good running order.  
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7.7.6 Poor customer service 
According to Kimbu (2011), one of the main deterrents to a booming tourism industry in 
Cameroon is the poor behaviour of those working in the industry, as well as their corrupt 
practices. Tichaawa and Bob (2015) support the notion that, generally, service in the tourism 
industry of Cameroon remains disappointing, hence the poor returns in terms of tourist 
arrivals. Excessive and unwarranted control by police officers of the roads leading to tourist 
sites also contributes to the overall view of the country as being one that lacks 
professionalism where tourism experiences are concerned (Kimbu, 2011; Tichaawa, 2013). 
 
According to Kimbu (2011), a large part of the problem is the lack of availability of 
professional institutions that deal with service broadly, in terms of tourism and visitor 
management, resulting in over half of the tourism workforce in Cameroon being untrained in 
such areas. In the present study, the challenge was also flagged as being one of the country’s 
main obstacles to developing tourism broadly, and sport tourism specifically. As one official 
explained: 
 
There is a lack of professionalism. That is where the problem starts, because people are 
not educated and informed about tourism and service. In [the] hotels, the manager will 
employ his younger sister or brother, who is unemployed, without training them. This 
person will be a receptionist or work in the front office, but they know nothing about 
smiling or giving quality service. It just becomes a family issue, because the manager 
does not want to hire people. He wants to save money by employing his family members 
(R3). 
 
7.8 Actions for the improvement of sport tourism in Cameroon 
Based on the obstacles identified above, and the ones that emanated, generally, throughout 
the study, the following actions were proposed by the stakeholders: the harmonisation of a 
work plan and the intensifying of the collaboration of the stakeholders; the provision of 
infrastructure; tourism planning; defining the role of the government; encouraging the 
development of an environment conducive to the development of sport tourism businesses; 
and increasing the extent of available education on sport tourism. 
 
7.8.1 Harmonisation of a work plan and the intensifying of the collaboration of the 
stakeholders 
The first action that was advanced by the stakeholders to take tourism forward in Cameroon, 
and to make sport tourism serve as a vibrant sector for the economy was the harmonisation of 
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a comprehensive work plan. Accordingly, the stakeholders argued for intensified 
collaboration among the different parties involved in sport tourism. They asserted that the 
lack of collaboration and cooperation among sport and tourism stakeholders was an issue that 
should be discontinued, and that a spirit of cooperation should be encouraged. The suggestion 
was that the two ministers map out a common vision for sport and tourism, bearing in mind 
that sport tourism is not a ‘one-man show’, but that it, rather, requires collective 
responsibility from all involved. The dialogue between the two ministers should then be 
filtered through to the respective ministries, so that, on a day-to-day basis, there was 
encouragement of the shared responsibilities especially linked to the initiatives promoting 
sport tourism. Such a view supports the literature suggesting that the agencies and ministries 
responsible for sport and tourism in the developing world contexts often see their endeavours 
fail, due to their mutual lack of effective collaboration (Kennelly & Toohey, 2014; Weed & 
Bull, 2004). Resultantly, the intensification of the collaboration could lead to the 
development of an integrated work plan and strategy for sport tourism development, which is 
highly likely to be effective, as it would be more at the provincial and the local area level, as 
opposed to being superficially located within the centralised national offices. The notion was 
exemplified by an official from the Ministry of Tourism and Leisure, who explained: 
 
Sport tourism should be made to be a collective responsibility for all stakeholders 
involved. For example, there are many ministers that are supposed to come into play 
when planning in Cameroon. But the culture is that each minister is in charge of his 
ministry, and is competing with the next [one], instead of working with each other in 
common areas, like sport tourism (R4). 
 
7.8.2 Provision of infrastructure 
The second action put forward by the stakeholders focused on concentrated investment in the 
development, upgrading and maintenance of the infrastructure. They linked the above to the 
collaboration mentioned, in the sense that the ministers of sport and tourism would have to 
collaborate with the Minister of Transport to find lasting solutions to the existing 
infrastructural issues, especially in terms of those linked to road transport in the country. The 
argument was that the poor state of the roads in Cameroon badly affected both travel and 
tourism within the country, because people could not easily access the available tourism sites, 
thus compromising the available opportunities. They suggested, therefore, that there be 
intensified collaboration between the different government departments concerned, which 
could help to promote tourism broadly, and sport tourism in particular. In the view of the 
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stakeholders, some investment had occurred in sport infrastructure like the stadia, but it had 
not been linked to the broader infrastructural development plans of the local areas, such that 
the very same investments were seen as a waste of the available resources, because, for 
example, the roads to the developed stadia were not of the same standard as were the other 
roads in the rest of the country. As one respondent argued: 
 
Infrastructure, especially road transport, is a major part of tourism and sport, because 
people have to travel to the sites. These are important aspects of the overall tourism 
experience, which need the stakeholders to be in collaboration, so that they are covered 
accordingly. 
 
7.8.3 Tourism planning 
Regarding tourism planning, the stakeholders stressed the need for comprehensive plans that 
took into account the different echelons of the government, regarding the development of 
tourism in Cameroon. The argument put forward was that plans should not only be created at 
the national levels of the ministries, because they tended to be out of touch with the daily 
operations in the local areas, and, to a certain extent, those in the provincial situation as well. 
In the above respect, the stakeholders felt that perhaps a decentralised approach that draws on 
information and data from the local level should be used in creating the plans and, to an 
extent, policies and plans should be devised, making an allowance for the different levels, 
accordingly. The major critique was that, currently, things went wrong from the beginning of 
the planning, because the plans concerned were developed in isolation, with very little 
involvement of the interested and affected stakeholders. An official from the sport domain 
went so far as citing the lack of sporting activities organised to complement the major events, 
which tended to be once-off, saying: 
 
Look, when we don’t plan well, we will miss out on good opportunities presented by 
sport tourism. For example, now we will have the 2016 Women’s AFCON, then nothing 
after that until we host the 2019 [now 2021] AFCON. The impacts of these [events] will 
last, maybe, for two years, and, from then, it will probably be another 30 years before we 
host something big again. So, we need to create other activities that can fill the gaps, 
especially in the stadiums that are built (R6). 
 
7.8.4 Defining the role of the government 
Another suggestion regarding the improvement of sport tourism in Cameroon was the lack of 
clarity regarding the roles of the stakeholders generally, but of the government in particular. 
The feeling among those interviewed was that, generally, there was a lack of clarity, as well 
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as there being poorly defined roles, for those involved in sport tourism, especially for those 
who worked within the government structures. While much responsibility was placed on the 
government, the stakeholders felt that others should be responsible for certain of the 
activities, as, if they were to the government to do, it was likely that they would not be done 
at all. However, a major limitation of the view was the fact that, for those at the lower levels 
of the government, the expectation was that they should deliver on specific tasks that were 
delegated to them, and that they should not interfere with anything else beyond such. As one 
official from the local municipal office (Local Council) indicated: 
 
Many responsibilities of sport tourism fall with the hierarchy. Only they can make 
decisions, and then give us specific tasks that we do daily. We can’t question these tasks, 
and I definitely wouldn’t go against what my hierarchy ask me to do, and I cannot even 
do anything they did not ask me to do (R6). 
 
Another respondent in the Ministry of Sport and Physical Education (regional level) stated: 
 
There are some areas that are okay in terms of the roles, but some are not. Look, the 
Minister of Sports cannot go and do what the Minister of Tourism is doing, or vice versa. 
So, their specific roles must be cleared up. Even at our local levels, sometimes there are 
issues, because we do everything here, but send it up to Yaoundé, to the level of the 
Ministry to decide. At the same time, there are some regions around the country that have 
a lot of federation, which are autonomous and manage their own decisions. For example, 
you will find that they have their own sponsors, [and] organise their own tournaments, 
and the Minister has nothing to do with them, except to get reports and answers when he 
requests them (R5). 
 
7.8.5 Encouraging the development of an environment conducive to the development 
of sport tourism businesses 
The next suggestion that came from the stakeholders in respect of sport tourism development 
regarded establishing a favourable environment for the related businesses and for other 
enterprises that stand to benefit from the general development of such tourism. Accordingly, 
the stakeholders argue that the current structure of government is one that frequently changes 
laws and regulations for businesses, which disadvantages the local citizens when they want to 
start small businesses, in particular. The related suggestion was, therefore, to reduce the 
number of changes made in the law, as well as to limit the other aspects that inhibited the 
ordinary citizens from opening businesses.  
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As one respondent in the private sector of tourism explained: 
 
The next law that comes out, maybe after stakeholders are allowed to comment on it, 
should try to reduce the amount of unfavourable things for prospective business owners. 
You know, currently, the government has very strict conditions and difficult procedures, 
if you want to start even a small business. The ordinary man on the street who wants to 
venture into tourism business, therefore, struggles, because of these bottlenecks in 
processes and procedures (R10).  
 
7.8.6 Increasing the extent of available education on sport tourism 
The final suggestion made regarding the ways of improving sport tourism, generally, was to 
increase the extent of education on sport tourism available in Cameroon. As was highlighted 
in the earlier sections, due to the lack of professional institutions that provided education and 
training on tourism generally throughout the country, the awareness levels regarding the 
nature of tourism remained low (Kimbu, 2011). In response to the above, the interviewed 
stakeholders stated that they felt that more needed to be done to encourage the general 
population to become involved in tourism, and to achieve certain targets regarding increased 
awareness about tourism and its different typologies, including sport tourism. The results of 
the enhanced education should ensure that the ordinary citizen is able to become part of the 
broader tourism value chain, as they would, then, be able to understand what they stood to 
gain from sport tourism, and from sport tourism events, in particular. One respondent linked 
the above to the entrepreneurial activities that could be triggered if awareness were created 
about the opportunities existing during the hosting of sport tourism events, explaining: 
 
We need a lot of education for the people on sport tourism and the role that it can play in 
their everyday lives. If you think of hosting major events, like the AFCON, as a country, 
you also need to consider what the local population will gain, especially in financial 
terms. You have to educate the person who sells merchandise, airtime, [or] food items, 
[as well as] the taxi driver[s]. All these people are not informed about tourism, and, 
therefore, undervalue their role in the tourism process. If we work on these, then 
something better can come from Cameroon’s sport tourism industry in the long term 
(R8). 
 
Based on the above deliberations, and considering all the factors involved, it can be construed 
that sport plays an important role in Cameroon, by means of providing many socio-economic 
opportunities, like infrastructure development, which, in turn, could be expanded on, and 
leveraged towards, gaining the overall benefits of tourism. However, a number of key 
impediments to its success remain that are especially linked to the disconnected nature of the 
two ministries, and to other stakeholders, as well as to other structural issues raised by the 
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stakeholders. Moreover, given the unclear nature of the different roles and responsibilities in 
terms of who should kick-start the plan going forward, sport tourism development was likely 
to remain only rhetoric. Particularly in the above-mentioned context, much emphasis seemed 
to be placed on the government doing everything, with very little mention being made of 
what the nature of the private sector’s role. As a respondent in the sponsorship space 
explained: 
 
Very few people in the private sector are investing in sport, or football, particularly. Big 
companies that are operating in the country are reluctant to put their money into sports, 
perhaps because of the lack of professionalism experienced with some sports federations, 
so this remains a major challenge. You see, some of the companies have [the] capacity to 
assist with infrastructural developments, but they are not doing this. It can’t be the state 
alone. They are already doing the most, even with events like the AFCON, but we need 
more support from the private sector (R1). 
 
The above response typifies the findings made in relation to the fact that the feeling seemed 
to exist that everything should be done by the government, with the private sector having 
scant, if any, responsibility. Once again, collaboration and stakeholder engagement could be 
seen as largely lacking in the current setup. Additionally, the findings revealed that sport 
tourism could play an important role in advancing domestic tourism in Cameroon, because 
many people engaged in sport-related travel, but they were often unaware that they 
themselves were tourists. As the stakeholders highlighted, Cameroonian citizens love sport, 
and if they were to know, or to become aware, of their importance as role-players in terms of 
sport tourism development, they might spend more on transport and food items than they 
currently do when attending sport tourism events, and thus improve the level of sport tourism 
development, generally. 
 
7.9 Summary 
The current chapter aimed to provide a general understanding of sport tourism within the 
Cameroonian context. In the above regard, the findings revealed several notable results, 
which might assist in the enhanced development of a vibrant sport tourism sector that can 
ignite socio-economic development in Cameroon. For example, in terms of the demographic 
profile of the attendees at the sport tourism events surveyed, the majority of the attendees 
were relatively young and comparatively well-educated. As such, it was not surprising to find 
that the majority were employed. Their place of origin varied greatly, with the majority being 
from the different provinces of Cameroon, while notable numbers originated from other 
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African countries and beyond, which was a result that boded well for the future development 
of domestic tourism and regional tourism, generally. In addition, many of the attendees also 
tended to engage in additional non-event activities, auguring well for the leveraging of sport 
tourism events for the benefit of the host communities. The findings reaffirmed the existing 
literature on the sport tourists and their general behaviour linked to sport tourism event 
attendance, as was unpacked in Chapter Four. 
 
The chapter also highlighted the associations that currently exist between sport and tourism 
within the Cameroonian context. Key findings revealed the rather weak interrelationships that 
existed in terms of sport-related planning, which was managed, in terms of policy, at the 
government level. Such weakness of planning persisted despite there being strong evidence 
that operationally, on the ground, especially during sports events, that there was a close 
relationship between the two, with a solid platform being created for such latent energies to 
be harnessed appropriately for the mutual exploitation of the existing benefits that could be 
gained therefrom. For example, the attendees pointed out that sport events served to enhance 
the image of the local areas, through the free publicity that they provided, whereas, in 
contrast, tourism contributed to the visitor numbers present at the locally held sports events. 
The above points to the strong link that exists between the two domains, which, as of present, 
has not yet been capitalised on, as far as attaining the optimum levels in the Cameroonian 
setting goes. The current situation, therefore, warrants a refocus in terms of the planning for, 
and the policymaking of, the relevant authorities, especially given the growing popularity of 
sport tourism in the country. The next chapter of the study presents the findings that were 
made in relation to the perceived impacts of sport tourism, especially in the context of the 
economic development of the local areas. 
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CHAPTER EIGHT 
PERCEPTIONS OF THE IMPACTS OF SPORT TOURISM AND 
TRAVEL BEHAVIOUR 
 
8.1 Introduction 
Chapter Seven of the current study presented a context for understanding sport tourism in the 
Cameroonian setting. The above included key discussions on the sociodemographic profiles 
of sport tourism event attendees, as well as on the existing associations that are currently 
observed in the country in respect of both sport and tourism, individually. Of particular 
interest is the fact that, despite there being evidence of many opportunities being provided for 
the enhancement of the sport and tourism interrelationships that are found in such a context, 
very little is actively and purposefully done in the particular respect. The above is indicative 
of the results from the existing literature that point to the developing countries failing to plan 
and manage sport and tourism purposefully for the mutual beneficiation of both, for the local 
communities. The present chapter turns its attention to the findings made in relation to 
stakeholder perceptions regarding the impacts of sport tourism in Cameroon. Specifically, the 
chapter provides an extensive presentation, and discussion, of the findings from the 
questionnaire surveys and from the key informant interviews, as detailed in the methodology 
chapter (Chapter Six) regarding the impacts of sport tourism. 
 
In recent time, several studies (Briedenhann, 2011; Hemmonsbey & Tichaawa, 2019; 
Nyikana & Tichaawa, 2018a; 2018c; Presenza & Iocca, 2012; Radicchi, 2013; Swart et al., 
2018; Tichaawa et al., 2018) have highlighted how sport tourism has the potential to 
contribute effectively to LED through the provision of upgrades in the sporting and transport 
infrastructure and superstructure, which are much needed by the local communities at the 
host destinations. Similarly, the same authors suggest that sport tourism can also assist 
destinations, by means of making significant contributions to LED in terms of the socio-
economic benefits obtained, among which are job creation, infrastructure development and 
improvements, improved access to information, and an improved overall destination image, 
among many other impacts. In this way, and as was mentioned in the previous chapters of the 
current thesis, sport tourism is seen as an important tourism development tool for the local 
communities (Bob & Swart, 2010; Bouhaouala, 2015; Briedenhann, 2011; Gibson et al., 
2012; Grix, 2012; Hemmonsbey & Tichaawa, 2018; Knott & Hemmonsbey, 2015; Nyikana, 
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2016; Odounga-Othy & Swart, 2016). To set the context for the present discussion, the first 
subsection presents the general perceptions regarding sport tourists and sports events as 
potentially being of benefit to the local economies. The findings in this regard are deemed 
essential in the development of a plausible framework for sport tourism development in the 
Cameroonian context. The chapter is, thus, structured as follows, beginning with presenting 
the results obtained in terms of the sport tourist and travel behaviour. Then follows the 
analysis of the factors and the motives involved in choosing sport tourism event destinations, 
as well as of the perceptions of related impacts. 
 
8.2 Sport tourists and their behaviour in context 
In the existing research on sport tourism, generally, the phenomenon is dominated by sport 
enthusiasts, who are the devotees of a sporting code, such that they unfailingly desire to 
consume sport objects and/or products (Nyikana & Tichaawa, 2018b; Smith & Stewart, 
2007). Such tourists are important to the development of sport tourism and its popularity, on 
the basis of their significant involvement in many sport promotional activities, like watching 
TV, listening to radio commentaries, reading sport-related magazines and newspapers, 
buying sport merchandise and regalia, and, more importantly, travelling to distant places to 
partake in sport events (Horne, 2007; Nyikana & Tichaawa, 2018b; Smith & Stewart, 2007; 
Tichaawa, 2013). Resultantly, they invest much time and money in frequently travelling long 
distances to participate in sport tourism events. The above, consequently, warrants destination 
marketers and managers exerting an effort to understand them from both a tourism and a 
sport perspective (Florek et al., 2008; Nyikana & Tichaawa, 2018b).  
 
8.2.1 Previous attendance at sport tourism events 
The attendees were asked whether they had attended the specific sport event at which they 
were interviewed in previous years. In the case of the Women AFCON, the above implies 
that those who were attending the event for a second or more time had previously visited 
other African destinations to participate in the previous editions of the event, as the hosting of 
the event rotates throughout the continent. The findings obtained revealed that the vast 
majority of the respondents (71.6%) had not attended any of the events before, whereas only 
17.6% had. The implication of the above, is that, at all four sampled events, there were many 
first-time attendees, as opposed to repeat visitors. Such a situation presented an opportunity 
for the event, and for the destination, in particular, to capitalise on the event in terms of 
marketing and image creation, so as to trigger future intentions to revisit both. According to 
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Florek et al. (2008), the impression left by an event, the levels of satisfaction obtained with it, 
and the meeting of expectations by it are crucial elements to be met by the tourism 
destination managers and the event organisers, so as to ensure that the first-time visitors to 
destinations will, likely, return to visit, or else become an ambassador of, such destinations, 
by promoting it through word of mouth based on such experiences. Clearly, sport events in 
Cameroon can be seen to attract mainly first-time visitors and to represent an opportunity to 
showcase the host destination’s tourism potential. In terms of those who had previously 
attended sport events, the vast majority were international event attendees. Interestingly, 
10.9% of the attendees were not sure whether they had, or had not, attended the events 
previously. The findings are illustrated in Table 8.1 below. 
 
Table 8.1: Previous attendance at specific sport tourism events (n=1186, in %) 
Response Total (n=1186) 
No 71.6 
Yes 17.6 
Not sure 10.9 
 
A follow-up question was asked of those who indicated having attended previous sport 
tourism events (n=209), regarding how many times they had attended the event in question. 
An overwhelming majority of the respondents (84.3%) had attended the specified event once 
before, whereas only 15.7% had attended it twice or more before. As was mentioned in the 
earlier chapters, the four events in question have different characteristics, in that, while they 
are all recurring, they all differ in stature and nature. For example, the Women AFCON is 
hosted in different countries around the African continent, the Central University Games are 
hosted in different countries within the regional area of Central Africa, while the Cameroon 
Elite One premier league games and the Mount Cameroon Race of Hope are national events 
in Cameroon, albeit the latter draws large numbers of international visitors in comparison to 
the former.  
 
8.2.2 Frequency of attending sport tourism events  
Sport tourists are generally made up of a blend of local community members, casual 
attendees, who might not be at the sport event as the primary reason for their visiting the 
destination, visitors to the event, who are coincidentally there, because of them not 
specifically having had attending the event in mind when visiting the destination, and devoted 
individuals or groups who travel specifically to watch the event on offer (Jones, 2008; 
Nyikana et al., 2014). Moreover, the more satisfied and passionate the attendees are about 
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their experiences at such events, the more likely they are to frequent them, even in their local 
areas of origin. In an effort to gauge the extent of commitment to sport tourism events 
generally, the respondents were asked to indicate their frequency of attending such events in 
their own local areas. A Likert-type scale was used, with the options concerned ranging from 
‘Never’ to ‘Always’.  
 
The findings revealed that, generally, most of the respondents (48.2%) indicated having an 
average attendance at the sport tourism events held in their local areas, followed by those 
who seldom attended them (23.6%). A combined 22.7% of the respondents indicated that 
they either almost always (16.6%), or always (6.1%), attended sport tourism events in their 
local areas. Such individuals could, therefore, be considered to have a keen interest in sport 
tourism overall, and to make an effort to attend such events when held in their local areas, 
accordingly. Only 5.5% of the total target population indicated having never attended the 
events in their local areas, as is shown in Table 8.2 below.  
 
Table 8.2: Frequency of attendance at sport tourism events in the respondents’ local area (n=1186, in %) 
Response Total (n=1186) 
Average 48.2 
Seldom 23.6 
Almost always 16.6 
Always 6.1 
Never 5.5 
 
8.2.3 Sport tourism attendance beyond the local place of stay 
The respondents were next asked whether they had ever travelled to watch any sport event 
outside of their usual place of residence, whether that be in another city/town, or another 
province or country, altogether. The question was asked to gauge the respondents’ degree of 
willingness to travel for sport-related purposes among the sport tourists in Cameroon. In the 
existing literature (Horne, 2007; Jones, 2008; Nyikana & Tichaawa, 2018b; Smith & Stewart, 
2007; Tichaawa, 2016), it is noted that sport event attendees are those who deserve particular 
attention, on the basis that they invest much time and many financial resources in engaging in 
frequent, often distant travel to participate in sport events. Resultantly, understanding them 
better than at present should enable a destination to plan accordingly in relation to its sport 
tourism-related strategies, as is the current case in Cameroon (Nyikana & Tichaawa, 2018b). 
Interestingly, in the current study, the majority of the respondents (53.4%) had actually 
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travelled beyond their usual place of residence, as opposed to those who had not (46.6%), as 
is shown in Table 8.3 below. 
  
The above was also revealed in the key informant interviews, as it emerged that, beyond the 
fact that there were international and regional visitors to events, a strong willingness was 
manifested to travel domestically across the different provinces for the purpose of sport 
tourism attendance. On the domestic tourism front, a distinctive element that emerged from 
the data suggested that sport tourism participation was especially linked to the VFR concept, 
as the respondents concerned indicated that they tended to go to sport tourism events at 
destinations where some of their relatives or friends resided. As one key informant from the 
Ministry of Tourism and Leisure indicated:  
 
While there is a general lack of tourism culture in Cameroon, domestic tourism is 
important, because a lot of people travel from one area to another, usually spending three 
or four days at an uncle’s or brother’s place. They normally travel to that relative with 
things to sell which are not available in that host destination. Then they also leave there 
having bought unique items which they can sell back in their normal place of residence. 
So, therefore, domestic tourism plays this important role, and sport events help promote 
this type of travel (R4). 
 
The above quotation reveals a unique dimension in relation to sport tourism in Cameroon, in 
that it suggests an element of informal business tourism promotion through sport events. The 
concept will be explored later on in the current chapter. 
 
Table 8.3: Sport tourism event attendance beyond the normal place of stay (n=1186, in %) 
Response Total (n=1186) 
Yes 53.4 
No 46.6 
 
8.2.3.1 Frequency of attendance at sport tourism events beyond normal place of stay 
A follow-up question was asked, regarding how frequently the attendees went to sport 
tourism events beyond their normal places of residence. As can be seen in Table 8.4 below, a 
combined majority of the respondents (51.4%) attended the events sometimes (32.2%), often 
(12.2%) or very often (7%). Those who had never before attended the events beyond their 
normal place of stay (1.3%) and those who indicated that the question was not applicable to 
them (47.2%), probably as they only attended the events that were held at their normal place 
of stay and not beyond, constituted the rest of the sample. 
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Table 8.4: Frequency of attendance at sport tourism events in the respondents’ local area (n=1186, in %) 
Response Total (n=1186) 
Not applicable 47.2 
Sometimes 32.2 
Often 12.2 
Very often 7.0 
Never 1.3 
 
8.2.3.2 Event location relative to place of stay 
In an effort to understand the behaviour of, and the contribution made by sport tourism event 
attendees further, the respondents were requested to specify where the event that they were 
attending took place in relation to their normal place of residence. The findings are illustrated 
in Table 8.5 below. Expectedly, and based on the above responses, the majority of the 
attendees (47.6%) felt that the question was not applicable to them, on the basis of them not 
having travelled beyond their normal place of residence to participate in any event. In 
contrast, those who had at least left their town/city of residence, indicated that they had 
attended in a different city within the same province (18.8%), or had at least travelled to a 
different province to watch a sport tourism event spectating (20.6%). Besides the above, a 
notable number of the respondents (13.0%) had travelled beyond their national borders to go 
and watch, or participate, in sport tourism events. The findings further stress the potential that 
exists for sport tourism development within a context like Cameroon, where commitment and 
desire exist in terms of sport tourism participation. Tichaawa and Swart (2010) found 
Cameroonian sport event attendees to be passionate about sport events, and that they would, 
likely, make an effort to attend such events, at least in their own locality. The findings of the 
current study are also consistent with those of Pannenborg (2010), who analysed the soccer 
fans in Cameroon from an anthropological perspective, finding them to be avid fans of the 
sport and its related events. 
 
 
Table 8.5: Event location relative to place of residence (n=1186, in %) 
Place Total (n=1186) 
Not applicable 47.6 
Different province 20.6 
Same province 18.8 
Different country 13.0 
 
Further to the above, the respondents who had previously travelled to an event (n=634) were 
asked to indicate how long they had stayed at the event location. The majority of the 
attendees were found to have stayed at the destination for the duration of the event (27.9%), 
for the weekend (22.3%), or for a few hours during the event, and that they had then left the 
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destination whilst the event was still in progress (18.4%). Those who stayed overnight 
(14.1%), or who had spent a minimum of three or more nights there (12.3%) made up the rest 
of the sample, as can be seen in Table 8.6 below. More importantly, when combining those 
who stayed overnight, with those who stayed for a weekend, and those who spent three nights 
or more at the destination concerned, a notable percentage (48.7%) can be observed. The 
above finding reinforces the idea of there being existing potential for further investment in 
sport tourism in Cameroon and other regional destinations, as a socio-economic development 
tool. The length of duration of stay augurs well for the host destination, as it could mean that 
such respondents potentially spend additionally at the destination, which brings into existence 
a range of economic impacts that are associated with tourism, broadly. Clearly, the tourism 
authorities should leverage upon the opportunities presented by the sport event attendees in 
terms of length of stay at a destination. Such can be done by ensuring that consultation takes 
place among the stakeholders that will result in the effective bundling of additional activities 
beyond the sport itself, and which should, ultimately, result in increased levels of satisfaction 
among the sport tourists concerned, which might lead to additional visits in future, among 
other options. 
 
Table 8.6: Duration of stay at the event location (n=634, in %) 
Duration of stay Total (n=634) 
The duration of the event 27.9 
The weekend 22.3 
A few hours, after which I left the event 18.4 
Overnight 14.1 
Three nights or more 5.0 
 
8.2.3.3 Mode of transportation used to the event 
In the existing literature on sport tourism and events hosting, growing emphasis has been 
placed on the sustainable development of the niche sector (Achu, 2018; Bob & Swart, 2010; 
Collins et al., 2009). In particular, the relevant agencies who organise and regulate such 
sports events have, in recent times, acknowledged the need for attention to be paid to the 
environmental aspects of events hosting (Bama & Tichaawa, 2012; Collins et al., 2009; 
Tichaawa & Bob, 2015; Tichaawa et al., 2018). The authors emphasise how the agencies 
need to recognise the specific areas that the events might affect, especially in terms of climate 
change and the associated carbon footprint related to travelling to the sport event sites. Otto 
and Heath (2009) suggest the need for such agencies to develop and manage the events 
proactively, in such a way that ensures that the appropriate guidelines are followed and that 
the necessary processes are in place regarding the reduction of climate change implications 
posed by the events. Generally, transport is the premier contributor to the negative 
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environmental impacts caused by sport tourism events, because the sport tourists travel long 
distances, using a variety of transport alternatives, to the event sites (Gössling et al., 2002). In 
addition to the transport-related issues, the events also pose threats to the local ecosystems, 
especially in terms of the use of irreplaceable natural capital and the associated contributions 
made to carbon emissions linked to climate change, broadly (Collins et al., 2009). Against 
such a backdrop, the need exists to examine the travel behaviour of sport tourists, particularly 
as linked to their transport choices in the context of the current study. 
 
The attendees were, therefore, asked to indicate the type of transportation that they used to 
access the event on the day of the interview, with a view to understanding the mode of 
transport chosen by the sport tourists in Cameroon. The findings, which are shown in Table 
8.7 below, reveal that the majority of the respondents had used a taxi (34.3%) to access the 
event location. Such a finding implies that a taxi was the most popular mode of transport 
among the respondents. The result obtained is not surprising, as it echoes that of Tichaawa 
(2009), who found that the sport fans in Cameroon preferred using such a mode of transport 
to access soccer events. More so, the researcher observed the above-mentioned use of 
transport at first-hand during the data collection that occurred across the four events.  
 
Furthermore, some of the respondents indicated that they travelled by bus (24.8%) or private 
car (19.3%). The rest of the respondents used a plane (11.3%), train (4.9%), or walked (4.5%) 
to the event location. Those who travelled by plane can be assumed to have been international 
sport tourists, who might, when once they were at the destination, have used alternative 
transport, such as taxis, private cars, or walking, to reach the stadium precinct. The above-
mentioned findings were somewhat reinforced in the key informant interviews, which 
identified transport as being one of the main challenges linked to events hosting in 
Cameroon. As one official from the Ministry of Tourism and Leisure noted: 
 
Recently, there has [i.e. have] been developments on the infrastructure and facilities front. 
If you look around, some stadiums were built, and now you see large numbers [going] to 
sporting events, which actually shows the challenges [involved]. For example, if there is 
an international football match in the new stadium in Limbe, people come from all over 
the country to watch, but, after the match, there is a lot of fighting in terms of going back 
to their homes, because transport from the stadium is a big challenge (R3). 
 
The feeling concerned was explained by an official in the sponsorship domain as existing due 
to the lack of planning and collaboration among the stakeholders involved, especially in 
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relation to the purposeful integration of the new infrastructural developments into the overall 
needs of the community, in relation to the existing infrastructure and facilities. He explained: 
 
There, blame must go to the overall failure or inability of all stakeholders to come 
together to look at the importance of sport events. But, in Cameroon, they don’t look 
beyond the event itself, so, even when they build stadiums, good stadiums that are world 
standard, they don’t consider transport and other supporting facilities that are going to 
complement the stadium experience. People want to go, but the difference between the 
stadium area and farther away is too great. This development [of the stadium] is supposed 
to complement the area and [to] improve [the] roads and other infrastructure leading up to 
the stadium (R2). 
 
When analysing the above responses especially linked to the concerns highlighted by the key 
informant interviewees, it becomes evident that challenges remain regarding the 
environmental management of the sport tourism and events hosting. In particular, there seems 
to be a recurring theme of a lack of thorough planning, in generally, and of events greening, 
specifically. Such is evidenced in the lack of integration of the transport network, such that it 
responds to the existing pressure on global warming and climate change, linked specifically 
to the carbon footprint left by sport tourists. In the practical paradigm of such a greening 
initiative, the other host destinations have sought to reduce the amount of time spent in 
vehicles, by promoting event areas conducive to walking or cycling to the event spaces. 
Where necessary, communal buses are used by the masses to access the stadium areas. 
However, in the case of Cameroon, the aspect has, in the past, been largely neglected, thus 
becoming a key area that requires addressing in future, especially if the country wants to host 
large-scale sports events in future. 
 
Table 8.7: Mode of transport to the sport event (n=1186, in %) 
Transportation mode Total (n=1186) 
Taxi 34.3 
Bus 24.8 
Car 19.3 
Plane 11.3 
Train 4.9 
Walked 4.5 
Other 0.9 
 
8.3 Motivating factors for choosing sport tourism event destinations 
According to Florek et al. (2008) and, more recently, Nyikana and Tichaawa (2018b), a 
useful way of profiting from sport tourists is to gain an understanding of who they are from a 
tourism, as well as from a sport, perspective. Doing so allows the destination and the 
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respective managers an opportunity to classify them, and, consequently, to design tourist 
attractions that respond to their needs. Thus, understanding their primary motive for 
travelling to the destination enables the researcher to determine whether the primary 
motivating reason was the sport, or another, broader, tourism-based, reason (Florek et al., 
2008; Smith & Stewart, 2007). Accordingly, in the current study, the respondents were asked 
whether attending the sport event at which they were interviewed was the main reason for 
them being in the area on the day, with the findings obtained in the above regard being 
illustrated in Table 8.8 below. An overwhelming majority of the attendees (78.1%), in total, 
were found to be in the area primarily for the purpose of attending the relevant sport tourism 
event. Such a finding emphasises the notion that sport tourists tend to invest time and other 
resources in travelling to the venues of sport events (Jones, 2008; Nyikana & Tichaawa, 
2018b; Smith & Stewart, 2007). Nevertheless, a notable number (21.9%) of the attendees 
were not attending the event as their primary reason for being in the area, but were there 
incidentally. The above supports the view of Jones (2008), who indicates that a sports event 
can be a meeting place for people who are devoted to sport, for local community members, 
and for casual attendees, whose main reason for being in the area might not, necessarily, be 
the sport on offer. In the above respect, it is crucial, from a planning and management 
perspective, always to prepare for sport tourism events, bearing in mind that it is not only the 
sport enthusiasts who attend them, but that incidental attendees do so as well. The climate, 
therefore, should be one that is supportive of the above, especially as it is linked to the 
available additional activities and facilities. Creating a positive experience for such 
‘coincidental sport tourists’ could lead to them purposefully attending similar events in 
future. 
 
Table 8.8: The sport tourism event as the main reason for being in the location (n=1186, in %) 
Response Total (n=1186) 
Yes 78.1 
No 21.9 
 
The research that has been conducted into sport tourists thus far reveals the important role 
that they can play in popularising the sport tourism industry (Egresi & Kara, 2014; Horne, 
2007; Nyikana & Tichaawa, 2018b; Smith & Stewart, 2007). Such is partially so because, 
while they are largely drawn to places by their devotion to sport, they also tend to observe 
certain elements of a destination, like the climate, its accessibility, and other available 
complementing activities (Kim & Chalip, 2004; Nyikana & Tichaawa, 2018b; Nyikana et al., 
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2014; Smith & Stewart, 2007; Walmsley, 2008). Besides the above, Egresi and Kara (2014) 
conceive that ensuring high satisfaction levels among the attendees might help to ensure 
repeat visitation, which is an endeavour that can only be made possible through coming to an 
understanding of the additional motivational factors that come into play in the minds of 
attendees when deciding on an event to attend, and its location.  
 
By their very nature, sports events present entertainment opportunities for the attendees 
(Nyikana & Tichaawa, 2018a). Over and above the event itself, the event attendees also 
consider the entertainment opportunities on offer beyond the event space, being what 
opportunities are there for entertainment within a destination itself, in deciding whether to 
visit a sport event hosting area (Getz, 2008; Kim & Chalip, 2004; Nyikana & Tichaawa, 
2018a, 2018b). Events serve as a point of convergence for travellers sharing activities, either 
on an individual basis, or in groups. Accordingly, travellers to sports events tend to attend 
such events with a common social goal that, at times, extends beyond the sport activity itself 
(Nyikana, 2013). Moreover, sport events can also serve the same purpose that a holiday or 
vacation does, in the sense that they present a chance for families to spend quality time 
together (Nyikana et al., 2014; Smith & Stewart, 2007).  
 
In the current study, the respondents were requested to rate other additional activities that 
might have motivated them to visit the event location besides the actual sport itself. To 
achieve the above, a four-point Likert-type scale was used. This scale consisted of ‘very 
unimportant’, ‘unimportant’, ‘important’ and ‘very important’, as is illustrated in Table 8.9 
below. In some cases, and so as to gain an enhanced understanding of the motives involved, 
the items were combined to reflect either an ‘important’ or ‘unimportant’ motivational factor, 
by adding together the percentages for ‘very unimportant’ and ‘unimportant’, and those for 
‘very important’ and ‘important’. The motivating factors are broadly expanded on in Table 
8.9 below. 
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Table 8.9: Motivating factors, besides the event, for visiting the area (n=1186, in %) 
Factor Very 
unimportant 
Unimportant Important Very 
important 
Entertainment opportunities 4.5 12.2 41.2 42.1 
Self-actualisation 7.0 11.5 36.0 45.5 
The event location and area 7.6 11.5 41.0 39.9 
Relaxation 6.0 14.2 36.7 43.1 
Tourism reasons 4.8 15.5 41.0 38.7 
Meeting interesting people and 
socialising 
7.0 15.4 35.7 41.9 
The quality of the sport event 
available 
3.1 21.8 39.1 36.0 
Visiting friends and relatives 6.7 20.5 32.1 40.7 
Weather 6.0 23.6 34.3 36.1 
Shopping 11.8 26.7 26.9 34.6 
Family getaway or quality time 9.3 25.3 29.0 36.4 
Previous experience 11.0 23.7 33.0 32.3 
Business and trading 14.0 26.3 34.5 25.2 
Religious or cultural reasons 15.2 31.0 26.4 27.4 
 
8.3.1 Entertainment opportunities 
As was mentioned in the previous sections of the current study, the attractiveness of sport 
tourism destinations is usually enhanced by the different complementary facilities and 
experiences that they offer to sport tourists, besides the event itself (Kaplanidou & Vogt, 
2007; Kim & Chalip, 2004; Nyikana et al., 2014; Walmsley, 2008). In particular, because of 
the generally youthful makeup of the attendees (Getz, 2008; Nyikana & Tichaawa, 2018b; 
Rubin, 2009; Smith & Stewart, 2007; Tichaawa & Swart, 2010), the entertainment value and 
the abundance of opportunities for entertainment tend to be high in the decision-making 
process of potential visitors to a destination. Therefore, destinations should strive to ensure 
that they have a varied experience that provides ample entertainment opportunities. In the 
current study, an overwhelming majority of the attendees (83.3%) were found to consider 
entertainment as a key motivating factor for them to choose a sport tourism destination. The 
findings reinforce the findings in the available literature, in that entertainment could be seen 
to be an important consideration for those attending sport tourism events. Given how most of 
the events surveyed in the current study were hosted in the urban or semi-urban contexts of 
Cameroon, relatively many additional entertainment opportunities might have been available 
beyond the events space, especially when considering that the vast majority of the attendees 
were Cameroonian citizens, and, thus, tended to be familiar with the broader context in which 
the events took place. However, the above factor remains unknown in terms of the 
international visitors, as it was not investigated in the key informant interviews. An official 
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from MTN Cameroon was highly critical of the planning extending beyond the event, as seen 
in his response on the entertainment opportunities beyond the events concerned: 
 
I have previously travelled to a country like South Africa as part of a state visit. Part of 
this was to also visit sporting venues and surrounding areas. What we saw is that sport, 
and specifically football, can be a key asset for the development of tourism in Cameroon, 
like it did in South Africa and Brazil, but it is currently not being done correctly. As we 
speak, I’m still wondering what we are going to show to people who are going to come 
to the country for the AFCON [in 2021]. There is not even a museum to celebrate our 
sporting history. So, I hope you have had an interesting conversation with the national 
officials of tourism in Yaoundé (R2). 
 
The above quotation further stresses the lack of purposeful planning and interaction that has 
been a recurring theme with sport tourism development, as observed in the current study. 
While the general feeling on the domestic front was that there were some areas of satisfaction 
regarding the entertainment opportunities available, there was still much to be done to ensure 
that the same was achieved on the international front. The above held especially true if sport 
tourism were to be developed still further for the sake of the country’s overall socio-
economic development and growth. 
 
8.3.2 Self-actualisation 
Sport events have been noted as providing a platform for self-realisation, with, especially in 
the context of Africa, sport being seen as a way of life by many of the citizens on the 
continent, with their attendance at such events, thus, providing an opportunity for their self-
fulfilment (Nyikana & Tichaawa, 2018c). According to Hagen (2008), the sport event and its 
host destination offer an aspect of group affiliation to the sport tourists that serves to boost 
their self-esteem. Accordingly, such events provide an opportunity for them to feel good 
about themselves, along with presenting an enjoyment factor that often spreads into the event 
space, and throughout the destination as a whole. In the current study, the factor of self-
actualisation (81.5%) was deemed a key motivating factor for visiting the sport tourism 
events in question, as well as the destination concerned. In the context of the present study, 
the factor could, arguably, be linked to the fact that many spectators attend sports events as 
part of their self-constructed identities linked with spectatorship, and with being part of a 
distinct group of fans that share the same passion. 
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8.3.3 The event location and area 
According to Hinch and Higham (2000), for some individuals, sport participation, especially 
through spectating, is an additional activity of their overall activity within the numerous 
tourism experiences that they have at destinations, including sightseeing and other similar 
activities. Thus, Taks et al. (2009) categorise such individuals as occasional sport tourists, 
owing to how they attend a sports event as an additional leisure activity, as part of their 
overall experience at the host destination. In other words, such tourists would tend to be 
aware of the hosting of an event due to them having sought out information on the destination 
generally, perhaps for tourism-related reasons. The groups or individuals concerned, 
therefore, beyond the specific sport event itself, consider the attraction and activity mix in 
relation to the destinations’ competitiveness before they travel. When such events are hosted 
in the urban areas specifically, where the tourism facilities are well developed, the sport 
tourists are encouraged to participate in the available activities (Kaplanidou & Vogt, 2007; 
Kim & Chalip, 2004; Nyikana et al., 2014; Taks et al., 2009; Walmsley, 2008). Ultimately, 
the above shows that, besides just offering a sport event experience, the destination should be 
made relatively attractive, so that the sport tourists can be persuaded to visit the area. In the 
present study, the location where the event was taking place was found to play an important 
role in the decision made by 80.9% of the respondents to visit the specific destinations where 
the events were hosted. The event location could also be seen as having an important role to 
play in the above case, because almost all of the sampled events took place in an urban 
setting, where the necessary facilities and support infrastructure were available, which would, 
thus, have played a key role in deciding to attend the sports events involved. 
 
8.3.4 Relaxation  
Apart from the above motivations, another prominent factor that was noted by the attendees 
included social motivation, in terms of having the opportunity to relax (79.8%). Accordingly, 
the sport tourists viewed their attendance as a way of providing a relaxing experience, which 
gave them an opportunity to focus on the event and on the broader destination offerings 
available, rather than on worrying about their daily life (Smith & Stewart, 2007). Besides the 
above, Hall, O’Mahony and Vieceli (2010) argue that, when the sport tourists perceive the 
destination and the event as being fun, challenging and satisfying, they are more likely to 
keep visiting the said destination in future, particularly in the case of recurring events. Turco 
et al. (2002) also argue that the destinations offer a relaxing atmosphere for the sport tourists 
that momentarily distracts their thinking from that of the daily routine, which is usually 
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related to their experiences at work, at home or in society, as a whole. Once more, the need 
for broader planning requirements within the Cameroonian context can be seen as being 
linked to ensuring that additional activities are in place, and that an environment that is 
conducive to relaxation is achieved generally. Besides the above, and closely linked to the 
other motivating factors mentioned, the identification with a particular place and its sport 
subculture can affect the consumption choices and preferences of sport tourists (Snelgrove et 
al., 2008). Such identification, therefore, leads to the making of certain choices regarding the 
products and activities with which sport tourists associate, including to the seeking out of 
sport tourism destinations that offer opportunities for relaxation.  
 
8.3.5 Tourism-related reasons 
According to Kurtzman and Zauhar (2003), sport tourism tends to have more spectators than 
active participants in the sport itself. Due to the above, Walmsley (2008) argues that, besides 
the active participants, other types of sport tourists can pose significant indirect economic 
implications for the destination concerned, especially in the case where participation and/or 
spectating is not the primary purpose of their trip. The author suggests that such sport tourists 
have the potential to add value to the destination package as a whole, especially through the 
potential increase in the number of domestic trips made within the destination that they have 
visited. The above is so because the sport tourists have a casual relationship with sport, with 
their interests and subsequent decisions to travel, as well as their specific travel patterns, 
being shaped by certain factors, including by the availability of tourist attractions and 
activities at the destination (Gibson, 2002; Smith & Stewart, 2007; Tichaawa, 2013). 
Typically, they seek out a broader mix of support tourism services and facilities, as well as of 
attractions, once they are at the destination than they might otherwise have done. Therefore, 
because many such events are hosted in urban cities that are conducive in terms of tourism 
facilities, the sport tourists involved usually take the opportunity to engage in such activities.  
 
In the current study, the overwhelming majority of the respondents made their decision to 
travel to specific event sites based on tourism-related reasons (79.7%). The finding bodes 
well for the broader leveraging of the sports events involved, especially concerning the 
relationship between sport and tourism in the above-mentioned context. However, the success 
of the above largely rests in the improvements that can be made to the current situation, as 
many of the stakeholders expressed feeling that insufficient was done in terms of the amount 
of leveraging involved. In particular, the disconnected nature of the relationships among 
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those who are supposed to systematically plan for such events, and the broader local 
economic impacts, serve as a major hindrance to the above (Nyikana & Tichaawa, 2018c).  
 
8.3.6 Meeting interesting people and socialising 
Gwinner and Swanson (2003) suggest that the more passive that a relationship is between the 
spectators and a certain sport, the less they tend to be involved in the sport. Thus, such sport 
tourists are more likely going to be drawn to certain destinations by the overall entertainment 
value discussed above, as well as by the associated social interaction opportunities such 
sports events present, rather than by the sport itself. Sport tourism events can provide a 
platform for developing a sense of community involving people jointly sharing a common 
purpose (Gwinner & Swanson, 2003). In the context of the current study, where a multitude 
of cultural backgrounds exists, such a platform can encourage engaging in meaningful 
conversations linked to cultural exchange (Kimbu & Tichaawa, 2018; Nyikana & Tichaawa, 
2018c). Such opportunities to interact with, and to meet, interesting people, which can lead to 
socialising opportunities, are a major reason for sport tourists to select certain destinations 
over others to visit. In the current study, the opportunity to meet interesting people and to 
socialise (77.6%) was found to play a key role in the decisions made by many to travel to the 
host destinations concerned. The area involved still requires further attention, though, as the 
discussions that were held with the key informant resource personnel revealed that more 
could be done to stimulate interest in the broader character of the destination. Those 
concerned argued that the cultural aspect had, up to the point of the current study, not yet 
been effectively cultivated and integrated into sport tourism events hosting, despite the 
potential for it to spark additional socialising opportunities in terms of the sport tourists and 
the local host community members. As one stakeholder from the Local Council argued: 
 
When there is a major event, like the AFCON or even the Mountain Race [Mount 
Cameroon Race of Hope], people from other countries [tend to] come, probably, for the 
sport specifically, but they will interact with [the] locals and discover [the] local dishes 
and ways of life. Even domestically, there is a potential to share our traditions and ways 
of life, because we come from different provinces. But, because culture is not really 
promoted during events, the chances now for these social meetings and interactions is 
less in Cameroon (R6). 
 
The above quote makes clear that additional meaningful socialisation activities could be 
triggered by sport tourism events in Cameroon, if more planning around integrating the 
different cultures were to be done. Specifically, the stakeholders felt that the local chiefs 
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should be given a platform from which to become involved in some of the planning meetings 
for major events, as the above would, likely, result in traditional performances becoming part 
of the event. In turn, such performances could trigger an arousal of curiosity and interest on 
the part of the visitors, and, thus, result in friendships being formed among the spectators. 
Success attained in the above could aid nation-building, in that the event could be used to 
stimulate some level of cultural connectiveness within the destinations as well (Smith & 
Stewart, 2007). The destinations, accordingly, could be rendered attractive beyond the 
duration of the sports event(s) hosted. However, as has been noted in the preceding sections 
of the study, the challenge, at least up until the time of the current study, had been the lack of 
such a consultative and collaborative environment in the surrounds of the events. 
 
8.3.7 The quality of the sport event 
As briefly mentioned in the section above, some sport tourists are not wholly interested in the 
sport on offer, but they are, rather, attracted by certain elements of the destinations 
concerned, and by the sport in general (Florek et al., 2008). Walmsley (2008) suggests that 
the sport tourists consider, among other factors, the quality of the specific event, and the 
overall event mix to be found at a destination, as influencing their decision to travel to certain 
destinations for the purpose of participating in a sport tourism event. In the above regard, the 
sport event must be organised so that the quality of planning and hosting the event is not 
compromised. Such issues as the accessibility of certain facilities and event tickets should be 
dealt with fairly and straightforwardly, so that the overall experience is one of high quality. In 
addition to the above, the bigger events, due to their historic significance, tend to be 
associated with a level of prestige, which can be perceived as being concomitant with high 
quality by sport tourists. In the current study, the attendees were found to have been highly 
influenced by the quality of the sport event on offer (75.1%), which was unsurprising, given 
the magnitude of the events, as was highlighted in Chapter Six of the present thesis. As Smith 
and Stewart (2007) argue, quality sport tourism events offer an opportunity for self-education 
about the sport and its athletes, as well as in terms of gaining an overall appreciation of the 
athletes’ skills on offer. 
 
8.3.8 Visiting friends and relatives (VFR) 
The existing body of literature asserts that sport tourism events present an opportunity for 
families to spend much-needed quality time together, in the same way as going on vacation 
together would (Nyikana & Tichaawa, 2018c; Smith & Stewart, 2007). The decision to travel 
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to, and to participate in, a sports event is often intentionally influenced by family, friends and 
relatives (Kurtzman & Zauhar, 2005). Such an influence, especially if it comes in the form of 
positive word-of-mouth advertising and the marketing of a particular event and destination 
from colleagues, friends and family, can create massive tourism potential for the destinations 
involved (Taks et al., 2009). Sports events possess a strong social dimension, through which 
discussions with friends and colleagues can be triggered, and they act as personal occasions, 
around which people can unite with their kin who reside in various locations (Getz, 2003; 
Smith & Stewart, 2007; Turco et al., 2002; Yu, 2010). Giulianotti (2002) notes that, in many 
instances, people use their holiday time, or purposefully take leave from work, to support 
their relatives and friends who are active participants in sports events. Those concerned 
would typically include parents, siblings, partners, friends and colleagues, whose 
relationships would be likely to improve from such interaction (Giulianotti, 2002; Turco et 
al., 2002). 
 
Interestingly, in the current study a notable percentage of the respondents (72.8%) indicated 
that a key motivation for them to choose a destination, besides the sport event on offer, was 
the ability of the event to offer an opportunity for them to visit their friends and relatives. The 
concept was further emphasised in the interviews with the key resource personnel, as it was 
explained that the opportunity to spend time with friends and relatives was an important 
influence on the decision to travel to certain sports events. In particular, the respondents 
highlighted how the aspect was integrated with other intentions, such as to engage in business 
and trading within the informal market. The key resource personnel explained that many 
people deliberately sought out host destinations where they had relatives and friends staying, 
who could accommodate them for the duration of their event-related stay, which usually 
entailed spending a few days with them. Such people used the opportunity to buy and sell 
unique items. An official from the Ministry of Tourism and Leisure expanded on the above in 
the following words: 
 
While we generally acknowledge a lack of tourism culture in Cameroon, domestic 
tourism is very important, because a lot of people travel from one area to another, usually 
spending three or four days at an uncle’s or brother’s place. They normally travel to that 
relative with things to sell at the stadium which are not readily available in the local area. 
In turn, they leave that place, having bought unique items that they can resell back home 
when events are held (R4). 
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From the above, it is clear that a major motivation for sport tourism event destinations in the 
context of Cameroon is the opportunity to spend time with friends and relatives. Unique to 
the context is the link that the above has with business and trading, particularly regarding the 
informal business sector in Cameroon. Such has direct implications for the planning of the 
events, as the informal business entrepreneurs also spend time at the destinations, most 
notably spending money within the local economy, in search of unique items that they can 
take back home with them. Moreover, they also contribute significantly to ticket sales, 
because they buy tickets with a view to selling them inside the stadiums where such sports 
events are held. The need exists, therefore, for the relevant stakeholders to consider the 
segment, and to plan to ensure that the desired benefits are derived from them. 
 
8.3.9 Maximising the benefits to be gained from quality family-orientated recreational 
time 
As mentioned in the subsection above, sport tourism events present the ideal opportunity for 
quality time to be spent with family, especially in those cases where people have friends and 
relatives living at the host destination. The event, therefore, becomes a positive environment 
at which to spend leisure time away from the daily routines, and for forming strong bonds 
within the family dynamic. Much like with a weekend away, or a vacation, the entertainment 
and excitement that is provided by the event stimulates the enjoyment of such quality time 
spent among relatives and other family members (Getz, 2003; Reeves, 1999; Smith & 
Stewart, 2007; Turco et al., 2002; Yu, 2010). Expectedly, therefore, many of the interviewed 
respondents (65.4%) were found to have been motivated by the opportunity to enjoy a family 
getaway, or to spend quality time with friends and family, accordingly. 
 
8.3.10 Previous event experience 
According to Spronk and Fourie (2010), the sport tourist classification is generally in line 
with the characteristics and the consumption patterns of the sport tourists concerned. 
Accordingly, their average length of stay at certain destinations, and their previous 
experiences with both the specified event and the destination, are highly valuable in terms of 
sport tourism research. According to Tichaawa (2013), despite the fact that some sport 
tourists might not initially have an emotional attachment to sport in general, or to a specific 
sports event, having a positive experience might, ultimately, lead to an intensification of 
identification with such an event, thus resulting in repeat visits, where applicable. Taks et al. 
(2009) observe that, in the case of sport tourists being repeat visitors to a particular event, 
211 
 
additional spending is likely to occur, because they are, likely, informed about the activities 
available at the host destination, as opposed to the relative ignorance of first-time attendees in 
such respect. In a sense, sport tourists are motivated to visit a destination on the basis of their 
knowledge gained from previous visits, and, thus, they are likely to have certain expectations 
of the experience (Taks et al., 2009). Their related expectations, therefore, and their previous 
experiences, are expected to provide critical lessons for the event organisers, marketers and 
planners concerned, in terms of blending the event experiences with those of the destination, 
so as to ensure that the benefits are filtered through to, and leveraged for, the host destination 
and its local economy, accordingly. The majority of the attendees (65.3%) were found to 
have chosen to attend the event at which they were interviewed based on the previous 
experiences that they had had of it.  
 
8.3.11 Business and trading 
Business and trading has become an important element of contemporary society in the 
African context (Rogerson, 2013; Tichaawa, 2017). In particular, for the context of the 
current study, the emergence of an informal business sector has been observed in many 
developing countries on the African continent (Tichaawa, 2017). Naturally, such an informal 
sector also operates in and around the sport tourism event spaces, in an effort to capitalise on 
the masses that attend, and participate in, such events (Nyikana & Tichaawa, 2018c). Linked 
to the above, and based on the observations made by the researchers concerned, several of the 
attendees at sport events in Cameroon (59.7%) linked their attendance to business and 
trading. As revealed by the key informant surveys, they travelled from afar to stay with 
friends and relatives, with the intention of conducting business and trading there. Typically, 
they bought items that they could then sell at the various stadiums and event spaces, using the 
accommodation of their relatives if the event took place outside of their normal place of 
residence, as was alluded to in the earlier sections of this thesis. 
 
Tichaawa (2017) observed that recently, in Cameroon, a low-income economy has emerged, 
which is largely informal in its operation. The economy specified is comprised of local 
entrepreneurs, especially around the areas where sport events are held, as they use the event 
platform as a base from which to sell their goods, like food and drink items, as well as 
specific sport-related merchandise and unique handicrafts only found in the local context 
(Nyikana & Tichaawa, 2018c; Rogerson, 2011, 2013; Tichaawa, 2017). When looking at the 
overall picture of sport event attendance in the study, a case can be made for sport tourism 
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events to play a crucial role in an economy like Cameroon, because they can serve as an 
important vehicle in which LED can prosper on the basis of employment creation and the 
opening up of entrepreneurial opportunities for the host communities. However, some 
stakeholders were critical of the above, as they felt that the government was failing such 
entrepreneurs. They argued that insufficient education and training, and specifically support, 
was being provided to the entrepreneurs concerned, such that they could leave a lasting 
footprint on the economies in where they operate. They attributed the above largely to the 
lack of clear policies that are meant to purposefully drive entrepreneurial development in a 
country where unemployment levels, especially among the youth, remain a key challenge. 
Thus, they point to the need for a rethink in terms of how operations are, especially around 
sport tourism events, as they have proven to be opportune platforms for the entrepreneurs, 
requiring their consistent staging. Consultation should occur among all those involved, and 
support should be provided, in particular, for the local entrepreneurs who operate in such a 
setting. 
 
8.3.12 Religious and cultural reasons 
The last motivating factor that was explored in this section related to the religious and 
cultural reasons for attendance at specific destinations. Interestingly, over half of the 
attendees (53.8%) indicated that such was an important consideration, or motivation, for 
them. The perception could, perhaps, be linked to the available cultural experiences briefly 
alluded to in the earlier sections. In the interviews, one stakeholder suggested that events like 
the Mount Cameroon Race of Hope have a very important cultural aspect embedded in them. 
Typically, the Race itself is officially opened by the local chiefs, and, subsequently, many 
cultural exhibitions are included in the programme for the day, as well as are traditional 
dances, which tend to intrigue the visitors. Other stakeholders, though, felt that the above was 
an exception, and that such cultural integration into sport tourism was limited in other events, 
and, thus, created an opportunity that was not yet being explored to its optimum potential. 
Nonetheless, in terms of the broader destination effects, the feeling that people would visit 
specific destinations because of the overall cultural interests involved was supported by the 
stakeholders. They emphasised that Cameroon is endowed with many different cultural ethnic 
groups, who have served to provide contrasting experiences to visitors, based on the different 
cultural and geographical contexts concerned.  
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8.4 Perceptions of sport tourism impacts 
In this section of the thesis, a comprehensive discussion of the perceptions about sport 
tourism impacts on Cameroon is provided, generally. The discussion is mainly based on the 
perceptions of the socio-economic, as well as, to a lesser extent, the environment-related 
impacts of sport tourism and sport tourism events, in particular. A five-point Likert-type scale 
was used to measure the responses made, based on the impact-related statements provided. 
The statements were created based on the literature review, and on previous, similar studies 
on sport tourism impacts on destinations. The findings were then subdivided into five general 
impact sections, being the economic impacts, the socio-environmental impacts, the 
government–citizen trust impacts, the LED impacts, and the marketing and branding 
implications. In the presentation, the results were grouped (‘strongly agree’ with ‘agree’, and 
‘strongly disagree’ with ‘disagree’) to show the perceptions clearly in relation to the 
(dis)agreement levels. The following subsections, therefore, provide a detailed analysis of 
each of the impacts identified. 
 
8.4.1 Economic impacts of sport tourism events 
In the existing literature, sport tourism events are said to have extensive economic 
implications for the hosting destinations, resulting in them attracting much attention from the 
policymakers, in particular, in the respective destinations (Devine et al., 2011; Nyikana et al., 
2014; Tichaawa et al., 2018). According to Zhang, Kim, Marstromartino, Qian and Nauright 
(2018), many countries have looked at sport tourism as a means of increasing their influx of 
hard currency. They argue that sport tourism events lead to an influx of revenue, increased 
tax revenues, new employment opportunities, and additional sources of income, among other 
general economic impacts. Lin and Lu (2018), in contrast, caution that the oft-publicised 
economic impacts, such as real economic growth, enhanced investments, employment 
opportunities and international trade, might not be the truth in the context of the developing 
countries, owing to many reasons. Table 8.10 below depicts the responses that were received 
when the attendees were asked to rate their levels of agreement, or disagreement, regarding 
the economic impacts of sport tourism events in Cameroon. 
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Table 8.10: Economic impacts of sport tourism events (n=1186, in %) 
Statements SD D N A SA 
Sport tourism events bring about foreign exchange earnings 
and regional development for the community 
5.3 7.3 20.3 32.2 34.9 
Sport tourism events encourage the development of small, 
medium and micro enterprises (SMMEs) 
4.6 12.5 20.9 33.9 28.1 
Sport tourism events increase the cost of living and result in 
the increased prices of goods and services 
5.4 18.6 21.5 33.6 20.9 
Sport events cause seasonality in income, resulting in an 
unstable local economy 
6.1 19.7 32.2 24.5 17.5 
Many people who visit the area do so because of sport 
events 
13.0 17.3 19.6 29.1 21.0 
 
8.4.1.1 Foreign exchange and regional development 
The focus on sport tourism development by destinations tends to be based on the economic 
value that can be derived from them, particularly around the area of foreign exchange 
earnings that result in regional socio-economic development, broadly (Devine et al., 2011; 
Lin & Lu, 2018; Nyikana et al., 2014; Tichaawa et al., 2018). The first statement made in 
relation to the economic impacts concerned considered the ability of sport tourism events to 
bring about foreign exchange earnings and regional development platforms for the 
communities hosting them. The majority of the attendees (67.1%) were found to be of the 
view that sport tourism events present an economic opportunity for the host destinations. The 
result is hardly surprising, given the magnitude of two of the sampled events (the Women 
AFCON 2016 and the Mount Cameroon Race of Hope), which attract people from different 
countries, and which, as such, present an opportunity for foreign exchange earnings. Besides 
such attendees, some chose to take a neutral stance on the matter (20.3%), whereas 12.6% of 
the interviewed respondents disagreed with the statement. The issue was also raised in the 
key informant interviews, in terms of which the respondents felt that sport tourism event 
hosting had economic implications, such as an increase in foreign exchange earnings, which 
could also lead to regional development.  
 
One respondent from an LED office (Local Council) said: 
 
There is [i.e. are] a lot of financial impacts that can be gained from sport tourism event 
hosting. We could have direct and indirect impacts, as well as induced impacts; this is all 
happening due to sport tourism. In Cameroon for example, when we are talking about 
sport tourism events, we are talking about routes that are under construction [i.e. the 
upgrading of roads] as a result. Hotels are under construction, because of sport 
competitions. Human resource development is also occurring, because people have to be 
trained for what they will do when we host events (R15). 
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The above shows that much economic value that can be brought about by sport tourism 
events in Cameroon, especially in terms of major events. However, for them to make 
meaningful contributions to foreign exchange specifically, the events should draw larger 
numbers of international visitors than before to the local areas where they are hosted. As 
criticised by Kimbu (2012) and Tichaawa (2017), Cameroon currently fares very 
disappointingly in terms of international visitation, despite having potential to be one of the 
better tourist destinations on the continent.  
 
8.4.1.2 The development of SMMEs 
According to Mabugu and Mohamed (2008), sport tourism events are engines for 
employment creation at the hosting destinations, particularly through the entrepreneurial 
opportunities that they create for the unemployed youth. Kruys (2007) argues that such 
activity is due to the direct spending potential among the event attendees, especially the 
spectators. Such spending by the visitors plays a key role in the development of the local 
businesses which, in turn, plays a crucial role in the overall strengthening of the economy 
(Du Plessis & Venter, 2010; Matheson, 2006; Tichaawa & Bob, 2015). Tichaawa (2017) 
notes, that in the African context, an entrepreneurial culture has emerged, both through the 
formal business tourism sector and through the more informal business sector. The above is 
on the back of the World Bank (2012) having encouraged the promotion of business tourism, 
and, specifically, SMME creation and support, as a way of achieving economic growth and 
transformation, and overall improvement in people’s lives in many African contexts. 
 
Against the background of the above, the next statement sought to gauge whether the 
attendees perceived sport tourism events as encouraging the development of small, medium 
and micro enterprises (SMMEs) in the hosting destinations. The majority of the respondents 
expressed that sport tourism events played an important role in encouraging the development 
of SMMEs (62%), when compared to those who did not think so (17.1%). The existing 
literature argues that sport tourism, and events in particular, tend to ignite an entrepreneurial 
culture, with Tichaawa (2017) suggesting that, in the context of Cameroon, an informal sector 
of entrepreneurs has emerged as the result of sport tourism events. The entrepreneurs 
concerned tend to capitalise on the platform created by sport tourism event gatherings to trade 
in items such as food and drinks, as well as in related sport merchandise (Nyikana & 
Tichaawa, 2018c). Of the total percentage of the respondents, 20.9% took a neutral stance on 
the statement. However, the key informant interviews revealed that a lack of support for those 
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wishing to engage in entrepreneurial activities linked to sport tourism events remained a 
major challenge. According to them, the local host communities required to be motivated, 
involved and mobilised towards taking advantage of the sport tourism opportunities on offer. 
As a respondent from the Ministry of Tourism and Leisure indicated: 
 
The problem, sometimes, is that the people have [an] interest in sport tourism benefits, 
like creating small businesses, but there is no support for them. So, for example, during 
the Mount Cameroon Race of Hope in Buea, the hosts only come out from their house 
when the race starts, and when the last athlete goes off, they go back to their houses and 
only listen on the radio. All those who left their areas like Douala, Yaoundé, etcetera 
might be at the stadium, but the hosts will not be around. This is because the hosts don’t 
know that they could make ice-cream and sell, make drinks, souvenirs, etcetera. So, the 
visitors end up going back home after the event, because of the lack of activities (R3). 
 
Based on the above, a distinctive element is seen emerging in relation to the promotion of 
informal business activity through sports events. The aspect is somewhat unique to the 
context, especially as the events are seen as a major drawcard for those who are engaged in 
informal business activities. Such entrepreneurs come from all over the country and 
purposefully attend events for the event experience, but, more importantly, with the intention 
to trade, in terms of which they sell unique items to other event attendees. Interestingly, such 
individuals purchase tickets and go into the stadiums to sell their items, which is a practice 
that is not allowed in many other areas. However, the local Cameroon context allows for such 
informal trading, which is actually how the economic effects of sport tourism, especially for 
the entrepreneurs concerned, is felt, as such impacts are direct. The stakeholders explain that, 
on certain occasions, unemployed youths receive a small amount of capital with which to buy 
tickets and bulk items like ice-cream, which they sell at the stadiums for profit, thus 
contributing to the promotion of opportunistic informal businesses.  
 
Besides those who hawk their wares at the stadiums, another unique element is that of 
informal business entrepreneurs, who operate exclusively outside the event venues. The 
traders target the stadium and venue precinct as a business operating environment, in which 
they sell items and goods to the attendees, but they do not enter the event venues. Such 
individuals sell sport-related merchandise and souvenirs, but they expand to small business, 
like the local bars and restaurants, who benefit from such events. The economic effects, in 
terms of the SMMEs, is felt in such a context within the local areas. However, much must be 
done to enhance and grow the sector, as the stakeholders point out that the government is still 
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failing to promote and support the entrepreneurs, resulting in a lack of continuity in terms of 
the operations where they are concerned. 
 
8.4.1.3 Increased cost of living 
The critics of sport tourism events have cited how their hosting can have several negative 
impacts on the hosting communities, especially on their ability to increase the overall cost of 
living, which leads to the increased price of local goods and services (Bob & Swart, 2010; 
Nyikana et al., 2014; Van der Merwe, 2007). Allmers and Maennig (2009) note that, in many 
cases, sport tourism events hosting leads to inflation in the price of goods and services in the 
local area, which is triggered by the mass presence of sport tourists, especially where such 
events are national or international in stature. The heightened economic activity that comes 
with such events is the reason that such price inflation occurs (Deccio & Baloglu, 2002). 
Desai and Vahed (2010) also note how, for the large-scale sports events, infrastructural 
development is sometimes not necessarily constructed to be of long-term economic benefit 
for the destination. The above is largely due to the fact that such infrastructure is event-
specific, with it, therefore, not being sustainable for the local community to use post-event, 
resulting in the associated maintenance and operation costs having to come from the 
taxpayers involved, which can also lead to an overall increase in the price of goods and 
services, generally (Allmers & Maennig, 2009; Bama & Tichaawa, 2012; Desai & Vahed, 
2010). 
 
In the light of the above notion, the attendees were required to indicate their level of 
agreement, or disagreement, with the statement relating to such a concern. The majority of 
the attendees (54.5%) felt that sport tourism events led to an increase in the prices of goods 
and services, which led to an increase in the cost of living. However, Gibson et al. (2012) 
argue that relatively small-scale sports events tend to be more sustainable for the 
development of the local communities, on the basis that they are less costly, and that they do 
not have a direct bearing on the prices of goods and services involved. In the current study, a 
notable percentage of the respondents (24.0%) thought that sport events did not lead to an 
increase in the cost of living, perhaps suggesting that the smaller-scale events, as shown in 
the literature, are less likely to have such an effect. Of the total sample, 21.5% took a neutral 
stance on the matter. 
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8.4.1.4 Increased seasonality of income 
Due to their temporal, short-term nature, sport tourism events can cause seasonality in 
income for those employed in the running of an event (Gibson et al., 2012; Nyikana, 2013; 
Saayman, 2012; Saayman & Rossouw, 2008). The above then leads to the existence of an 
unstable local economy, because the event-generated employment is not sustained over a 
long period. Bohlmann and Van Heerden (2008) also stress that, in the case of the major 
sports events, the envisaged employment opportunities are often unsustainable, owing to the 
temporal nature of the events and their short-term duration. Even in the cases where the 
argument has been that the sports event provide the volunteers for its hosting with long-term 
skills that could be integrated into some employment opportunity in future, such has not, 
effectively, been proven to be the case. 
 
The respondents were then asked to rate their levels of (dis)agreement with the statement that 
sport events cause seasonality in income, leading to an unstable local economy. The majority 
of the attendees (42.0%) expressed feeling that the event caused seasonality in employment, 
closely followed by those who took a neutral position on the matter (32.2%). The above 
points to a generally negative outlook for the seasonality in employment being linked to 
sports events, even though a degree of uncertainty could be seen to be present regarding it. 
Such uncertainty could largely be attributed to the fact that, due to the short-term, temporal 
nature of the events, the attendees did not have enough opportunity to assess the impact, 
especially relating to the instability of the local economies, due to the seasonal nature of 
employment linked to the events. 
 
8.4.1.5 Sport events as the only drawcard that attracts tourists to the area 
In many destinations, development initiatives like the hosting of sports events can serve local, 
previously neglected destinations by bringing sport tourists to such localities who otherwise 
would not have visited the area, had the sports event not taken place (Bob & Swart, 2010; 
Radicchi, 2013; Richelieu, 2018). In fact, part of the reason for some rural and semi-urban 
localities to focus on sport tourism events is the opportunity that they have to diversify their 
overall product offering, and, in a sense, where their performance has been disappointing in 
terms of traditional economic activities, visitor numbers to the local areas are boosted through 
tourism (Radicchi, 2013). Such a strategy forms part of the broader leveraging of socio-
economic opportunities evenly across the geographical spread of a destination, providing less 
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affluent localities with the opportunity to reap the rewards from tourism that the larger urban 
areas enjoy (Gibson et al., 2012). 
 
The last statement made in the economic impacts section sought to establish the ability of the 
sport events to draw large numbers of people to the local areas. The results reveal that just 
over half of the attendees (50.1%) agreed with the notion that many people visited the areas 
because of the sport events that were held there. However, a notable percentage of the 
respondents (30.3%) felt that people were not drawn to the destinations by the event alone, 
but that they were there for other reasons than the event. Such a belief makes sense, given 
that, in the earlier sections of the chapter (see Table 8.9), many other factors were indicated 
as motivating visits to the destination, including entertainment, VFR, shopping, and business 
and trading, among others. Of the respondents, 19.6% were neutral on the matter. 
 
8.4.2 Socio-environmental influences of sport tourism events in Cameroon 
Sport tourism events are well-known to have broad social implications, as well as certain 
environmental impacts, on their host communities (Gibson et al., 2012; Nyikana et al., 2014; 
Perić, 2018; Tichaawa et al., 2018; Zhang et al., 2018). Perić (2018) posits that especially 
larger-scale events tend to lead to community development and pride, security risks, traffic 
problems, and environmental concerns, as some of the main impacts. In the present study, the 
respondents were given a series of social and environment-related statements with which they 
were expected to indicate their level of agreement or disagreement, as seen in Table 8.11 
below.  
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Table 8.11: Socio-environmental impacts of sport tourism events (n=1186, in %) 
Statements SD D N A SA 
Cameroon has some unique sports events 6.6 12.7 27.5 33.6 19.6 
Sport tourism events showcase the country in a positive way, 
leading to the development of a sense of community pride 
2.4 5.4 23.8 39.0 29.4 
Sport events stimulate skills development for community 
members in Cameroon 
2.1 12.7 25.8 35.5 23.9 
Sport events help maintain the ethnic identity of the local 
residents in the local area 
5.7 13.1 26.7 31.8 22.7 
Sport events help in the social cohesion among the local 
community members 
5.4 13.0 30.0 30.0 21.6 
Sport events disrupt the local communities, leading to the 
displacement of potential tourists 
13.4 22.5 30.3 18.3 15.5 
Sport events lead to congestion and overcrowding in the 
local area 
7.5 13.1 19.7 35.2 24.5 
Sport events interfere with the local value systems and 
religions in the community 
11.2 16.3 32.2 25.7 14.6 
Sport events lead to an increase in the prevailing crime 
levels 
9.6 20.6 23.7 23.7 22.4 
Sport events provide an incentive to keep public spaces neat 
and tidy 
7.8 11.7 20.0 36.0 24.5 
Sport events lead to the damaging of important sites in the 
community 
10.4 24.2 26.1 19.3 20.0 
Sport events lead to an increased level of pollution 9.1 16.0 23.1 33.1 18.7 
Sport events add to the pressure of limited water and energy 
supply supplies in the community 
9.6 14.0 25.1 32.0 19.3 
 
8.4.2.1 Cameroon’s unique sports events 
In the existing studies on sport tourism broadly, Zhang et al. (2018) point out that sport 
events are particularly attractive, because they have the ability to evoke powerful imagery 
and to elicit emotional responses from their spectators. They caution, though, of the difficulty 
associated with creating a global brand beyond the pre-existing perceptions of what the host 
is like. In such a sense, and because of globalisation, host cities try to avoid the sameness 
currently being observed in the world’s major cities (Ivanovic et al., 2009), by attempting to 
create unique sports events. Such unique events are meant to serve as a different selling point 
for the host destinations that desire to differentiate themselves from the competition. Against 
such a background, the attendees were requested to indicate their levels of (dis)agreement 
with the statement that ‘Cameroon has some unique sports events’. 
 
The majority of the attendees (53.2%) felt that Cameroon lacks unique sports events, whereas 
19.3% disagreed with the statement. In respect of the events that were sampled for the present 
study, the Mount Cameroon Race of Hope might be argued to be unique, due to its 
picturesque setting, as well as its posing of both a physical and a mental challenge to the 
participants, who are required to race along the slopes of an active volcanic mountain. As 
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argued by Radicchi (2013), such mountain races, and other similar challenging events, are 
seen as being extremely unique by both the participants and spectators alike, in that they 
challenge the limits of what is possible both physically and mentally, and result in those who 
complete the race gaining a feeling of heroism or conquest.  
 
The disappointment with the event though, as argued in the key informant interviews, was 
that insufficient was currently being done to draw on the Race’s uniqueness to maximise the 
benefits that could, possibly, be derived from the event. In part, the fault rests with the local 
host community, who do not do enough to capitalise on the existing platform to bundle the 
additional activities, especially those of a cultural nature, together, so as to encourage an 
extension of their length of stay by the visitors from beyond Buea (being the host city of the 
mountain race). Some blame was also apportioned to the local government offices for not 
mobilising the communities concerned, and for not capacitating to be able to identify the 
existing opportunities. As one official from the Ministry of Tourism and Leisure pointed out: 
 
Cameroon has some unique events, especially for sport tourism. People here travel, 
spending money on their travels to go to different events. But [in terms of] their travels, 
especially to unique events like the mountain race [i.e. the Mount Cameroon Race of 
Hope], the part of tourism could be extended to not only the race day, but to maybe 
include many other cultural activities and sightseeing, so that it becomes a ‘mountain 
week’, for example. This would ensure that people arrive in Buea maybe four days 
before ‘D-day’ [i.e. the day of the Race], and, in the meantime, they [could] go around 
visiting attractions, spending [money] on transport, restaurants, etcetera … but this is 
currently not being done [in] this way (R4). 
 
The above shows that, despite there being some unique sports events in the country, their 
impacts might well be insufficiently acknowledged, based on the failure to capitalise on them 
optimally, especially for the benefits of the local populace. Of immediate attention for the 
authorities involved, especially the event managers and planners, is the possibility suggested, 
of prolonging the stay of tourists in Buea. The above could be achieved by increasing the 
number of activities linked to the actual race day, which would, exclusively, require local 
host participation in the planning. For example, Nsongan (2019) notes how, in recent times, 
the profile of the event has improved, such that there are different categories of athletes, like 
a junior category, on top of the current women’s and men’s races. Therefore, part of the 
lengthening of the stay of the attendees could include having different races on different days 
as a build-up to a final, specific day of festivities. Doing so would encourage the visitors to 
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stay longer than they might otherwise have done, therefore resulting in the event having more 
impacts on the community, generally, than would otherwise have occurred. 
 
8.4.2.2 An increased sense of community pride 
The next statement sought to measure the perceptions regarding the ability of sport tourism 
events to highlight the country positively, thereby leading to an enhanced sense of 
community pride. Especially large-scale sport tourism events are credited with serving as 
effective tools for enhancing the spirit of community pride held at destinations (Lee & 
Taylor, 2005; Ohmann et al., 2006). According to Gibson et al. (2012), when sport tourism 
facilities are developed with the unmet local needs in mind, instead of emphasising the visitor 
needs, the events concerned are likely to contribute more to the quality of life, and to the 
enhanced sense of community spirit and pride, than they might otherwise have done, 
resulting in heightened appreciation for the country as a whole. Swart and Bob (2012) 
suggest that sport events play a critical role in terms of improving national pride and 
increasing community participation, especially in those countries whose history is marred by 
divisions among the community members. Wood (2006) supports the above view, arguing 
that having a sense of national pride, in particular, refers to feeling a sense of inclusiveness, 
relating to issues of racial and background diversity, as well as to social unrest, which offers a 
single shared identity for the diverse populations concerned. In the above regard, the sports 
events assist in developing a sense of national and community pride because they bring 
different people together, so that they can share their knowledge with one another. 
 
The findings in the present case show that many of the attendees (68.4%) felt that sport 
tourism events played an important role in the displaying of Cameroon in a positive way, 
which, in turn, led to the stimulation of a sense of community pride among the host 
communities. Only 7.8% of the respondents were of the opposite view, whereas 23.8% took a 
neutral position on the matter. Against the current sense of anglophone unrest in the country, 
which has continued to divide the members of communities, such events can play a key role 
in improving the sense of cooperation and, ultimately, result in achieving a sense of common 
pride in the different localities concerned. 
 
8.4.2.3 Skills development opportunities 
Ziakas (2010) suggests that the constant hosting of sport tourism events by communities 
leads to the building of a group of skilled volunteers within a community, who, in the long 
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term, can help with the hosting of future events. Accordingly, sport tourism events play an 
important role in involving the communities in development initiatives, therefore leading to 
the skills development of the local population (Gibson et al., 2012; Tichaawa et al., 2018). As 
suggested by Edwards (2015), sport generally, and especially sports events, have long 
demonstrated their ability to build local skills and knowledge, which, in turn, serves to 
improve the amount of civic participation in developmental initiatives. Swart and Bob (2012) 
argue that, in terms of upskilling the local community members, sport tourism events play an 
important role in creating opportunities for skills enhancement and development at the 
destinations involved. In many cases, such is achieved through the provision of numerous 
volunteering opportunities that are made available by the hosting of such events. Malfas et al. 
(2004) suggest that, in terms of the hosting of events, destinations usually embark on a 
construction drive for new sporting and recreational facilities, especially for the 
underprovided areas, which then, in turn, provide critical skills that can be used in everyday 
life by the local communities concerned. Lamberti et al. (2011) also suggest that such 
initiatives typically involve large groups of stakeholders and, therefore, represent a driver for 
community participation and for involvement in the developing countries, which can serve as 
an opportunity for the acquirement of knowledge. 
 
In the current study, many of the attendees (59.4%) were found to feel that the sport tourism 
events concerned helped to stimulate skills development, whereas only 14.8% were opposed 
to the idea. A notable number of the attendees (25.8%) adopted a neutral position on the 
statement made. Generally, the attendees appeared to feel that sports events play an important 
role in terms of skills development for the local communities, but that they are not unanimous 
in their adoption of such an approach, as a result of the lack of exposure to the practical 
contribution made in the above regard. The situation can largely be blamed on the limited 
involvement of all the stakeholders in the current setting, as was often stated by the 
stakeholders interviewed in the current study.  
 
8.4.2.4 Ethnic identity of the local communities 
According to the existing studies on tourism development, tourism generally, and, in the 
given context, sport tourism specifically, can play an important role in raising awareness of 
the need to maintain and encourage the ethnic identity of the local communities, especially in 
the developing world context (Acha-Anyi, 2018; Ivanovic et al., 2009; Keyser, 2009; Swart 
& Bob, 2012). Therefore, the next statement in the present section sought to find out whether 
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the provision of the sport events assisted in maintaining the ethnic identity of the local 
residents in the host communities. Most of the respondents (54.5%) agreed with the 
statement, whereas 26.7% were neutral on it. A notable minority of the respondents (18.8%) 
claimed not to think that sport tourism events helped maintain the ethnic identity of the local 
communities. The finding could be closely linked to the key informants suggesting the 
integration of cultural aspects into sport tourism as a way of leveraging the benefits accruing 
from the hosting of an event. 
 
In particular, the key informant interviewees pointed out the lack of capitalising on the rich 
cultural offerings that Cameroon had to offer. Many people who travelled to new destinations 
were deprived of the cultural showcasing of the host communities, especially during the 
hosting of the events. The interviewed officials were of the view that, if the local 
communities, through the tribal chiefs, were included in the planning of the events, certain 
cultural performances, and other aspects, including the provision of unique food items, would 
be included in the programme for the events. Such planning would help to achieve the dual 
role of improving the amount of knowledge available, in terms of which the cultural 
exchange would take place, as well as of boosting the ethnic identity of the locals. In a world 
where acculturation is rapidly occurring, owing to the popularisation of western culture, such 
events are likely to be capable of playing an increasing role in the maintenance of the local 
identity of host communities (Acha-Anyi, 2018; Ivanovic et al., 2009). 
 
8.4.2.5 Improved social cohesion 
Linked to the three impacts above, Bob and Swart (2010) also imply that sport tourism events 
can play a big role in enhancing a sense of social cohesion in the host communities of the 
developing countries. They base their implication largely on the ability of such events to 
promote healthy lifestyles and to enhance general wellness. Gursoy and Kendall (2006) also 
argue that, for as long as the events are perceived by the residents as improving certain 
facilities which they can use post-event, the desired social cohesion is likely to be achieved 
through the events. Malfas et al. (2004) conclude that, due to the atmosphere of fun and the 
sense of belonging and well-being that is promoted by sport events, social cohesion among 
the participants and the local host communities is likely to result. Besides the above, Edwards 
(2015) stresses how sport generally, and the continuous hosting of sport events has increased 
the degree of social cohesion in recent times, as they typically facilitate the development of 
structures and effective mechanisms for improved community dialogue in their planning. 
225 
 
 
Regarding the ability of sport events to aid in the social cohesion among local community 
members, the majority of the attendees (51.6%) agreed that sport tourism events played an 
important role in such respect. Despite the above, a notable number (30.0%) of the attendees 
were neutral on the matter, while 18.4% were opposed to the idea. The key informants 
generally agreed that the sport tourism events went some way towards promoting and 
enhancing a sense of social cohesion. However, they still criticised the lack of involvement of 
the parties who should have been involved, especially on the part of the primary stakeholders 
discussed in the second chapter of the current thesis. They, therefore, concluded that some of 
the sociocultural impacts of sport tourism events in Cameroon would not reach their full-
impact potential, so long as the people, and especially the local host communities, were not 
meaningfully involved in, and integrated into, both the planning and the management of the 
events. 
 
8.4.2.6 Displacement of tourists 
A major criticism levelled at sport tourism events is that they tend to disrupt the local 
community’s lifestyle, while also displacing the tourists who normally visit such areas (Kim 
et al., 2015; Ohmann et al., 2006; Tichaawa et al., 2018). Kim et al. (2015) argue that, when 
events are held, many people who normally else would have visited the destinations tend to 
avoid visiting the destination concerned, in an effort to avoid overcrowding and traffic 
congestion, as well as other disruptions associated with the mass attendance at events. 
Accordingly, destinations potentially lose out on their repeat visitors, as well as on those who 
would have visited the area for the first time, had it not been for the hosting of the event. 
Gibson et al. (2012) suggest that, for destinations whose events hosting profile is still 
relatively low, smaller-scale events are better than larger ones, because they tend to have 
fewer negative impacts than do the latter. 
 
Against such a background, the attendees were required to indicate their level of agreement 
with the statement that sport events tend to disrupt the local communities, thereby leading to 
the displacement of tourists. Interestingly, the finding was split among those who disagreed 
(35.9%) or agreed (33.8%) with, and those who took a neutral position (30.3%) on, the 
statement. The surprising result could perhaps be explained as a result of the generally poor 
performance in terms of international tourism by the country. In the above regard, perhaps the 
attendees found it difficult to identify the displacement of such tourists, because, in any case, 
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the dominant tourism market is the domestic one, which was the case during the events 
described in the current thesis, which had relatively few international visitors. 
 
8.4.2.7 Local congestion and overcrowding 
Swart and Bob (2012) have noted how sport tourism events, due to the masses that they 
attract to the local areas, result in the disruption of the resident lifestyle, particularly through 
the that resultant overcrowding and traffic congestion. Such negative effects as are associated 
with sport tourists are also exacerbated by their other characteristics, such as by the amount 
of noise that accompanies their substance abuse, and which, therefore, results in a feeling of 
alienation on the part of the local communities (Gaffney, 2010; Getz, 2005; Ohmann et al., 
2006; Swart & Bob, 2012; Tichaawa et al., 2018; Tomlinson, 2011). The above is not helped 
by the fact that sport tourism events tend to be short-term in nature, with the disruption of 
community lifestyles being particularly annoying to the locals, especially because such 
masses are sometimes unruly (Barker, 2004; Jones, 2001; Ohmann et al., 2006). The above 
situation, consequently, forces the local community members to avoid the event hosting areas 
altogether, as their daily routines tend to become disrupted by the events, which might have 
adverse effects in the long term. Besides, as is argued above, such an influx also has a strong 
likelihood of displacing the potential tourists who might opt for alternative destinations, so as 
to avoid such inconvenience as is caused by the hosting of sports events. 
 
When asked whether they thought that the holding of sport events led to congestion and 
overcrowding in the local areas, the majority of the respondents (59.7%) agreed that such was 
a challenge brought about by the events. In contrast, 20.6% of the attendees did not see such 
as being problematic in the context of Cameroon. Generally, it was unsurprising to find that 
many felt that the events led to congestion and overcrowding. However, based on the earlier 
findings regarding the types of transport used for the event, the above would explain why 
many were not of the view, because many people used taxis, or walked, to the event areas. 
Notably, during the fieldwork observations, many used motorcycle taxis, which are a big part 
of the taxi industry in such a context. The motorcycles, which are commonly referred to as 
‘okada’, are a major feature of the Cameroonian urban landscape, facilitating travel in, and 
around, the major cities of the country, so that their presence could have led to the 
interviewees’ opinions regarding the evident congestion (or lack thereof).  
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Interestingly, though, and in support of those who noted that there was traffic congestion and 
overcrowding, the feelings of the key informant resource personnel revealed a concern 
regarding transport networks. In particular, they highlighted the lack of integrated transport 
development, in terms of which they suggested that the stadiums were built as ‘islands’ and, 
as such, while looking majestic, failed to integrate into the local infrastructural status. The 
situation resulted in the roads to and from the stadium not being of the same standard, as, too, 
was the signage and other support infrastructure, generally. The above meant that the 
likelihood of overcrowding was high, because of the transport conditions, in particular. 
 
8.4.2.8 Interference with the local value systems 
The next statement sought to ascertain whether or not the sport events interfered with the 
local value systems and religions of the communities. The statement was posed on the basis 
of some scholars (Augustin, 2010; Tichaawa, 2013; Tomlinson, 2011) having suggested that 
sports events, especially the larger ones, are often sponsored by companies whose ethics are 
debatable. Tomlinson (2011) gives the example of the FIFA World Cup, where such an event 
is sponsored by a trio of companies of whom one is a junk food producer, another is an 
alcohol company, and the last is a company that actively markets debts. Employing such 
event sponsorship, he argues, is an inappropriate and unethical practice on the part of the 
event owners, especially in the context of the developing nations that struggle with health and 
disease, as well as with morbidity and mortality rates that are associated with alcohol-related 
incidents. Such a situation is also fuelled by the perceived increases in the rates of 
prostitution and sex work that typically accompany major event hosting (Augustin, 2010). 
The above-mentioned factors are, therefore, seen as conflicting with the religious beliefs and 
norms of the local host communities, and, by default, interfere with the local value systems. 
 
Against such a setting, the attendees were asked to indicate their (dis)agreement levels with 
the notion that the sports events that they attended interfered with the local value systems. 
While some of the respondents (20.6%) were not of the same view, and many (32.2%) took a 
neutral ground on the matter, several (40.3%) agreed with the statement. The above implies 
that, while, generally, many either totally disagreed with the statement and felt that the events 
were not a ‘risk’ in the above regard, and there were those who had probably not seen enough 
evidence to suggest so, there were many who were sure that the above was the case. About 
half (40.3%) of the respondents felt that the events had led to interference in the local value 
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systems of the local areas in Cameroon, which should cause concern for the events organisers 
and managers involved. 
 
8.4.2.9 Increased criminal activity 
In the existing literature, sport events have been mooted to bring about an increase in the 
prevailing crime levels of the host destinations, among other negative sociocultural impacts 
(Collins et al., 2007; Eisenhauer, Adair & Taylor, 2014; Kruys, 2007; Nyikana et al., 2014; 
Tichaawa et al., 2015, 2018). Tichaawa et al. (2018) suggest that, due to their nature, sport 
tourism events provide a platform for an increased risk of crime, violence and hooliganism, 
of both a premediated and an opportunistic manner. Collins et al. (2007) note that such events 
also provide a platform, on the basis of which the rival supporters might clash, resulting in 
fighting breaking out, which is generally linked with hooliganism. Besides the above, events 
also create space for potential terrorist-motivated crimes, as well as for other opportunistic 
crimes against those who share the event space (Collins et al., 2007; Donaldson & Ferreira, 
2008; Kruys, 2007; Tichaawa et al., 2018). Therefore, criminals tend to take advantage of the 
presence of large numbers of people to conduct their criminal activities, which can deter 
many others from visiting the sports events concerned. 
 
Against the above-mentioned basis, the current study also sought to measure the perceptions 
regarding the potential of sports events in Cameroon to increase the crime levels in the local 
area. Unsurprisingly, the majority of the attendees interviewed (46.1%) felt that the sport 
events led to an increase in the prevailing crime levels in the local areas. Despite the above, 
many said that they did not feel that the levels of crime increased (30.2%), whereas others 
were neutral relating on the issue (23.7%). Be the above as it may, crime still remains an area 
that ought to receive the necessary attention from the authorities, as the event space should, 
ideally, be crime-free and a safe environment for all. The above challenges the relevant 
authorities in the present context to seek strategies that address such concerns, especially in 
relation to the guaranteeing of police visibility and law enforcement that should assure the 
safety and security of the attendees and residents, alike. 
 
8.4.2.10 Incentivised cleanliness of public spaces 
Sport tourism, much like any other form of tourism development, occurs in an environment, 
and, thus, there are bound to be impacts in such regard (Swart & Bob, 2012). The impacts 
concerned, as was mentioned earlier, can be either positive or negative. Predominantly, sport 
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tourism events have been criticised for the amount of damage and pollution that they tend to 
generate for the host destinations (Collins et al., 2007; Otto & Heath, 2009; Swart & Bob, 
2012). However, besides just the negative connotations, sport tourism events can also provide 
a platform for environmental education and awareness raising (Collins et al., 2007). 
Specifically, because of the media coverage and general attention paid to them, they can 
provide an incentive for destinations to clean and rejuvenate public spaces of value to the 
local communities (Bama et al., 2015; Collins et al., 2007; Pillay & Bass, 2008; Swart & 
Bob, 2012; Tichaawa et al., 2018). 
 
In the current study, the positive impacts related to sport events and the environment were 
noted as including sport events keeping public spaces neat and tidy, with which the majority 
of the attendees (60.5%) agreed. Only 19.5% of the attendees felt that the events did not 
provide such an incentive. In the case of Cameroon, the above-mentioned issue is especially 
important, given how much criticism has been directed against the government for their 
inability to provide an environment conducive to the general prospering of tourism, due to the 
non-delivery of basic services that support such growth and development (Kimbu, 2012; 
Kimbu & Ngoasong, 2013; Kimbu & Tichaawa, 2018). The above situation emerged from 
the interviews, as well as from many stakeholders, who felt that the government always 
seemed to have some commitment towards providing clean and tidy public spaces whenever 
an event was to be hosted. Despite the taking of such action, though, the stakeholders felt that 
the government’s failure in other areas meant that as much progress as initially had been 
desired could not be made. An example of the above-mentioned situation is the stakeholders’ 
lack of readiness that resulted in the 2019 AFCON that was originally planned to be held in 
Cameroon now being hosted elsewhere, with Cameroon becoming set to host the next edition 
of the tournament, provided that, by then, they are ready to do so. 
 
8.4.2.11 Damaging of important heritage sites 
According to Ramshaw (2014), a strong connection there exists between sport, tourism and 
heritage, owing to the fact that sport, much like other sectors, is a means of recognising 
culture. In a sense, sport can also inform others about the heritage of a group of people, and, 
therefore, it can inspire tourism-related activity. However, the influx of crowds attracted by 
sports events can lead to a number of negative environmental implications for destinations, 
among which is the vandalising and potential damaging of important heritage sites (Collins et 
al., 2007; Gössling et al., 2002; Ivanovic et al., 2009; Swart & Bob, 2012). The sport tourists, 
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either through their naivety and ignorance, or purposefully, can damage places that are 
deemed to be sacred and valuable by the local community members. The tourists tend to do 
so in their desire to fully enjoy their attending of the event (Ivanovic et al., 2009; Keyser, 
2009).  
 
Where such events occur in natural, less developed spaces, the mass presence of sport tourists 
is a high risk to biodiversity, leading to the general strategy adopted of targeting smaller-scale 
sports events that is entered upon by many countries whose capability, in terms of major 
events hosting, is still relatively untested (Collins et al., 2007; Gibson et al., 2012). Typically, 
Derom and Ramshaw (2016) argue that the host destination is encouraged by the purported 
socio-economic benefits of sport tourism events to showcase their most valuable assets to 
both the international and the regional spectators. They argue that such assets can include the 
historical and natural valuable products that capture the imagination of the visitors. However, 
the attention from the sport tourists, and their consequent curiosity, can result in vandalism 
and the overall damage of such important heritage sites (Derom & Ramshaw, 2016). With 
regard to sport events leading to the damaging of important sites within the community in 
Cameroon, mixed results were obtained, with 39.3% of the attendees agreeing that sport 
events were a risk in the above regard, whereas 34.6% were opposed to the statement. A 
neutral stand on the issue was taken by 26.1% of the attendees, who neither agreed nor 
disagreed with the statement. 
 
8.4.2.12 Increased pollution 
The next statement sought to measure perceptions relating to the ability of sport events to 
increase the pollution levels in the host area. The statement was made on the back of the 
existing studies on the environmental implications of sport tourism events, suggesting that 
pollution is a major concern in relation to sport tourism events hosting (Gursoy, Chi, Ai & 
Chen, 2011; Gursoy, Kim & Uysal, 2004; Ohmann et al., 2006; Tichaawa et al., 2015). 
According to Han et al. (2015), sport tourism event attendees’ environmental behaviour is 
much guided by the destination’s own environmental strategy around the events. They argue 
that, in the cases where the destination has failed to raise awareness of the need for the 
reduction of waste, recycling and overall environmentally responsible behaviour, the 
attendees are likely to pollute, and not to watch out for the negative impacts that they have on 
a destination. 
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Over half of the attendees (51.8%) were found to feel that sport events lead to increased 
pollution levels in the local areas, as opposed to those who did not feel so (25.1%). As with 
the other impacts, some (23.1%) took a neutral view in such regard. The findings made give a 
broad indication of the failure, so far, to focus on sport events greening on the part of the 
organisers. As evidenced in the other areas, events greening is an important concept that 
requires incorporation from the beginning of an event, so as to ensure sustainable events 
development (Tichaawa et al., 2015). As argued by Otto and Heath (2009), though, some 
destinations have not given due attention to the aspect, instead choosing to focus more on 
sport tourism as an economic and sociocultural activity. 
 
8.4.2.13 Added pressure on limited resources 
In the obtainable literature on sport tourism events, especially mega-events, Collins et al. 
(2009) argue that the events platform can be used for the promotion of environmental 
protection strategies especially relating to the reduction of greenhouse gas emissions and to 
the minimising of water usage, especially in the water-scarce areas. Tichaawa et al. (2015) 
also point to the need for environmental education linked to ensuring the development of 
environmental awareness among both the citizens of the locality, as well as the visitors to it, 
who, in the present case, are sport tourists. In essence, a significant change needs to be made 
in terms of reducing the usage of limited resources, like water, energy and transport, within 
the sport tourism events hosting space (Collins et al., 2009; Saayman, 2012; Swart & Bob, 
2012; Tichaawa et al., 2015, 2018). The above-mentioned authors, therefore, stress the need 
for the greening of the events, with a view to combating some of the negative environmental 
impacts involved. 
 
The respondents were, therefore, asked about the environmental impacts of sport tourism 
events and their tendency to exert pressure on such key resources as water and energy 
supplies in the host communities. Unsurprisingly, the majority of the attendees (51.3%) 
opined that the events added to the existing pressure on the limited water and energy supply 
in the local host communities. The remaining attendees either disagreed with the existence of 
such pressure (23.6%), or were noncommittal on the statement (25.1%). Given that the 
majority of the attendees observed that there was pressure on the limited resources in the 
event localities, a need exists for the relevant stakeholders to review such impacts on the 
environment, and to devise ways of combatting them. In the above regard, the areas requiring 
focus were suggested by some of the interviewed stakeholders as including energy efficiency 
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and renewable energy sources, waste reduction, especially through recycling, water reuse and 
rainwater harvesting, as well as sustainable transport, including non-motorised public 
transport. However, they also acknowledged the general underdevelopment of the Cameroon 
context, which could serve as an obstacle to some of the challenges involved, especially 
given the need to identify whose role it was to implement such initiatives.  
 
8.4.3 Local economic development impacts of sport tourism events 
The previous sections have highlighted the broad triple bottom line implications of sport 
tourism for Cameroon’s host destinations. The context of the impacts, in terms of the 
localised areas, however, still remains unclear, as the impacts discussed above apply to any 
destination, generally. The present section of the current chapter, thus, considers the 
perceptions of the contributions that sport tourism makes to LED, departing from the point of 
understanding as to whether or not the attendees considered sport tourism events as being of 
importance to the local economies, in terms of their debatably broad hosting, The above is 
followed by their identification of the specific areas concerned with LED. 
 
8.4.3.1 General benefits of sport tourism for the local economies 
Table 8.12 below presents the findings regarding the perceptions of attendees as to whether 
sport tourism events like the one at which they were surveyed were beneficial to the local 
host economy. The results support the existing perceptions (Briedenhann, 2011; Nyikana & 
Tichaawa, 2018a; Presenza & Iocca, 2012; Radicchi, 2013; Swart et al., 2018; Tichaawa et 
al., 2018) that sport tourism events play an important role in the local economies, providing 
numerous benefits for the local populace. An overwhelming majority of the attendees 
surveyed (80.7%) felt that such was the case in the context of Cameroon and its sport tourism 
events. Besides the minority (5.7%) of the attendees who did not see the events as being 
beneficial to the local economy, a notable number (13.6%) were uncertain on the issue. The 
above can be read in line with the fact that the chosen case study events attracted regional and 
foreign tourists from abroad, who, it can be assumed, were not knowledgeable, or had not 
seen the practicality of the contributions of the events in those localities during their stay. In 
addition to such views, the key informant interviews also revealed a number of other benefits 
that the local host communities would stand to benefit from the sport tourism events 
concerned, with one interviewee from a major sponsor pointing to the long-term development 
of sport, generally: 
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Through the hosting of sport events, there can be a development of infrastructure, which, 
in turn, can result in the local players developing as sportsmen and maybe becoming 
professional players … no doubt this would also encourage others, when they see a 
recognisable face playing in national teams who came from their local area, and, in this 
way, sport development takes place (R1). 
 
Table 8.12: Perceived benefits of sport tourism events for the local economies (n=1186, in %) 
Response Total (n=1186) 
Yes 80.7 
Not sure 13.6 
No 5.7 
 
The concept of LED has grown immensely in recent times, especially in relation to the 
world’s emerging economies (Andergassen & Candela, 2013; Binns & Nel, 2002; Kimbu, 
2012; Rogerson, 2011, 2013a; Van der Merwe & Rogerson, 2018). In fact, some researchers 
have observed the link that exists between LED and tourism, especially in the developing 
world context (Kimbu, 2012; Rogerson, 2007, 2011, 2013a, 2013b; Tichaawa & Bob, 2015; 
Tichaawa et al., 2018; Van der Merwe & Rogerson, 2018). Resultantly, scholars like 
Radicchi (2013), as well as Presenza and Iocca (2012), posit that sport tourism, especially 
events, when they are carefully and successfully managed, can play an important role in 
LED, in terms of the socio-economic contributions that can be received by the communities 
involved. In the current study, a series of LED-related statements were provided to the 
attendees of sport tourism events, soliciting their agreement levels with those seen in Table 
8.13 below, and subsequently expanded on. 
Table 8.13: Local economic development impacts of sport tourism events (n=1186, in %) 
Statements SD D N A SA 
Sport events attract tourists to the local area 7.3 5.8 11.5 22.1 53.3 
Sport events help create employment opportunities for the local 
community members in the area 
4.6 8.5 13.3 38.1 35.5 
Sport events attract business and investment to the local area 1.8 4.9 19.1 30.9 43.3 
Sport events result in increased spending in the local area 2.5 13.6 19.0 31.6 33.3 
Sport tourism events encourage investment in the infrastructure for 
the local communities 
5.5 7.8 15.8 38.4 32.5 
Sport events help increase the markets for local products in the 
community 
9.4 7.5 15.3 37.8 30.0 
The hosting of sport events can lead to the establishment of 
facilities that can be used by the local communities in the long 
term 
2.8 5.1 19.6 35.5 37.0 
 
8.4.3.2 Sport events as attractions in the local areas 
The first statement sought to gauge whether the attendees felt that sport tourism events attract 
many tourists to the local areas. The developing countries have been a growing trend of sport 
tourism events hosting, with a view to assisting the local communities with the benefits that 
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come with sport tourism, broadly (Bob & Swart, 2010; Gibson et al., 2012; Radicchi, 2013; 
Richelieu, 2018). Typically, the view taken in the above regard is that the hosting of such 
events in local historically neglected destinations is done to leverage visitor numbers and to 
ensure that benefits therefrom trickle down to even the most remote areas in a particular 
destination (Tichaawa et al., 2015). The sports events also help such localised areas, in terms 
of diversifying the existing economies that tend to rely on traditional industries, like 
agriculture and mining, which have been noted to be in decline in many areas in recent times 
(Radicchi, 2013). 
 
An overwhelming majority of the respondents (75.4%) was found to agree that sport events 
serve as a drawing tool for tourists to the local areas in Cameroon, as compared to those who 
disagreed (13.1%) with it. Unsurprisingly, the interviews with the key informants also 
revealed that sport tourism events play a big role in attracting tourists to the local areas, 
especially within the Cameroonian setting. As one respondent explained: 
 
For many sports in Cameroon, competitions happen from the bottom up. For example, in 
a city like Douala, there are six divisions, which compete, and the winners of these 
divisions meet at regional level. Their supporters follow them there. They then go on to 
meet other divisions from other regions, until they all proceed from regional level to 
compete at national level. All the while, their supporters follow them to the places that 
they go to compete. What is unique is that each region, because of the rich culture in 
Cameroon, will come with their own arts and craft[s], which is what brings many visitors 
to come and see these unique traditions (R6). 
 
Evidently, the events hosted in many different local areas tend to attract the sport tourists, 
who bring with them spending potential to the destinations. What has been lacking, in the 
view of those interviewed, has been the effective leveraging of the spending, especially in 
terms of which support is provided to the local informal business entrepreneurs at the 
destinations. The blame for the above was centred on the lack of thorough consultation with 
the local leaders and the local government officials, who can assist the situation, in terms of 
mobilising people to take the existing opportunity to engage in some entrepreneurial activity 
during, and well beyond, the event.  
 
8.4.3.3 Employment creation for the local communities 
Regarding the employment creation for local community members through sport tourism 
events, many of the attendees (73.6%) felt that sport events created employment for the 
locals. The above is in line with the existing research, which suggests that the sport tourism 
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events provide temporal employment opportunities and entrepreneurial opportunities for the 
local populace (Gibson et al., 2012; Richelieu, 2018; Rogerson, 2011; Swart & Bob, 2012; 
Tichaawa, 2017). As a key informant from the Ministry of Sport and Physical Education 
suggested: 
 
When there is an official event, like we saw a few days ago at Yaoundé and Limbe [i.e. 
the 2016 Women AFCON], it brings people from the four corners of the continent. And 
this is actually linked to the good income [received] from [the] hotels and local shops. [It 
is] even linked to the airline companies who are benefitting from that, I’m sure. You see, 
there are many aspects, even the local transportation. They rent cars to travel along [i.e. 
around] the country, visiting many local areas and spending there (R5). 
 
Such sentiments show that the sport tourism events can provide employment opportunities 
and entrepreneurial platforms for the local communities in the form of direct employment and 
the multiplier effect that will be experienced, due to the hosting of the events. The interviews 
showed that the bulk of the employment was within the informal business sector, as well in 
the form of volunteering opportunities that were presented by the events in question. The 
aspect is explored later on, in relation to the explicit contributions made by informal business 
activities relating to the employment opportunities concerned. 
 
8.4.3.4 Local investment and business 
Besides the mooted employment opportunities, sport tourism events can also lead to more 
business opportunities and investment in the local areas, due to their ability to attract large 
numbers of visitors (Bob & Swart, 2010; Ohmann et al., 2006; Richelieu, 2018; Tichaawa, 
2017; Tichaawa et al., 2018). Getz (2013) supports the above notion, arguing that sport 
tourism events, in particular, tend to trigger an investment drive that results in improvements 
in the infrastructure and that brings companies to the local areas, which, in turn, contribute to 
the local economy. According to Gibson et al. (2012) and later Lin and Lu (2018), the local 
governments tend also to invest immense amounts of money towards the building of the 
relevant venues and infrastructure, in preparation for sport tourism events. In any case, the 
success of such events can lead to a good image for the local host city, which can attract 
international investors, and which can also stimulate broad interest in the goods and products 
of the local areas. 
 
In the present study, an overwhelming majority of the attendees (74.2%) felt that sport events 
brought about business opportunities and attracted investment into the local area, which was 
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positive in terms of the overall development of the local areas using sport tourism as a 
catalyst for such growth and development. However, in reality, while general infrastructural 
developments had occurred in some host areas, the evidence of a boost in business 
opportunities was still largely linked to informal business, as was highlighted above. 
 
8.4.3.5 Increased spending in the local areas 
According to Lin and Lu (2018), sport tourism events tend to promote additional spending in 
the local areas, due to the large numbers of people who come to view them. As argued by 
Tichaawa et al. (2015), the events likely encourage tourists to spend more than they otherwise 
might have done at the destinations, which is a phenomenon, in turn, that increases the 
markets for the local products. Areas that tend to benefit in the above regard include 
restaurants, hotels, gift and souvenir shops, as well as other broad-based businesses, such as 
petrol stations and retail outlets (Gibson et al., 2012; Tichaawa et al., 2015). Interestingly, 
slightly fewer respondents (64.9%) expressed feeling that sport events increased the spending 
that occurs in the local areas where they are hosted. The above could, perhaps, be linked to 
the earlier sections of the interviews, where the key informants revealed a lack of initiative on 
the part of the local communities in terms of exploiting the entrepreneurial opportunities 
presented by the presence of event attendees. Nonetheless, due attention has been pointed to 
the fact that the events stimulate some spending in local areas, with there being some 
individuals who take the opportunity to exploit the possibility for the exertion of 
entrepreneurial effort through informal businesses activity. 
 
8.4.3.6 Investment in the local infrastructure 
While some scholars have criticised sport tourism events for the pressure that they exert on 
the local resources, others have praised how they sometimes lead to infrastructural 
developments and upgrades, which, while primarily created for event-specific purposes, often 
remain intact for the long-term benefaction of the local populace (Gibson et al., 2012). As 
suggested by Lin and Lu (2018), despite the large amounts required for the investments in 
venues and supporting infrastructure for events, if such investment has been done 
comprehensively, the local communities stand to benefit in the long term. In the above-
mentioned context, 70.9% of the attendees saw spot tourism events in Cameroon as 
encouraging investment in the infrastructure that will benefit the local communities. 
However, as with the general infrastructural development impacts in the earlier sections of 
the interview, the concern raised is that the integration of the sport tourism infrastructure with 
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the needs of the communities at large has been lacking in the above context. With the 
challenge going forward, especially in relation to a framework of sport tourism development 
as a driver of economic change in the country, local needs have to be factored into the 
planning initiatives regarding infrastructure. The above would help to ensure that the 
developments are in harmony with the needs of the local communities, and that they, thus, 
point towards developing a sustainable sport tourism sector (Gibson et al., 2012). 
 
8.4.3.7 Increased markets for local products 
Scholars such as Gibson et al. (2012), Swart and Bob (2012) and Richelieu (2018) have 
argued that the development of sport tourism at destinations often serves as a gateway for the 
broader exposure of local goods and products to the global economy than that of the national 
economy. Lin and Lu (2018) also support the above notion, arguing, the successfulness of an 
event can broaden the demand for unique local products, and, thereby, increase the markets 
for such products. In the long term, the above could serve as a boost to the local economy, as 
it would contribute to the foreign exchange earnings, as well as to the increased GDP 
contributions from sport tourism, generally.  
 
In the context of the current study, the majority of the attendees surveyed felt that their 
hosting could assist in increasing markets for local products in the communities concerned 
(67.8%). The above bodes especially well for the informal business entrepreneurs that seek to 
travel purposefully around the country to specific sports events, selling unique items that are 
only found in the local areas. Such a practice could lead to the emergence of a strong sector 
that manufactures and produces unique items that could be distributed to the global economy 
in the long term. However, for the above to happen, the relevant amount of support should be 
provided to the individuals involved, especially in relation to the training and guidance that 
such people need to reach the global markets. Such can only happen through the commitment 
of, and the cooperation among, those authorities whose responsibility is to create an enabling 
environment for the attendant growth and expansion, which, according to the key informant 
interviews, was not happening in Cameroon at the time of the present study. 
 
8.4.3.8 Creation of long-term facilities for the local communities 
Lin and Lu (2018) and Tichaawa et al. (2015) affirm that the need exists for sport tourism 
development to occur within the ambit of general development for the local community’s 
needs, especially in relation to the associated infrastructural development. The above is 
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undertaken on the basis that, historically, especially in the context of major and mega-events, 
the rights owners tend only to focus on their required needs for their event, alienating the 
needs of the local community. The result is that many of the structures and facilities are not 
used beyond the event itself, leading to some being termed ‘white elephants’ (Tichaawa et al., 
2018). Against such a background, Gibson et al. (2012) argue that, especially in the less 
developed contexts, the infrastructure and facilities development for sport tourism should 
expand beyond the events themselves, including consideration of the local community’s 
needs so that the infrastructure will prove useful for the community going forward. 
 
The above was also confirmed by an overwhelming majority of the respondents (72.5%), 
who felt that the hosting of sports events could lead to the establishment of other facilities 
that could be of great use to the local communities in the long term. Once more, though, the 
interviews criticised the actuality of such in the current context, highlighting that the main 
concern was the development of the event-specific infrastructure as a way of pleasing the 
event owners. As one sponsor suggested: 
 
There are good reasons, and there are wrong reasons, for the hosting of events and [for] 
developing the needed infrastructure for them. I think we are doing it for the wrong 
reasons in Cameroon. It is not just an issue of organising an AFCON, just because other 
people are organising. No, we need to look at the needs of the people where the events 
will take place, and then develop the AFCON infrastructure on top of those needs. People 
will be happy and will support this, if it is done in this [i.e. the] right way (R1). 
 
The above quote supports the views of Gibson et al. (2012) that infrastructural developments 
and investments for sport tourism events should run parallel with the needs of the people, 
which should, indirectly, contribute to the ‘buy-in’ for the hosting of future such events. 
Besides, the local communities would then benefit from the improvements made in the 
infrastructure and road transport upgrades, thereby making the local areas more attractive to 
the tourists concerned. The above is a challenge that the Cameroon government and its 
partner stakeholders have to address, especially because the initial 2019 AFCON was 
postponed, due to the lack of readiness on their part. If they hope to improve, lessons should 
be learnt in the above regard. 
 
8.4.4 Government and citizen trust in the context of sport tourism in Cameroon 
Sport tourism events have the ability to promote synergy between the local community 
members and the government and related structures. The above is because the government 
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often seeks to obtain ‘buy-in’ and support for the hosting of special events from the citizens 
involved, which is achieved through becoming involved in different capacities with the 
planning for events (Gibson et al., 2012; Rogerson, 2013b; Ziakas, 2010; Ziakas & Costa, 
2011). Ziakas (2010) notes, for example, that the frequent hosting of events can build up a 
group of skilled people within a host community who can prove to be assets in terms of 
future event hosting, which, in a sense, contributes to the improvement of relations with the 
organising organisations concerned, including the government. Rogerson (2013b) notes that 
tourism generally, and sport tourism in the present case, can play a catalytic role in 
establishing key partnerships between the local stakeholders, and it can, thus, lead to more 
collaboration and involvement in the planning and management of initiatives, which is a view 
that is closely supported by such scholars as Kimbu (2011) and Tichaawa et al. (2018). The 
present section seeks to understand the impact that sport tourism events have had on the 
relationship between the government and its citizenry. The findings are independently 
analysed below Table 8.14, as follows. 
 
Table 8.14: Government–citizen trust impacts of sport tourism events (n=1186, in %) 
Statements SD D N A SA 
Sport events encourage cooperation between citizens and the 
government 
8.4 12.8 25.1 36.1 17.6 
Sport tourism events present opportunities for skills development 
and training for the community members 
4.2 10.3 21.3 42.1 22.1 
Sport events can help increase the extent of trust between the local 
government and the local community 
6.6 11.6 28.8 32.8 20.1 
The local government can use sport events to deal with social and 
economic issues in the local area 
6.4 10.0 19.2 33.7 30.7 
 
8.4.4.1 Government and citizen cooperation 
Governments are frequently soliciting support from the local citizens in relation to their 
development endeavours, especially in the context of the current study regarding sport 
tourism events hosting (Bob & Swart, 2010; Gibson et al., 2012; Ziakas & Costa, 2011). The 
above is something that is particularly challenging within the African context, where very 
little trust and cooperation exists between the ruling government and the local populace 
(Rogerson, 2013b; Kimbu, 2011). The same authors, though, suggest that perhaps the 
government could use sport tourism events as a vehicle to establish such partnerships and to 
create platforms for further engagement with the population, and, therefore, increased 
collaboration. 
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Over half of the attendees (53.7%) agreed that sport tourism events can facilitate cooperation 
between the state and the local population. However, 21.2% of the attendees did not share the 
same view. In terms of the interviews conducted, many of the stakeholders felt that such 
cooperation was not currently observed in the context of events planning in the country, 
because the government often conducted its developments in isolation, with very little 
collaboration from the relevant stakeholders. Key to the above was the failure to share the 
plans with all those involved, through ensuring that the relevant input was received from 
those on the ground, especially in terms of sport tourism events. The stakeholders concerned 
felt that many decisions regarding which event to host, where the event was to be hosted, and 
when such an event would be hosted, are often taken at the national offices in Yaoundé, with 
no input being received either from the other stakeholders, or from those in the lower levels 
of the government. 
 
8.4.4.2 Skills development and training for the local communities 
According to Saayman (2012), sport tourism events contribute much-needed skills 
development opportunities for the local communities, especially in the developing world 
context. Swart and Bob (2012) contend that one of the main advantages of hosting sport 
tourism events is the skills enhancement opportunity obtained, and the development of 
certain skills for the local community members, which can serve them in the long term. 
Edwards (2015) specifically considers sport as being able to build the skills of the local 
communities, as well as to enhance their level of knowledge, which, in turn, improves the 
level of local participation in development initiatives, and which improves the degree of trust 
that the local communities have in their government. Regarding the ability of sport tourism 
events to present opportunities for skills development and for the training of community 
members in the study, the majority of the respondents (64.2%) noted such as being the case. 
Besides the above, a number of the attendees (21.3%) who took a neutral stance on the matter 
can perhaps be regarded as linking up with the large contingent of foreign visitors who might 
have had insufficient opportunity to witness the above. 
 
8.4.4.3 Increased levels of trust in the government 
Interestingly, just over half of the respondents (53%) felt that the sports events could assist in 
increasing the level of trust between the local government and the local community. A 
notable percentage of the respondents (28.8%) took a neutral stand on the above, while 
18.2% disagreed with it altogether. Such a finding mirrors those made above, with many 
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seeming, generally, to suggest that a higher extent of trust in the present in the government 
could be achieved if certain things were to be done. The above agrees with the finding 
frequently noted in the above sections relating to the failure of government to involve all the 
stakeholders, but especially the local host communities, in the planning of sport tourism 
events. The failure has also led to a lack of trust and lost faith regarding future similar 
initiatives (Kimbu, 2011, 2012; Kimbu & Tichaawa, 2018), as some of the stakeholders also 
blamed the government for failing to educate, train and mobilise the local host communities 
so as to be ready to exploit the opportunities that are offered at sport tourism events, in terms 
of entrepreneurship. The stakeholders felt that those who have tapped into such opportunities 
had done so of their own accord, and, as a result, the above tended to be highly incidental, 
with no long-term planning regarding the owning of businesses that operate in the sport 
tourism space existing among them. 
 
8.4.4.4 Government tool for the local socio-economic issues 
According to Tichaawa et al. (2018), in recent times, many countries have become 
increasingly reliant on using sport tourism to kick-start their ailing economies. In particular, 
Swart and Bob (2012) highlight how the potential rewards that host destinations stand to gain 
have motivated them to look towards sport tourism events hosting. Sport tourism tends to 
assist in the restructuring of localities, as well as in aiding the communities in terms of their 
socio-economic needs (Harris, 2011; Nyikana & Tichaawa, 2018c; Swart & Bob, 2012). In 
contexts like those in the Global South, therefore, sport tourism is considered to be an 
important tool, through which socio-economic issues are addressed. As suggested in the 
literature review chapters of the current thesis, the developing countries in the present context 
often struggle to deal with such socio-economic issues as high unemployment rates, poverty, 
crime and illiteracy. The situation is exacerbated by the lack of available opportunities 
through which the concerns can effectively be addressed. Sport tourism events, therefore, 
assist in kick-starting some initiatives that can go some way to addressing certain of the 
issues at a local level, thereby assisting both the governments concerned, and the local 
populace. In the above respect, the findings of the current study suggest that opportunities 
exist for the governments to deal with socio-economic issues in the local areas of Cameroon. 
 
8.4.5 Marketing and branding impacts 
According to Grix (2012), many destinations have used sport as a means of promoting their 
image, and of creating a lasting brand that can play an important role in the gaining of 
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prestige. Kozma et al. (2012) also assert that the city officials often engage in place branding 
activities, and particularly consider sport as a possibility through which to set about branding 
the local areas. Chalip and Costa (2005) argue that the destination marketers specifically 
consider sport events on the basis of their ability to generate attention for the host destination, 
through the advertising, associated publicity and word-of-mouth marketing that comes with 
hosting an event. Resultantly, sport tourism events are seen as being important and powerful 
agents of destination branding and marketing (Hemmonsbey & Tichaawa, 2018; Pouder et 
al., 2018; Richelieu, 2018). Against such a background, the sport event attendees were asked 
to respond to a series of marketing and branding impacts resulting from the sport tourism 
event hosting in Cameroon, as is illustrated in Table 8.15 below. 
 
Table 8.15: Marketing and branding impacts of sport tourism events (n=1186, in %) 
Statements SD D N A SA 
Sport tourism events provide media exposure for the local 
area 
3.9 11.8 11.3 35.5 37.5 
Sport tourism events can be used to communicate with 
visitors to the local area 
9.0 8.4 17.0 35.2 30.4 
The profile of the region is boosted by hosting sport events 4.0 8.8 21.6 33.1 32.5 
Sport tourism events raise awareness about the region 0.9 9.7 22.2 38.7 28.5 
Sport tourism events can help create and maintain an image 
or brand for Cameroon 
2.2 8.7 18.5 38.2 32.4 
Sport tourism events can promote Cameroon as a preferred 
tourism destination 
3.1 9.0 17.5 33.7 36.7 
 
8.4.5.1 Increased media exposure for the local areas 
The existing literature on sport tourism marketing and branding suggests that sport tourism 
events provide free media exposure for host destinations, thereby providing an opportunity to 
boost the profile of the local areas (Grix, 2012; Hemmonsbey & Tichaawa, 2018; Knott & 
Hemmonsbey, 2015; Kozma et al., 2012). Tichaawa and Bob (2015) also suggest that, in 
relation to the bigger events, the media tend to zoom in on the local areas long before the 
event is even hosted, which provides free exposure for the destinations concerned, and which 
can lead to more visitors attending the event than previously was the case. In the current 
study, an overwhelming majority of the surveyed attendees (73%) felt that sport tourism 
events provided media exposure for the local areas where they were hosted. Of the surveyed 
attendees, very few (15.7%) were opposed to the view of increased media exposure. Given 
the diversity of the events sampled, it could be assumed that those who attended the Premier 
League game and, to an extent, the university games might not have observed any additional 
media exposure beyond what they already knew, and, thus, were critical regarding the aspect. 
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In contrast, the magnitude of the Mount Cameroon Race of Hope and of the Women’s 
AFCON meant that the continuous media presence might have highlighted the importance of 
the local areas for the viewers. 
 
8.4.5.2 Use as a communication tool for the visitors 
Strong support (65.6%) was also noted for the idea of using sport tourism events to 
communicate with the visitors in the local area about the tourism offerings made available. 
However, the interviews showed that the stakeholders were critical of the inability to 
capitalise on sport to brand Cameroon as a desirable destination. 
 
One senior manager for a sponsor of football said:  
 
The question of using sport to develop a country like Cameroon, especially in terms of 
tourism, is not being done right, because, in countries like Brazil and South Africa, this 
has been done successfully, but, in Cameroon, nobody is investing in it. Cameroon is 
hosting the 2019 AFCON [however, the event has since been hosted by Egypt, with 
Cameroon set to host the 2021 AFCON], but I’m still wondering what we are going to 
show people who come, or watch, the Cup. There is not even a … football museum in 
Cameroon, a country that is one of the biggest football nations in Africa, [and there are] no 
monuments that celebrate the most recognisable sports stars of this country (R1). 
 
The above notion suggests that, despite there being potential for the establishment of a brand, 
much still has to be done to capitalise effectively on the potential concerned. 
 
8.4.5.3 Enhancement of the regional profile  
According to Tichaawa et al. (2018), the hosting of sport tourism events, especially on the 
African continent, is often linked to such benefits as destination profiling and repositioning. 
The argument is that Africa can make use of sport tourism events to enhance its reputation 
and to improve its current image, especially as a collective, but also as individual countries 
(Kimbu, 2012; Nyikana et al., 2014; Tichaawa et al., 2018). Related to the above is the fact 
that events, especially those that are of an international stature, are very effective tools for the 
showcasing of regions to the global marketplace, and, therefore, for the forming of 
destination images (Gix, 2012; Knott & Hemmonsbey, 2015). Tichaawa et al. (2018) 
conclude that those who do not attend the events, but who see them on television, might also 
be persuaded to visit the host destination in the future, owing to what they witnessed during 
the broadcasting of the event. The attendees in the current study were positive that the hosting 
of sport tourism events had boosted the profile of Cameroon’s regional areas (65.6%). The 
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stakeholder interviews also revealed that there were endless possibilities for the promotion of 
regional tourism in the country, especially because many of the regional sport tourists 
travelled within the Central African subregion to attend events. However, they felt that such 
should not be left to chance, as was the current practice, but, rather, that an integrated strategy 
should be devised for sport tourism to impact positively on the profile of the region. Such a 
strategy, they felt, could only be developed if an enabling platform were created for 
meaningful dialogue between the relevant parties involved, which they felt the current 
climate was not yet conducive towards. 
 
8.4.5.4 Regional awareness 
Linked to the above, sport tourism events are said to provide general awareness of a 
particular region (Knott & Hemmonsbey, 2015). Tichaawa et al. (2018) argue that sport 
events contribute to the transformation of many regions, in that they tend to increase the 
extent of awareness and perceptions of previously neglected destinations, thus making them 
attractive places to visit. In support of such views, the majority of those surveyed (67.2%) in 
the current study stated that they felt that the events that they attended raised their awareness 
of the hosting regions. Besides those whose awareness of the region was raised by the hosting 
of such events, others were either neutral on the issue (22.2%), or disagreed with the 
statement made (10.6%). The above finding can be linked to many things, among which, 
perhaps, is the fact that the vast majority of the attendees were from different areas in 
Cameroon. Thus, their awareness of, and their knowledge about, the local context might have 
been relatively great, in any case. 
 
8.4.5.5 Imaging and branding 
Despite the critical views regarding the branding of Cameroon expressed in the key informant 
interviews, a large majority of the attendees (70.6%) regarded sport tourism events as 
assisting in creating and maintaining an image or brand for the country in the long term. The 
above supports the existing literature, which argues that a motivations for events hosting is 
the need to create lasting brand and images that can be associated with the host destinations 
concerned (Gibson et al., 2012; Grix, 2012; Knott & Hemmonsbey, 2015; Hemmonsbey & 
Tichaawa, 2018; Zhang et al., 2018). As argued by Bob and Swart (2010), many destinations 
consider sport tourism events hosting as a means by which to achieve the status of events-
driven economies. Such economies typically consider building up a certain brand through 
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sending specific imagery out to the global market, with the sports events involved assisting to 
expedite the process (Bob & Swart, 2010; Grix, 2012; Rein & Shields, 2007). 
 
Grix (2012) states that many destinations have used sports events as a means of promoting 
their countries’ imagery, relating to their attempt to gain prestige and to achieve national 
branding. The author posits that the successful hosting of sports events increases their 
visibility, as well as transmitting positive signs to other countries. In the case of the Global 
South countries like the one in question, use of the strategy is valuable, because it accelerates 
their entrance to the world economy (Grix, 2012; Hemmonsbey & Tichaawa, 2018; Tichaawa 
et al., 2018; Zhang et al., 2018). However, in the context of Cameroon, the stakeholders felt 
that basic branding and marketing had still to be undertaken. They argued that basic 
strategies, including bundling Cameroon’s rich sporting history with tourism, specifically 
through the creation of a museum or monuments that capture the country’s sporting 
achievements, were not, as yet, being used in such regard. 
 
8.4.5.6 Promoting Cameroon as a preferred tourism destination 
The last statement made in the present section sought to gauge whether sport tourism events 
could be used to brand Cameroon as a preferred tourism destination. The above statement 
was formulated on the basis of the arguments raised in the literature review, in terms of 
which the destinations concerned had successfully transmitted images to the tourist market 
about their potential as tourism destinations (Bob & Swart, 2010; Knott & Hemmonsbey, 
2015). In such regard, the vast majority of the respondents (70.4%) agreed that sport tourism 
events could be used to promote Cameroon as a preferred tourism destination, with only a 
few of them (12.1%) arguing against the point. As suggested by Tichaawa et al. (2018), the 
mass media exposure and the branding opportunities associated with sport tourism events 
provide an opportunity for the host destination, in the present case Cameroon, to compete at 
great advantage. Doing so would achieve both global goals, both in terms of recognition, as 
well as in terms of the local reinforcing of a strong destination brand that is capable of 
capturing everyone’s attention. 
 
8.5 Factor analysis of the sport tourism impacts 
Having discussed the general impacts of sport tourism events on Cameroon, the same 35 
statements, or items, regarding the attendee perceptions of the impacts were then factor 
analysed to test construct validity. The test for construct validity is used to determine the 
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degree to which a measure confirms a linkage of associated hypotheses generated from a 
theoretical rationale. In the present instance, the rating of the 35 items was factor analysed to 
determine the underlying dimensions, using principal component analysis with varimax 
rotation. The factor analysis was supported by both the Kaiser–Meyer–Olkin (KMO) test of 
sphericity and by Bartlett’s test of adequacy. The KMO value of 0.841 exceeds the 
recommended 0.6, and the Bartlett’s test is statistically significant, as is shown in Table 8.16. 
Based on the above, factor analysis could be used on the data obtained. Besides the 
aforementioned, the other study requirement followed was that of eigenvalues > 1, with the 
factor analysis of the current study having successfully identified the dimensions required.  
 
In total, the study derived five factors, as are listed below: 
 
 Economic impacts (eigenvalue = 5.749) 
 LED impacts (eigenvalue = 3.165) 
 Socio-environmental impacts (eigenvalue = 1.738) 
 Government and community trust impacts (eigenvalue = 1.220) 
 Regional development impacts (eigenvalue = 1.054). 
 
The economic impacts consisted of six items, namely: ‘sport events help to increase the 
markets for local products in the community’; ‘sport tourism events can be used to 
communicate with visitors to the local area’; ‘sport tourism events encourage the 
development of small, medium and micro enterprises (SMMEs)’; ‘sport tourism events 
increase the cost of living and result in increased prices of goods and services’; ‘sport tourism 
events provide media exposure for the local area’; and ‘sport events result in increased 
spending in the local area’. The LED impacts, in contrast, consisted of four items, including: 
‘sport events attract tourists to the local area’; ‘sport events help create employment 
opportunities for the local community members in the area’, ‘sport events attract business and 
investment in the local area’, and ‘the profile of the region is boosted by hosting sport 
tourism events’. 
 
In terms of the socio-environmental impacts, six items were identified, namely: ‘sport events 
lead to an increase in the prevailing crime levels’, ‘sport events lead to the damaging of 
important sites in the community’, sport events interfere with the local value systems and 
religions in the community’, ‘sport events add to the pressure on limited water and energy 
supplies in the community’, ‘sport events lead to increased levels of pollution’, and, finally, 
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‘sport events provide an incentive to keep public spaces neat and tidy’. The government and 
the community trust impacts consisted of three items, being: ‘sport events encourage 
cooperation between the citizens and the government’, ‘sport tourism events present 
opportunities for the skills development and training of community members’, and, lastly, 
sport events can help increase the level of trust between the local government and the local 
community’. The last factor, regional development impacts consisted of two items: ‘sport 
tourism events encourage investment in the infrastructure for the local communities’ and 
‘sport tourism events bring in foreign exchange earnings and regional development for the 
community’. The results of the factor analysis are shown in Table 8.16 below. 
 
 
Table 8.16: Factor analysis results 
Kaiser–Meyer–Olkin measure of sampling adequacy 0.841 
Bartlett’s test of sphericity Approx. Chi-square 5524.863 
Df 231 
Sig. 0.000 
 
8.5.1 Reliability analysis 
Reliability is mainly concerned with the scale’s internal consistency, especially relating to 
whether the items all measure the same underlying construct (Field, 2009). One of the most 
commonly used indicators of internal consistency is the Cronbach’s alpha coefficient. In the 
given instance, the response scale used is ordinal, and the categories used are strongly 
disagree (1), disagree (2), neutral (3), agree (4), and strongly agree (5). Table 8.17 below 
shows the reliability analysis in terms of the Cronbach’s alpha scores obtained. 
 
Table 8.17: Cronbach’s alpha values of perceptions of the sport tourism impact constructs 
Construct Cronbach’s alpha Number of 
items 
Economic impacts 0.820 6 
Local economic development impacts 0.846 4 
Socio-environmental impacts 0.772 6 
Government and community trust impacts 0.701 3 
Regional development impacts 0.757 2 
 
As seen in Table 8.17 above, all the items identified show a high score in terms of 
measurement reliability, meaning that they are measuring the same underlying construct. The 
Cronbach’s alpha scores range from 0.701 to 0.846, thus exceeding the recommended level of 
0.7 (Fields, 2009; Pallant, 2007). 
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8.5.2 Correlation analysis of impact constructs 
Once the reliability analysis was conducted, the Pearson correlation coefficient was used to 
test for relationships between the five constructs/factors identified above. When testing for a 
relationship between a pair of variables, three measures are investigated. Firstly, whether the 
direction of the relationships is either positive or negative is considered. Secondly, the 
strength of the relationship is regarded, with a Pearson correlation coefficient of less than 0.3 
indicating a weak relationship, and one of between 0.3 and 0.5 showing a medium-strength 
relationship, while anything above 0.5 indicates a strong relationship. The third, and last, 
investigation relates to the calculation of the ρ-value, where a ρ-value of less than 0.5 notes a 
statistically significant relationship. The results obtained in the above respect are illustrated in 
Table 8.18 below. 
 
Table 8.18: Correlation analysis of sport tourism impact constructs 
 
 Stats Economic 
impacts 
Local 
economic 
development 
impacts 
Socio-
environmental 
impacts 
Governmental 
and 
community 
impacts 
Regional 
development 
impacts 
 
Economic 
impacts 
Pearson 
correlation 
1 .595** 0.042 .252** .411** 
P-value   0.000 0.280 0.000 0.000 
N 1186 1186 1186 1186 1186 
Local 
economic 
development 
impacts 
Pearson 
correlation 
.595** 1 .161** .304** .562** 
P-value 0.000   0.000 0.000 0.000 
N 1186 1186 1186 1186 1186 
Socio-
environmental 
impacts 
Pearson 
correlation 
0.042 .161** 1 .431** .176** 
P-value 0.280 0.000   0.000 0.000 
N 1186 1186 1186 1186 1186 
Governmental 
and 
community 
impacts 
Pearson 
correlation 
.252** .304** .431** 1 .309** 
P-value 0.000 0.000 0.000   0.000 
N 1186 1186 1186 1186 1186 
Regional 
development 
impacts 
 
Pearson 
correlation 
.411** .562** .176** .309** 1 
P-value 0.000 0.000 0.000 0.000   
N 1186 1186 1186 1186 1186 
 
The first correlation test was conducted between the economic impacts and the LED impacts. 
The main constructs that were measured included the ability of sport events to attract tourists 
to the local areas; the employment opportunities that such events create for the local 
community members; the attraction of investment in the local area; the resulting increased 
spending in the local area; and the ability of sport tourism events to encourage the 
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development of SMMEs. The findings indicate that there was a strong positive correlation 
between the economic impacts and the LED impacts, r=0.595, n=1186. Moreover, the 
relationship between the two factors was noted to be statistically significant, as the ρ-value 
was ρ<0.000. The above meant that the respondents who rated the economic impacts 
positively also rated the LED impacts positively, and vice versa. Such is not surprising, given 
that the specific statements within each construct were measuring relatively similar items 
linked to economics generally, and to localised economic impacts as well. Besides the above, 
studies on sport tourism impacts often stress how economics, as well as impacts on the 
development of the local economy, are prioritised by the governments and organising 
authorities alike in the build-up to sport tourism development initiatives. 
 
The second correlation test was conducted between economic impacts and socio-
environmental impacts. In this case, the key constructs included the ability of sport events to 
lead to an increase in the prevailing crime levels; the damage of important sites in the 
community due to sport event hosting; the interference with the local value systems and 
religions in the communities; and sports events providing incentives to keep public spaces 
neat and tidy, among others. The findings show a weak positive correlation between the two 
factors, r=0.042. Moreover, the relationship between the two factors is not statistically 
significant, ρ=0.280. In terms of the correlation between the economic impacts and the 
government and community trust impacts, the test indicated a weak positive correlation, 
r=0.252. However, the relationship between the two variables is statistically significant, with 
a ρ-value of p<0.000. The above implies that the high values of economic impacts were 
associated with the high values in the government and community trust impacts. 
 
As can be observed in Table 8.18 above, there is a medium-strength positive correlation 
between the economic impacts and the regional development impacts, r=0.411. In addition, 
the relationship between the two factors is statistically significant (ρ<0.000). Therefore, the 
respondents who were positive about the economic impacts were also positive about the 
regional development opportunities, albeit at a moderate level. The next correlation test, 
which was between LED impacts and the socio-environmental impacts, revealed a weak 
positive correlation between the two factors, r=0.161. However, the relationship between the 
two sets of impacts is statistically significant (ρ<0.000), implying that the respondents’ 
agreement with LED impacts was associated with their agreement with the socio-
environmental impacts. 
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A medium-strength positive correlation was found between the LED impacts and the 
government and community trust impacts (r=0.304). Additionally, the relationship between 
the two factors is statistically significant (ρ<0.000), suggesting that the respondents’ 
agreement with the LED impacts was strongly linked to their agreement levels with the 
government and community trust impacts. In terms of the LED impacts and those of regional 
development, a strong positive correlation can be observed (r=562). The main constructs 
measured in the test included the ability of sport events to attract tourists to local areas, the 
events helping to create employment opportunities for the local community members, the 
attracting of business and investment to the local areas, the sport events helping to boost the 
profile of the region, the ability of sport events to encourage investment in the infrastructure 
for the local communities, and their ability to bring foreign exchange earnings and regional 
development. The relationship between the two factors is also statistically significant, as 
shown by the ρ-value of ρ<0.000. The above means that the respondents who rated LED 
impacts positively also rated the regional development impacts positively, and vice versa. 
The view was closely observed in the interviews with the stakeholders, as they felt that sport 
tourism events could bring about a number of benefits, including increased spending, in the 
local area, improvements and upgrades to the local infrastructure, and employment creation 
for the local community members, among other benefits mentioned. As one key informant (a 
tour guide) indicated: 
 
I think sport tourism can create employment, because people will be linking sport and 
tourism as well. More money will come into the country, because many, many supporters 
will be coming, whether coming to compete or to watch others. Once they go to touristic 
sites, more money will enter into the economy (R9). 
 
Another stakeholder from the sporting domain emphasised: 
 
When there is an official event, like we saw a few days ago at Yaoundé and Limbe [i.e. 
the 2016 Women AFCON], it brings people from the four corners of the continent. And 
this is actually linked to the good income from hotels and local shops. [It is an] event [that 
is] linked to the airline companies who are benefitting from that, I’m sure. You see, there 
are many aspects, even the local transportation. They rent cars to travel along [i.e. 
around] the country (R12). 
 
The relationship between socio-environmental impacts and the government and community 
trust impacts revealed a medium-strength positive correlation (r=0.431). The relationship 
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between the two factors, though, is statistically significant, with a ρ-value of ρ<0.000, 
meaning that the high values of socio-environmental impacts were associated with the high 
values of the government and community trust impacts. Regarding the correlation between 
the socio-environmental impacts and the regional development impacts, the correlation is 
positive, albeit of a weak strength (r=0.176). The relationship between the two factors is also 
statistically significant (ρ<0.000), implying that the high values of the two factors are 
associated with each other, irrespective of whether they are positive or negative. The last test 
was between the government and community trust impacts, as well as the regional 
development impacts. In the above respect, the positive correlation between the two factors is 
of a medium strength (r=0.309). The ρ-value of <0.000 indicates a statistically significant 
relationship between the two factors, implying that the high values of each impact are 
associated with those of the other. 
 
8.6 Stakeholder reflections on the overall impacts of sport tourism 
The present section of the chapter presents the reflections of the stakeholders who were 
interviewed regarding the impacts of sport tourism events and the subsequent contributions 
made to LED, accordingly. Moreover, the section also highlights some of the proposals made 
by the stakeholders regarding the future direction of sport tourism in the country. 
 
8.6.1 Role-players in sport tourism in Cameroon 
As was revealed in the earlier sections of the current thesis, the sport tourism sector is 
comprised of a number of stakeholders, some of whom are primary stakeholders, while others 
are seen as being secondary stakeholders. Nonetheless, for sport tourism to prosper, and to 
play a meaningful role in the socio-economic development of many destinations, especially 
those in the developing world context, such as in the case study of the present research, the 
interaction and collaboration among the stakeholders identified cannot be overemphasised. 
Resultantly, the interviewees were requested to mention the primary stakeholders involved in 
sport tourism in the specific context of Cameroon. The main purpose of the question was 
based on the fact that those interviewed were purposefully identified, based on the existing 
literature, which, as has been consistently argued in the current study, is based on the 
developed world’s ideologies and which have been tested in the aforementioned context. The 
responses reveal unanimity in relation to those who should be considered as primary 
stakeholders. 
 
252 
 
Firstly, the key informants revealed that the government/state is an important stakeholder. 
They suggest that the government could be represented by the different ministries, depending 
on the level at which the sport tourism initiative (especially in the form of an event) was 
taking place. For example, in the case of major events like the AFCON, the stakeholder 
would involve national and provincial governments, whereas, for the smaller events, the 
stakeholder concerned would include the officials from the LED offices of the municipalities, 
which are referred to as local councils in the context of Cameroon. The second stakeholder 
who was suggested by the key informants was the local community. They stressed the 
involvement of the local community members in sport tourism, because any development that 
occurs regarding sport tourism has implications for the people, and, therefore, their 
involvement is seen as being important. The key informants emphasised, though, that, 
currently, the communities were seen as secondary stakeholders in the sport tourism 
development process in Cameroon, and, therefore, they were not involved in the planning 
activities. The above was despite the fact that they felt that the government had a 
responsibility to include the local communities in the events, even if doing so meant that such 
was done mainly through the local chiefs, who represent the people, in any case. The central 
argument behind the involvement of the traditional chiefs in the events was linked to the fact 
that many events that are hosted in the country, especially the prestigious events like the 
Mount Cameroon Race of Hope, were ‘officially’ opened by the chiefs, anyway. Their 
involvement is linked to the fact, that before the race begins, certain traditional rituals and 
practices have to be performed by the chiefs, making them an important part of the overall 
event. 
 
Thirdly, the feeling was that sport tourism development in the country should include the 
owners of the hotels and restaurants as they were the main people who would interact with 
the sport tourists the most. In its truest sense, they serve as the face of the industry, and, 
therefore, their involvement is key to successful development. The key informants stressed 
that the stakeholder group was almost solely responsible for the comfort of the sport tourists, 
including both the participants and the spectators. However, they also felt that there was a 
major problem within the sector, as the service, up to the present point, had remained 
disappointing, owing to the tendency of employing family members and relatives in key 
positions. Such a practice has, up to the present point, compromised the service, and, 
therefore, the potential of a vibrant tourism industry, broadly (Kimbu & Ngoasong, 2013; 
Tichaawa & Kimbu, 2019; Tichaawa & Bob, 2015; Tichaawa et al., 2018). 
253 
 
 
The fourth stakeholder group that was identified were the attraction managers. The 
suggestion made regarding their inclusion largely rested on their contribution to the event-
related experiences, in terms of which they were supposed to offer ideas on 1) encouraging 
the lengthening of the stay of the sport tourists, by integrating their attractions into the 
planning of the events, and on 2) ensuring that they contributed to the bundling of activities 
and attractions in sport tourism, such that the related experience becomes well leveraged. In 
particular, the suggestions regarding the group were that, if they were involved from the 
beginning in any initiative, they would be able to contribute to the overall leveraging of the 
event to the local economies by bridging the gap currently existing regarding the activities 
that sport tourists can, and should, do when not spectating at the event. The fourth 
stakeholder who was mentioned were the sponsors of the sport tourism initiative. The view, 
in such respect, is that they tend to play a very important role in terms of funding and 
developing the products and offerings related to sport tourism development. In fact, one 
official explained: 
 
The importance of sponsors like MTN to sport tourism is immeasurable in Cameroon. 
The fact that we even have the championship [i.e. the Elite One Premier League] itself is 
proof. The truth is that, without MTN, there would be no championship, meaning there 
would not really be professional football locally (R2). 
 
The above acknowledgment reinforces the need for the sponsorship stakeholder groups in the 
sport tourism development journey of Cameroon. However, it was stressed that they, alone, 
could not do much, as they needed support from the government and the private sector, 
which, currently, was not continuously the case.  
 
The next stakeholder group that was put forward was the NGOs, especially in terms of both 
sport and tourism at grassroots level. The key informants felt that they played a critical role, 
especially at the level of the local communities, in shaping the direction of sport tourism 
broadly. In addition to the above, the sixth stakeholder group suggested were the informal 
businesspeople, who are a key stakeholder, especially in the sport tourism event spaces. The 
interviewees stressed the need to have a consolidated structure that considers the business 
people’s unique contributions and needs, with a view to improving the contributions made to 
the overall sport tourism product that can be produced in Cameroon, as has been argued in 
the earlier sections of the current chapter. Interestingly though, scant mentioned was made of 
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the role played by the private sector as a whole. Instead, much focus and responsibility was 
directed towards the state and the big sponsors, as well as towards the informal business 
sector. Part of the reasoning for the above was due to the fact that the government needed to 
work harder than it presently does to rebuild the amount of trust from the private sector that 
they had lost over time, generally.  
 
8.6.2 Impacts of sport tourism 
Besides the impacts that were measured from the actual event attendees, the study also 
requested the key informant interviewees to comment on their perceived impacts from sport 
tourism broadly, and from sport tourism events in particular. The above was also due to their 
invested interest in sport tourism and their daily duties, which implied that they should have 
in-depth knowledge and understanding of such. Besides, the stakeholders were purposefully 
chosen on the basis that they should be able to quantify, and, therefore, more effectively 
portray, the reality around sport tourism development in Cameroon, thus contributing 
significantly towards the development of a working framework for the context. Generally, the 
stakeholders acknowledged the broad impacts that were evident during the events and that 
were revealed by the attendees. However, they were able to provide a quantified response, 
justifying that doing so was impossible, because no prior measurement of the impacts of 
events in Cameroon had occurred. 
 
The main impact that the stakeholders highlighted as having been a leading success so far 
was the creation of an infrastructure, especially in relation to the Limbe Omnisport Stadium, 
as well as the other smaller stadiums that had subsequently been either built or revamped. 
The Limbe Omnisport Stadium was highlighted, because it was built to serve as a 
multipurpose stadium to hosts major events in both football and athletics. However, as was 
revealed earlier on in the chapter, the challenge with the stadium facility was its lack of 
integration into the local infrastructural needs, which was highly criticised by the 
stakeholders. Against such a background, the lack of clarity regarding the specific impacts 
made, beyond those that are highly perceptible, like the infrastructural upgrades, can be seen 
as having obfuscated the issue. The situation is so, because many of the stakeholders 
acknowledged that sport tourism had impacts for the local areas, without being able to 
explicitly state what those impacts were. 
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Besides the infrastructure, sport tourism was also found to contribute significantly to LED in 
Cameroon. In a practical sense, sport tourism supported informal business practices, in terms 
of which local people were able to sell snack items, like eggs, sandwiches, roasted meat, and 
fruits, to the attendees. Moreover, they also sold items like cigarettes and branded sporting 
merchandise within the stadium and its precinct. In addition to the individuals involved in 
such informal trading, direct financial benefits were gained before and after the events for the 
informal businesses concerned, such as the small restaurants, which sold beers and food to 
the attendees. The officers in the tourism industry, in particular, highlighted how, when a 
major event was going to be hosted, they received many requests for temporary trading 
licences, especially for the supply of beverages and food for the duration of the event. 
Therefore, sport tourism plays a key role in the informal business practices of Cameroon, 
which, in turn, plays a significant part in the overall economy of the country (Tichaawa, 
2017). In short, the events serve as an important tool in advancing such informal business 
practices.  
 
The importance of the results obtained is that the sports events, in the above context, were 
seen to contribute direct economic benefits to the informal entrepreneurs and their families. 
Therefore, the analysis of sport tourism in Cameroon, and in the broader Central African 
subregional context, must be viewed as including the element of informal business tourism. 
The above is so because people, especially those in the event localities, were found to stock 
up before the events with a view to trading for their duration, specifically targeting the large 
number of event attendees expected to be present at the events. 
 
8.7 Chapter summary 
The current chapter was aimed at providing an in-depth analysis of the results obtained, 
linked to the sport tourism event attendees’ perceptions of the impacts of the events on the 
economy of Cameroon. The results suggest that, generally, sport tourism is a niche sector that 
can prove to be highly beneficial to the Cameroon economy. For example, at the sampled 
events, many first-time attendees were present, as opposed to those who were repeat visitors. 
The first-time attendees rated as average their attendance of sport tourism events in their local 
areas. However, quite a number of them indicated having travelled frequently to places 
outside of where they stayed, with the purpose of attending sports events. The above was also 
confirmed in the interviews with key resource personnel, who highlighted that sport tourism 
events in Cameroon were attended by international and regional visitors, but, most 
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importantly, the local community members exhibited a desire to participate in interprovincial 
travel, so as to be able to partake in such events. The interest of the latter visitors was seen to 
be strongly linked to VFR and business purposes in the country, resulting in frequent travel 
between the provinces to attend sports events. 
 
In terms of the popular transport modes used for accessing the event locations, buses and 
taxis were dominant, which is a sign of the direct economic contributions made by the local 
operators of such transport services. In addition to the above, besides the actual event itself, 
the attendees also considered factors like entertainment, self-actualisation, event location, 
tourism-related reasons, VFR and business and trading as key factors that swayed them in 
deciding when, and where, to attend sport tourism events. Such findings, if used correctly, 
could assist in careful planning for the hosting of similar events, and with ultimately devising 
strategies that optimise the benefits accrued from such hosting. 
 
Regarding the impacts of the sport tourism events on the economy, the findings reveal 
numerous positive economic impacts, both directly and indirectly. For example, as was 
mentioned above, the increased spending on local products like transport and 
accommodation, as well as the employment of the local people where the events were hosted 
can be seen as positive impacts. A key challenge raised by the key informants, though, was 
the lack of support for the locals, in terms of enabling them to capitalise on the 
entrepreneurial opportunities that the events present to them. Moreover, nuances of negative 
observations were also linked to the tendency of events, especially the relatively large ones, 
to lead to an increase in the price of goods and services in the local areas, thus pricing out the 
locals, as well as the seasonal nature of the employment opportunities provided by them. 
While Cameroon is endowed with unique sports events that have the ability to draw people 
from afar, insufficient is being done to capitalise on such uniqueness to extend the stay of 
those who have travelled long distances. For example, the stakeholders revealed that, often, 
the visitors came only for the duration of an event, after which they would return to their 
normal place of stay, due to a lack of complementing attractions and activities, which could 
have served to keep them longer at the host destinations than they might otherwise have 
stayed.  
 
Another benefit that was highlighted in the findings was that sport tourism events could lead 
to skills development for the host community members, as well as aiding in the social 
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cohesion of the locals. Besides the above, concerns were raised about the overcrowding 
linked to event attendance, as well as about the increases in the prevailing levels of crime and 
violence. The last point is a common point that applies with events, generally, the world over. 
Other positive impacts that emerged involved the attraction of investment and business to the 
local areas, as well as direct spending on the local products. Additionally, the events were 
seen to lead to the much-needed upgrades of infrastructure, which, in turn, could serve the 
communities in the long term. The attendees also opined that the events went far in 
improving the levels of trust between the citizens and the governments involved, in that they 
fostered skills development for the residents as facilitated by the government, which led to 
enhanced cooperation, generally. However, the effectiveness and purposefulness of the above 
was largely questioned by the key informants. They also stressed the lack of coordinated 
effort directed towards the marketing and branding linked to events, despite the potential that 
the events present in such regard. 
 
The next chapter, in addition to providing the conclusion of the study, also presents a 
framework of recommendations for sport tourism development in Cameroon, especially with 
a view to the effective use of sport tourism as a vibrant sector and driver of socio-economic 
growth and development in the local areas. 
 
258 
 
CHAPTER NINE 
CONCLUSION AND IMPLICATIONS: FRAMEWORK FOR THE 
DEVELOPMENT OF SPORT TOURISM IN CAMEROON 
 
9.1 Introduction 
The current thesis started by exposing the existing gaps in the literature relating to the study’s 
location to sport and tourism interlinkages, especially within the context of the Global South 
and the developing economies in Central Africa. Accordingly, a review of the literature on 
sport and tourism as individual phenomena was conducted, exploring how the two sectors 
have grown considerably over the years, to result in the complex concept that is currently 
known of as ‘sport tourism’. The most relevant and recent theories and concepts about sport 
tourism were interrogated to conceptualise a framework for sport tourism development for a 
context like the one in the case study area. A mixed-method research paradigm was adopted 
to address the predefined objectives that were outlined in the first chapter of the thesis. The 
findings were then set out, and discussed, within the context of the presented literature, so as 
to propose a suitable framework for the development of sport tourism in Cameroon. The 
present chapter reviews the study aims and objectives, while highlighting the key findings 
made, as well as their contribution to the existing knowledge and practice, while also 
acknowledging some of the main limitations of the research. The policy and managerial 
implications of the findings are also discussed, accordingly. Lastly, the chapter also provides 
recommendations for future research directions for the research niche area, while proposing a 
framework of recommendations for implementation in Cameroon and similar destinations 
throughout Africa, in respect of using sport tourism as a tool for socio-economic 
development. 
 
9.2 Review of main research questions and methodology 
In the existing literature on sport and tourism, and the two sectors’ interrelationship, a clear 
gap has been identified in terms of policy related to the sport tourism phenomenon. While 
improvement has occurred regarding sport tourism research, much still needs to be done to 
obtain a clear understanding of the phenomenon, especially as observed from the perspectives 
of different destinations with varying characteristics (Gammon et al., 2017). Up until the 
present, the recognition of the synergy that the two share has been limited, with most of the 
academic literature in the above regard being biased towards the Global North 
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(Commonwealth of Australia, 2000; Delpy, 1998; Gammon & Robinson, 2004; Gibson et al., 
2012; Hinch & Higham, 2004; Weed, 2003; Weed & Bull, 2004). The above is despite the 
fact that the links between sport and tourism have become more apparent and clearly defined 
over the years, in some quarters. Weed (2003) attributes the above-mentioned situation to a 
lack of integrated policies for both sport and tourism, especially in the UK context, where he 
argues that such integration would be best suited for the regional level, rather than for the 
national level of policy implementation. 
 
In the Global South, and especially in such contexts as those on the African continent, the 
situation is perpetuated by the existing structural problems, linked to the attendant lack of 
skills and the restricted amount of knowledge, as to how the two sectors affect each other 
(Tichaawa et al., 2018). In Africa, sport tourism, despite being popular, has not taken off as 
effectively as it has in Western countries, due to the fact that mass participation and 
spectatorship in the flagship professional sports that fuel sport tourism has not being 
achieved, with the key interlinkages between the two not yet having been effectively explored 
(Swart & Bob, 2007; Tichaawa et al., 2018). Seeing that many African countries have sought 
to develop their tourism potential aggressively, by means of focusing on the development of 
their sport tourism sector, the current study sought to reveal the interlinkages of sport and 
tourism in the developing world context. The above situation allows for comparisons to be 
made in relation to the relevance of some of the linkages observed in the Global North, given 
the contrasting macro environmental factors that tend to influence the developing and the 
developed countries, respectively. The primary aim of the present study was to assist in the 
development of a framework towards the enhancement of the sport tourism niche sector for 
Cameroon. To achieve the aim, five specific objectives were developed, and complemented 
by a comprehensive review of the literature. The objectives included: ‘to determine the 
typical profile of a Cameroonian sport tourist’; ‘to determine who the stakeholders are who 
are presently involved in sport and tourism’; ‘to establish the existing relationship between 
sport and tourism’; ‘to determine the stakeholders’ perceptions of the impacts of sport and 
tourism’; and ‘to explore how the interlinkages between sport and tourism contribute to 
LED’.  
 
To achieve the above-mentioned objectives, both qualitative and quantitative data collection 
techniques were adopted, in terms of a mixed-method research design. The first phase of the 
data collection pertained to the qualitative data of the study, featuring in-depth, semi-
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structured interviews conducted with 16 different sport and tourism key resource personnel in 
Cameroon. The phase sought to provide a context for the study, especially in relation to the 
planning and policy aspects of sport tourism in the country. The interviews were conducted 
between 2016 and 2018 across four cities in Cameroon, namely Douala, Yaoundé, Buea and 
Bamenda. The interviews were conducted personally by the researcher in a face-to-face, one-
on-one basis, so as to establish the stakeholders’ perceptions of, and experiences and main 
activities and roles in, sport tourism development. On the basis of such contextual 
understanding, specific events were then selected for investigation during the second phase of 
data collection. 
 
The second phase of data collection incorporated the administering of questionnaire surveys 
to attendees at four different sport tourism events around Cameroon. The data that were 
collected measured the impacts of the events, as well as the overall effects that the events had 
had on the local economies of the hosting regions. The data were collected during 2016 to 
2018, as dictated by the intervals between events. A combined total n=1186 questionnaire 
surveys were gathered from all the events, as was detailed in Chapter Six of the current 
thesis. The findings from the phase concerned revealed significant potential for sport tourism 
development in Cameroon, with the gaining of numerous benefits being noted for the hosting 
destinations by the attendees. The findings, alongside those from the first phase of the data 
collection, provided the suggested direction for the planning for, and the management of, 
sport tourism as a vibrant growth sector for the country. 
 
9.3 Summary of the key findings 
The present section highlights a selection of the key findings of the study, based on the 
objectives that guided the undertaking of the study. Where applicable, the observed 
similarities between the sport tourism event attendees and the key informant interviews are 
emphasised. 
 
9.3.1 Objective one: to determine the sociodemographic profiles of the sport tourism 
event attendees and the key informants 
The first objective sought to determine the typical profile of a Cameroonian sport tourist. The 
determination was done by way of examining their sociodemographic profiles in terms of 
gender, age, marital status, race, level of education, employment and income. Such details 
261 
 
were obtained in addition to ascertaining their place of origin and their extent of interest in 
sport tourism activities. 
 
In terms of the sociodemographic profiles of the event attendees, the majority were found to 
be relatively young (i.e. between the ages of 18 and 40 years old). In terms of gender, the 
men and women were roughly equally divided. The respondents were reasonably well-
educated and, as such, were in full-time, part-time or self-employment. Such demographics 
were found to mirror those of previous studies on sport tourism attendees and their 
demographic makeup (Florek et al., 2008; Getz, 2003; Jones, 2008; Rubin, 2009; Tichaawa, 
2009; Tichaawa & Swart, 2010). In terms of country of origin, the majority of the attendees 
were Cameroonians, from the different provinces of the country, whereas those who were 
from the remainder of the continent were from such countries as Nigeria, Mali, South Africa, 
Zimbabwe and Kenya. Beyond the attendees from Africa, some were from the USA, China, 
Canada and Germany, albeit in smaller numbers, in comparison to those from the continent. 
 
The gender representation among the key informants was highly uneven, with an 
overwhelming majority of those interviewed being men. In terms of representation in the 
study, the key informants were sourced from various organisations and associations that were 
involved in sport and tourism development and management in Cameroon. Specifically, they 
were from the domains of sport sponsorship organisations, the national government offices of 
sport and tourism, the private sector (tourism-related), the NGOs (sport-related), the private 
sector (sport-related) and the local council (which deals with LED-related issues within the 
local municipalities). 
 
In terms of the understanding of sport tourism, and the relationship between sport and 
tourism generally in Cameroon, a few observations were made. For example, the attendees 
generally had a relatively good understanding of the concept of sport tourism throughout the 
sampled events. However, regarding the relationship between sport and tourism, and how 
each could benefit the other, there was a strong sense that sport, generally, would not boost 
tourism, but, rather, the constant hosting of specific sports events, with an increasing pulling 
power, would. Nonetheless, the attendees and the key informants generally expressed feeling 
that there was a relationship between sport and tourism, but that it had not yet been fully 
exploited in Cameroon, due to the two sectors being seen as occasional partners that tended to 
overlap coincidentally. 
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9.3.2 Objective two: to analyse, in a critical way, the role played by the various 
stakeholders who were currently involved in sport and tourism in Cameroon 
Critically analysing the stakeholders who were currently involved in sport and tourism in 
Cameroon, in response to objective two, included unearthing their understanding and 
awareness of, as well as their involvement in, sport tourism-related activities and initiatives. 
Doing so also involved the interrogation of those who were directly involved in the 
government spheres regarding future planning in relation to sport tourism development in 
Cameroon. As was mentioned earlier on, in other parts of the thesis, the stakeholders in sport 
tourism typically include both primary and secondary stakeholders. According to Presenza 
and Iocca (2012), the primary stakeholders are usually the employees within sport tourism, as 
well as the volunteers, the sponsors and grant givers, the suppliers, the attendees, and the 
participants in the various sports. The secondary stakeholders, in contrast, usually include the 
host communities, the government, the essential services, the media outlets, the tourists, the 
sport organisations, and the related businesses.  
 
The results of the current study reveal that the main sport tourism stakeholders in Cameroon, 
at the time of the present research, were a mix of both primary and secondary stakeholders. 
They included the government/state, as represented by the various ministries, including those 
of tourism, sport, education, culture, public works and transport. In addition, they included 
the local collectives, such as the councils and the mayors of the different regions, as well as 
the local populations. The private sector was also seen as an important stakeholder in sport 
tourism, particularly in terms of those who run businesses like hotels, restaurants and other 
leisure facilities. Another important stakeholder, albeit with a less active role, were regarded 
as being the international partners and organisations, like the United Nations World 
Organisation (UNWTO), the World Bank, and others, which set the laws and regulations at a 
global level that are adopted by many countries, including Cameroon. The other stakeholders 
mentioned included NGOs and informal businesses that cater for the needs of sport tourists 
and local communities alike. Finally, the major sponsors, like Guinness, MTN and the 
Cameroon Development Corporation (CDC), as well as the local traditional authorities, like 
the chiefs, who performed certain traditional rites before major cultural events like the Mount 
Cameroon Race of Hope, were identified as being very important stakeholders in sport 
tourism in Cameroon. The success of sport tourism in the above-mentioned context rests 
largely on the fruitfulness of the planned interactions between such stakeholders. 
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For sport tourism to drive LED effectively in Cameroon, and for it to foster significant socio-
economic contributions, as envisaged by the government in particular, such interactions 
should be stressed and encouraged. Specifically for the local economies, encouraging such 
interactions is also likely to result in a bigger impact than might otherwise have been, in 
terms of boosting local businesses, which were, in the present case study area, predominantly 
small and medium-sized businesses (Kimbu, 2012; Rogerson, 2013a; Tichaawa, 2017). The 
authors involved insist that a spirit of dialogue, cooperation and collaboration be engendered 
among the various stakeholders, because, if such is not done, many proposed projects (in the 
present instance, sport tourism events) will fail to materialise, or they will be unable to reach 
their stated objectives and to fulfil their intended aim of positively contributing to sustainable 
LED. 
 
9.3.3 Objective three: to establish the existing relationship between sport and tourism 
The third objective was to establish the existing relationship between sport and tourism, 
which was done by examining the current strength of the interrelationships between the two 
domains. The purpose of the second objective was to measure whether a relationship between 
sport and tourism currently existed in Cameroon. The objective was informed by the fact that, 
despite there being strong evidence of sport and tourism interlinkages being more visible and 
better defined than in previous times, there was still an absence of comprehensive analysis on 
how the interlinkages could be forged, and on how the mutual pursuit of the resulting benefits 
could be explored, especially by the developing countries. The above was especially 
important in the context of the current study, as, in many other similar countries, the agencies 
and structures that have proved to be supportive of the development of sport or tourism have 
largely been established and developed totally separately from each other, with minimal 
contact among those involved. Moreover, even in the few cases where the above has been 
done, it has been done in a highly spasmodic and haphazard manner, with the short-term and 
highly uncoordinated efforts exerted resulting in minimal results. 
 
The findings in the current study suggest that potential exists for the linkages between sport 
and tourism to be strengthened, as, at present, they are only perceptible during sport events, 
and especially during major sports events, like international football matches, national 
marathons, competitions and tournaments of a similar magnitude. Therefore, while 
acknowledging that sport and tourism share a relationship, the practicality of the relationship 
is only observed in cases of the hosting of large sports events, as there seems to be a lack of 
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initiatives that are geared towards strategically enhancing the relationship. An example of the 
above that was provided by the key informants was that of documenting the rich sporting 
history of the country, particularly football, through such tourism facilities as museums and 
monuments that captured the importance of past achievements, in such a way as to attract 
sport tourists beyond just the events hosted. Accordingly, the findings reaffirm what is 
suggested in the existing literature, being that sport and tourism in the developing countries 
are often only seen as occasionally overlapping, and not as exclusively mutually beneficial 
sectors. For example, the tourism and sport authorities suggested that the tourism sector 
offered many opportunities to which sport could contribute, and from which it could benefit, 
but that such benefits would only become accessible if the other stakeholders, especially 
those in the private sector and in the NGOs, also exerted an effort, because the government 
lacked sufficient time to do everything on their own. 
 
In contrast to the above, the private sector perceived the lack of a direct relationship between 
sport and tourism in Cameroon, despite acknowledging that logic dictated that such a 
relationship should exist. Their argument was based on the fact that, presently, both sectors 
are governed and managed individually, with their budgets being allocated separately, and, 
consequently, their use being evaluated discretely. Such a phenomenon, according to the 
private sector representatives, exerted pressure on the way in which the two ministries 
operate, resulting in minimal, or, in most cases, no, collaboration. In the few cases where 
discussions had been undertaken on collaboration, especially at the local municipal level, the 
outcomes had been dismissed by the prevailing hierarchy, so that the entire exercise had 
amount to nothing more than conversations, as the decisions were made higher up in the 
hierarchy. The subsections below highlight some of the main areas of the relationships 
concerned. 
 
9.3.3.1 Sport as a tourism promoter in the local areas 
The findings of the current study suggest that sport can be used as a tool to advance tourism 
and to fast-track tourism development in Cameroon, especially in relation to the boosting of 
visitor arrivals on both a domestic and international scale, due to sport events hosting. The 
above is so due to the acknowledgement that a key strength of the relationship is that tourism 
brings additional people to sport events, because, besides those who travel to attend sports 
events, ordinary tourists, who are at a destination to participate in other activities, tend to look 
for the available sports events on offer that they can attend to complement their experience 
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during their stay. Accordingly, sport also helps boost the levels of tourism in the local areas. 
Besides the above, the findings also suggest that, by bringing additional people to sport 
events, tourism indirectly helps in growing the profile of the relatively ‘weak’ sports events, 
because the visitor numbers to such events increase over time, and so, too, does interest in 
them. The point concerned becomes even more important, considering that Cameroon has 
recently considered hosting major sports events, especially when seen against the light of the 
country’s rich sporting culture. 
 
9.3.3.2 Tourism as an engine for driving sport promotion 
The findings obtained in the current study revealed that sport generally can do well, 
irrespective of the situation prevailing in the tourism industry. Such a situation is due to sport, 
especially football, being considered a way of life in many African countries, with it, as such, 
having the potential to grow steadily over time, and to continue attracting a large following 
from among the sport enthusiasts. However, what was found to be evident in the present 
study was the fact that sports events play an important role in strengthening the relationship 
between the two sectors. Much as with tourism bringing additional visitors to sport events, as 
mentioned above, sport also plays a part in increasing the numbers of tourist numbers for the 
local areas. The fact that the relationship is only highlighted during sports events points to the 
highly short-term-natured engagement on the part of the officials in either sector, with it, 
further, painting a grim picture regarding the purposeful interaction between the respective 
officials involved. 
 
9.3.3.3 Sport and tourism disconnect 
As mentioned in the subsection above, currently it appears that tourism and sport share a 
coincidental relationship in Cameroon. The findings also show that, while there is every 
intention to collaborate at grassroots level, especially among the officials of each ministry, 
such idea-sharing is often fruitless, because those with the greatest influence tend to occupy 
the highest offices (i.e. national offices), with them rarely taking feedback from those on the 
ground. In the above regard, the planning and management of the relationship between sport 
and tourism is seen as one that lacks leadership, but which, rather, is highly centralised at the 
national level, with little consultation occurring with those on the ground. Accordingly, the 
findings of the current study suggest that sport and tourism, for the most part, are seen as two 
separate activities, generally, even though there is evidence of a strong relationship between 
the two sectors, which exists at times of sport events hosting. 
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9.3.3.4 Sport events as attractors of tourists 
The findings highlighted that, in Cameroon, great potential exists for the relationship between 
sport and tourism to be strengthened through using sport events as a means to bring 
additional tourists into the local areas, thereby increasing the visitor numbers in the country’s 
localities and bringing about an increasing amount of awareness of the less-known 
destinations. Accordingly, the linkage between the two sectors can be seen to be more 
perceptible on such occasions as major sports events than it is at other times. As argued in the 
key informant interviews, the link involved is fundamental, despite it not yet being given the 
necessary attention. The reasons for the tendency to disassociate tourism and sport are 
debatable, and when questions are raised as to the reason for such disassociation, the 
responsibility appears to be shifted from one stakeholder to another. The lack of owning the 
issue, and, instead, shifting the blame, results in little action being taken to address the lack of 
linkage between the two sectors. 
 
9.3.4 Objective four: to critically analyse the stakeholders’ perceptions of the impacts 
associated with sport tourism 
The fourth objective of the present study sought to critically analyse the stakeholders’ 
perceptions of the impacts associated with sport tourism in Cameroon. To achieve the 
objective, an analysis of the different sets of impacts commonly found in tourism and sport-
related research was undertaken, including the triple bottom line (economic, sociocultural and 
environmental) impacts. Over and above such impacts, and based on the adopted conceptual 
framework, other related factors, like the political, marketing and branding, and regional 
development impacts, were explored. 
 
The findings indicate that, generally, sport tourism events are well attended in Cameroon, 
with the attendance reaching further than one’s normal province of stay, and, in some cases, 
going beyond the national borders. In this sense, sport tourism events have a great potential to 
enhance regional tourism development, because their impacts are felt locally, provincially 
and regionally. Moreover, besides the events themselves, the attendees tended to consider as 
important such factors as tourism, socialising, VFR, shopping and business and trading 
motivations, when deciding where to attend sports events. The above, and other, factors that 
were identified as being important by the attendees in their decision to visit specific 
destinations for the sake of participating in sport tourism events, speak to the opportunity to 
bundle certain aspects together with sport tourism event hosting, for the enhanced 
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understanding of the attendees. For example, many attendees noted the VFR coupled with 
trading and business motivating factors, which, in the key informant interviews, was 
explained as being linked to people travelling to the different provinces where the events 
were held, for the purpose of VFR. Their main goal would be to sell unique artefacts to the 
attendees, and then, while they were there, buying the unique, destination-specific products to 
take back to their home province and sell at events there, in an ongoing cycle. Accordingly, 
the opportunities provided for VFR tourism, as well as for trading, are key aspects to consider 
when hosting, or planning to host, similar events in Cameroon. 
 
Besides the positive contribution made towards regional development, another key impact to 
be noted in relation to sport tourism events is that they tend to bring about foreign exchange 
earnings for the local areas and, thus, ultimately lead to the development of such key 
infrastructure as stadia, roads, and quality accommodation establishments, among others. The 
key informants further noted that such development in key infrastructure, especially in terms 
of the stadia and the related training facilities, tends to lead to the development of better-
prepared and more professional players than might otherwise be the case, which they hoped 
would serve to inspire the youth in the country, generally. In addition, they suggested that the 
rapid development of the hotel sector, which was linked to sports events, would also tend to 
lead to human resources development, with those involved becoming better trained in key 
tourism skills, like service excellence, which was an area that remained a major challenge 
throughout the country, generally. However, some of the key informants who were 
interviewed disputed the above, suggesting that the current practice in Cameroon and other 
similar countries was to employ relatives who were unqualified and unemployed, and whom 
they did not necessarily have to pay regularly, which compromised service quality greatly, 
and which led to the questioning of the sustainability of many such establishments. 
 
Given the importance that has been placed on the potential contributions that SMMEs can 
make to the tourism industry (Tichaawa, 2017), it was encouraging to see that sport tourism 
events were recognised as playing a role in promoting the development of such businesses in 
Cameroon, which, in turn, created employment opportunities for many unemployed youths, 
in particular. However, the main criticism regarding the above was that the key informants, 
especially those in the private sector, felt that insufficient was being done to motivate people 
to start, and, later, to support, the businesses to grow beyond a situation of just 
opportunistically capitalising on the event spaces concerned, and to consider expansion in the 
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long term. In some cases, for example, the key informants argued that small informal 
businesses, like ice-cream makers and small food and beverage operations, sought to procure 
short-term operating licences to try to make money during an event, and then fail to operate 
beyond that duration, which was a factor that exacerbated the seasonality of employment 
linked to tourism and sport tourism events. 
 
On a negative note, sports events, especially those on a larger scale (i.e. major events), were 
criticised for increasing the cost of living linked to the suddenly increased prices of goods 
and services during the event periods concerned. Additionally, the attendees noted that the 
events also led to congestion and overcrowding in the local areas, which annoyed the local 
residents, as it sometimes displaced them and the usual tourists and visitors in the areas 
involved. Others noted that such events also led to a slight increase in criminal activity, 
especially in terms of opportunistic crimes directed at the event attendees, like pickpocketing 
and the theft of valuables. The above highlighted the need to measure satisfaction levels with 
event experiences continuously, because doing so gave an idea of the areas of dissatisfaction 
concerned, which could then be addressed, with the necessary measures being put in place to 
ameliorate such negative aspects. 
 
Apart from the few nuances of negative impacts noted above, there were generally positive 
perceptions of the impacts that sport tourism contributes to Cameroon’s development and 
growth, with both the attendees and the key informants suggesting that the hosting of sport 
tourism events stimulated a sense of community pride, because they showcased the country in 
a positive way. They also concluded that, by adding aspects of culture to some of the sports 
events, it assisted to maintain the ethnic identity of the local community members, thereby 
aiding in the social cohesion present among the different ethnic tribes. The key informant 
interviews, though, did reveal some criticism of attempting to integrate aspects of culture into 
sports events, arguing that the issue had not been explored to its full potential, because too 
little of the cultural display was integrated into the event planning concerned. The key 
informants felt that Cameroon is endowed with a rich cultural offering that, if correctly 
bundled together with the events, would tend to lead to an increased sense of pride among the 
locals, as well as drawing large numbers to the local areas. Such, they argued, was the result 
of adopting a top-down approach to sport tourism development and management, with 
minimal input being sought from the relevant stakeholders concerned, especially from the 
local communities, who were the custodians of culture in the first place. 
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9.3.5 Objective five: to explore how the interlinkages between sport and tourism 
contribute to LED 
The fifth objective of the study explored how the interlinkages between sport and tourism 
contribute to LED. The objective specifically interrogated how the identified interlinkages 
between sport and tourism in the national context contributed to the economic development 
of Cameroon’s local areas. The above was based on the background of the recent focus that 
had been laid on the development of the local areas, as opposed to the broad impacts that 
failed to highlight the specific differences and similarities in such impacts at the local 
destinations.  
 
Key findings from the study revealed that sport tourism generally, and sport tourism events 
specifically, play an important role in attracting large numbers of people to the local areas, 
who, otherwise, would not have visited the places concerned. Accordingly, they are seen as 
important drawcards for tourists to Cameroon’s usually less popular local tourist destinations. 
As was suggested by the key informants, a strength of the sport tourism events in the country 
was their format, especially in terms of the smaller scale events, like the structure of the 
youth sports. They argued that such events were developed in such a way that the competition 
started at a local level, with the winners advancing to compete at the regional level, and, 
ultimately, on a national scale. Attached to all the different levels are their devoted supporters 
and associated cultural groups, who add flavour to the overall experience, and who, arguably, 
draw additional visitors to the events, based on their cultural performances and dances prior 
to, and during, the sports events. The challenge, however, is that the planners and managers 
of sport tourism, as well as of its overall development, does not adopt such a bottom-up 
approach, which considers all the aspects involved. Rather, its centralised nature means that it 
is subject to a top-down approach, which the key informants did not see as being sustainable. 
The key informants urged that the structure of sport tourism development should be more 
consultative and encouraging of all stakeholders’ participation, starting from the local areas, 
and feeding into the provincial, regional and, ultimately, national strategies and policies. 
They acknowledged, though, that such was probably only possible if, in the first place, 
national strategies and policies were conducive to receiving such input, and, therefore, 
prepared to create a favourable environment for ideas to be shared and executed accordingly, 
especially in the case of highly complex economic areas, like tourism. 
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Besides just increasing the visitor numbers, the findings show that the sport tourism events 
create employment and entrepreneurial opportunities for the local community members, 
especially linked to the accommodation subsector and to local transportation. In fact, the 
attendees and the key informants were confident that the events led to more business 
opportunities for those interested in such, while also attracting much-needed investment into 
the local areas, especially in terms of those who performed rather disappointingly in the 
traditional industries, like mining and agriculture. In addition, the presence of sports events in 
the local areas leads to increased spending, and to increased demand for local goods and 
services from the large numbers of visitors who attend them, thus promoting the existence of 
informal businesses. The key informants argued that, since many of the attendees at the major 
events hosted in Cameroon were first-time visitors to the area, a platform should be created 
for increasing the markets for their unique local products. Unfortunately, as was earlier 
expressed in the previous sections of the current chapter, there was a feeling, particularly 
among the key resource personnel, that the exploitation of such opportunities remained 
minimal, due to the lack of training and guidance provided by the relevant authorities for the 
local community members. 
 
In the Cameroonian setting, sport tourism events are also seen as vehicles through which 
infrastructural development can be achieved, especially in terms of the infrastructure that is 
supportive of the growth and development of the economy linked to sport and tourism, 
generally. The infrastructure, including the roads, the improved sewage systems, and the 
signage, among others, as well as other facilities, like banking and the development of 
shopping centres, can serve communities long after the conclusion of specific events. Another 
important benefit of sport tourism events’ hosting was noted as being their ability to promote 
synergy and to encourage cooperation between the local communities and the local 
government structures and associated authorities. Particularly, the interviewees suggested that 
the frequent hosting of the events built up a reliable group of skilled community members, 
who could be key resource players in their communities going forward. Accordingly, the 
cooperation between the public and the government results in skills development 
opportunities for the locals, and aids in satisfying their training needs. Resultantly, much 
more trust in the government is achieved, especially at the local economic level, which 
creates a platform for the local government, and the communities that they serve, to partner 
effectively in using sport tourism events to address the socio-economic issues that are faced 
at the local level throughout the country. 
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The findings also highlighted how the sport tourism events assist in the profiling of the local 
areas, through the associated media exposure that they provide. Such media exposure can be 
capitalised upon to communicate to the visitors about the local tourist attractions available, 
especially in the previously overlooked local areas of the country. However, the main issue 
raised in the above respect by the interviewees was that the relevant authorities were failing 
to capitalise on the branding and image creation opportunities mentioned. They argued that 
Cameroon’s unique tourism offering, and its rich sporting history, could be merged to form a 
brand and image capable of capturing the imagination of the visitors, of which an example 
was the possibility of providing football museums and monuments that could reflect the 
importance of the country’s top achievers in football and other sports. Such venues could also 
serve to attract sport enthusiasts who have followed the country’s internationally renowned 
achievers. Moreover, the interviewees noted the government’s failure to capitalise on the 
image that had been created of Cameroonians as “the Brazilians of Africa”, linked to the 
1990 FIFA World Cup, in terms of which the national football team captured the imagination 
of the world, creating a lasting impression of Cameroon as being an intriguing place to visit 
and of having a team with an entertaining football style, as well as interesting fans (Nyikana 
& Tichaawa, 2018c; Tichaawa, 2013). However, the above is an image that subsequently 
faded away, owing to a lack of follow-up on the branding opportunity provided. 
 
9.3.6 Objective six: to propose a framework of solutions that can be used to develop and 
enhance sport tourism as a viable sector for the relevant stakeholders 
The final objective of the current thesis sought to propose a framework of solutions that could 
be used to further develop and enhance the sport tourism sector in Cameroon, as a viable and 
vibrant sector for the country’s growth and development. The objective was set against 
Cameroon’s recent endeavours to further develop its tourism industry, with part of the 
strategy being major sport events hosting, on the back of the country’s rich sporting history, 
owing to the success of its national teams in the global arena. The objective also looked at 
how many researched destinations who had adopted such a strategy for their development 
were from the Global North. The ensuing recommendations can provide direction for those in 
a similar geographical position to that of the current case study area going forward, regarding 
sport tourism development. 
 
The discussion of the results obtained from the collected data revealed numerous challenges 
and opportunities for sport tourism development in Cameroon, with some of them mirroring 
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the existing literature, while others were unique to the current context, accordingly. The 
findings revealed that the Cameroonian infrastructure, for example, was one of the premier 
impediments to sport tourism development, as evidenced by the poor state of the sport- and 
tourism-related infrastructure in the country currently. Specifically, the road and transport 
infrastructure in and around sport venues and key tourist sites was seen as being largely 
substandard, and, therefore, as making it difficult to develop sport tourism effectively to its 
optimum levels. Against such factors, the results obtained suggest that, given that the tourism 
infrastructure was also found to be relatively disappointing, the promotion of sport could 
assist in fast-tracking the development of the tourism infrastructure. The discussions made 
clear that sport and tourism, in fact, often shared the same facilities and infrastructure, and, 
therefore, investment in the sport infrastructure would, in any case, serve to fast-track tourism 
development. However, a key concern for the stakeholders interviewed was that some of the 
infrastructure that had been developed over the years was poorly maintained, with it not 
having been built with the purpose of benefiting the local communities in the long term, in 
any case. Specifically, the findings suggested that the private sector, including especially the 
big companies, were reluctant to invest in the infrastructure, because they did not trust the 
state. In contrast, the state emphasised the development of major sports events, with little 
focus being laid on the local context of amateur sports, which had a direct bearing on the 
local communities. 
 
The current sociopolitical climate in the country further compounded the challenge of 
developing sport tourism effectively, because, due to the involvement of so many different 
ministries, such as those of sport, tourism, transport, and culture, among others, a lack of 
collaboration and harmonisation of strategies still persisted. Resultantly, even in the few 
cases where, for example, upgrades had been implemented for some infrastructure, like the 
stadium, the follow-up investment, beyond the actual stadium itself, had been lacking, 
thereby isolating the stadium from all other facilities around it. As a result of the above, there 
should be more collaboration among the stakeholders concerned, which would, ultimately 
encourage the willingness to develop the sport infrastructure, especially in relation to 
financing. The implementation of such collaboration would also address the issue of 
community involvement, so far as understanding their unique local infrastructural needs 
went, which could be assimilated into the overall developments, ensuring that, beyond the 
events, the communities would be able to leverage the infrastructural upgrades in their 
everyday lives. 
273 
 
While the local population was enthusiastic about the sport tourism events, frequently 
attending them as a way of escaping their socio-economic realities, very limited investment 
was made by both the government and the private sector to grow the product. The above 
resulted in the profile of those who attended the events being limited to those who attended 
them for social purposes, as opposed to having a broader attendee base that might have had 
important economic effects on the host destinations concerned. Such speaks directly to the 
inability to leverage the events hosted for the benefit of the local community members. The 
lack of a long-term view of sustainable investment towards sport and tourism denies the 
possibility of such investments being leveraged for purposes of the LED and entrepreneurial 
opportunities on offer. The above challenges the current thinking about sport tourism 
development in the country, in the sense that, if it is to be a vibrant sector that drives growth, 
more strategic investment and planning than in the past needs to be emphasised, so as to be 
able to benefit from the desired outcomes therefrom. 
 
In addition to the above-mentioned challenges, the lack of integration and cooperation, 
especially in terms of policy and strategies, was put forward as a major challenge in the 
study. Typically, the aforesaid challenge is largely linked to the fact that collaboration 
between sport and tourism is seen as being merely an occasional overlap, being a point raised 
in the existing literature, especially among the developing destinations. The result of the 
disconnect is that each government department focuses solely on their respective mandate, 
promoting and developing their focus of interest separately from the other, despite an 
acknowledgement being given by all the stakeholders that the forging of collaboration is 
essential. The separation was exacerbated by the perception among the stakeholders that the 
decision-making involved was highly centralised, with the voices of those in the lower levels 
of government tending to be neglected. Therefore, the envisaged symphony of the 
government, in terms of policymaking in particular, and at the various echelons of the 
government, generally, which the government had been trying to achieve was still a long way 
from being realised at the time of the current research. 
 
The discussion of the results also revealed a number of practical impacts that sport tourism 
events can pose for the host destinations, in terms of such impacts as socio-economic, 
environmental, marketing and branding ones, as well as the improvement of relations and the 
degree of trust between the government and the local population. However, such impacts are 
not being fully taken advantage of, owing to the direction of the decision-making taken, as 
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well as the weak level of collaboration existing among the stakeholders. The main issue, in 
the above respect, is that, practically, the sport tourism events show that they can have a 
lasting impact if they are planned for in terms of a bottom-up approach that considers inputs 
from all stakeholders versus the current top-down, centralised planning approach. 
Specifically, they present opportunities that are practical for the local community members, 
especially in terms of them being linked to the promotion of informal businesses, thereby 
contributing to employment creation. They also play a big role in destination marketing, and 
in the profiling of the smaller, lesser-known areas within the country, which is linked to the 
branding platforms that are laid by such events. On a broader scale, the sport tourism events 
assist in the development of the domestic and regional tourism markets, by encouraging 
frequent travel by the niche sector involved. Such a situation should, thus, be harnessed, so as 
effectively to contribute to the LED, with a big part of the situation being the development of 
the requisite infrastructure that can support such growth and development, resulting in the 
sustainable contribution of sport tourism to the whole. 
 
9.4 Reflections on the adopted conceptual framework 
The current section of the thesis provides key reflections on the conceptual framework that 
was adopted for the study, so as to provide the ensuing recommendations and to advance the 
theoretical understanding of sport tourism development, as applicable to the Cameroon 
context and similar destinations across the African continent. The aim is also to reflect on the 
relevance of the framework, as applicable to the unique context of the relationship between 
sport and tourism within an emerging country context, as was argued in the earlier chapters. 
 
In relation to the confluence of sport and tourism, the current study has clearly shown that 
there is substance in the narrative that a positive relationship can be forged between the two 
disciplines, because they frequently converge, and, thus, require additional focus on ensuring 
that the convergence is capitalised on effectively. In Cameroon, sport and tourism, while 
being distinct in terms of the structure of national government operations, constantly 
converge, especially in instances of sport events hosting. The interrogation of the 
convergence, therefore, indicates the steps that should be taken to capitalise on the 
opportunities for both that are presented by the occasional overlap. Specifically, both niche 
areas tend to attract similar markets, make use of the same infrastructure, and, most 
importantly, pose the same socio-economic implications for the local areas. The above 
warrants an improved understanding of the contact points within the convergence space, with 
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the planning for them, accordingly, going forward. The concept of the confluence between 
sport and tourism, therefore, plays an important role in facilitating the understanding. In 
contexts like those in many of Africa’s economies, more research than before should be 
conducted to be able to reach an understanding of the areas of contact between sport and 
tourism, which, in some cases, differ from those that are present in the Global North context. 
 
Regarding the political economy theory, the present study clearly reveals the importance of 
establishing an enabling political environment for sport and tourism interactions, as stressed 
above. In the current context, the political setting is seen as a major impediment to 
developing a successful sport tourism sector, due to the lack of political will and commitment 
to fully developing the sector. The study finds that the current approach is highly 
unfavourable for the effective development of the sport tourism sector, because of its 
centralised nature of decision-making, which does not put into effect suggestions resulting 
from the interaction of those in the local government echelons. In addition, the findings also 
reveal the limitations caused by the lack of encouragement regarding collaboration between 
those in the sport space and their tourism counterparts. The above results in the minimal 
exploitation of potential benefits for both, and, in the few cases where these discussions have 
taken place between the two, no fruitful actions have resulted from such discussions, as the 
policies guiding them do not embrace such outputs. The political economy has, therefore, 
proved itself to be a relevant theory for the current study, in that it presented a context from 
which it could be argued that, currently, although the future of sport tourism shows potential 
for Cameroon, the political situation remains largely unconducive to its success. In future, 
more should, therefore, be done than at present to gain an understanding of complex 
phenomena, like sport tourism, against the background of the politics involved in the specific 
contexts noted, with the political economy playing an important role in the above respect. 
 
The use of the stakeholder theory, in the current study, has proved that the effective 
participation of all interested and affected parties is a necessity, if sport tourism is to be 
developed to its optimum potential. Despite the acknowledgements that sport and tourism 
stakeholders need to collaborate with each other, the concern remains concerning the 
practicality of such collaboration, as grey areas remain regarding the specific allocations of 
responsibilities and jurisdictions in operation among the various stakeholders involved. The 
present study has highlighted that, for effective collaboration to be achieved, the performance 
of stakeholder analysis, distinguishing the primary from the secondary stakeholders 
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concerned, is necessary. Once the above has been achieved, the roles of each sector should 
come to be better understood than they are at present, and, therefore, there should be an 
increased likelihood of efficiency in fulfilling the associated responsibilities regarding future 
collaboration aimed, ultimately, at ensuring that the sport tourism development contributes 
meaningfully to LED. Analysing the key stakeholders and coming to an understanding of 
their interests and objectives in LED, therefore, becomes an important exercise that should be 
undertaken going forward, especially in the context of the sport tourism development 
endeavours that are currently being pursued. 
 
9.5 Contributions made by the current study 
The present study has clearly indicated how sport tourism can be harnessed to make a 
meaningful contribution to society in Cameroon, and how sport tourism events, in particular, 
can present a multitude of opportunities for the overall development and growth of the local 
communities. The study has, further, noted how, if properly planned for, and managed, the 
field of sport tourism can encourage the improvement of relations between sport and tourism 
stakeholders, enhancing the relationship between the government and the citizens, and how 
the industry can present unique marketing and branding opportunities for the country. 
generally. The subsection below delves further into the additional aspects that the study 
contributes in relation to the existing body of knowledge, and its practical implications for the 
everyday running of activities linked to sport tourism in Cameroon. 
 
9.5.1 Contributions made to the existing literature and theory by the current study 
The present study adds to the body of knowledge on sport tourism and the interrelationships 
that the two sectors of sport and tourism effectively share. While several studies have pointed 
to the fragmented nature of sport–tourism interlinkages, the studies have tended to be 
Eurocentric, focusing on the individual components of either a socio-economic or 
environmental focus. The study, therefore, has sought to highlight the nature of the 
interlinkages between sport and tourism within a developing African context that can be 
characterised by its unique settings. Additionally, the study has incorporated aspects of an 
economic, social and environmental impact dynamic, while contextualising the contributions 
made within a political setting that is often found on the African context specifically, and in 
the developing world context generally. Ultimately, the above enables the assessment of the 
interlinkages identified in relation to the comparisons drawn between the developing and 
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developed country perspective, given the contrasting macro factors to which both are 
subjected, respectively. The current study has, therefore, added to the growing body of 
literature on sport tourism within a developing world setting. 
 
9.5.2 Policy implications 
The findings of the current study provide a number of possibilities for future policy directives 
in Cameroon and other emerging destinations that share similar characteristics. In certain 
instances, the findings from the study have argued for a policy rethink, and for consideration 
of the associated planning implications in the context of sport and tourism development in 
Africa. The study particularly stresses a need to reconceptualise sport tourism 
interrelationships in the Cameroon setting, as a means of assisting stakeholders in their 
endeavours. For example, the findings emphasise the need for the ministries in charge of 
sport and tourism, respectively, to engage with each other progressively, and, where possible, 
to align their calendars and initiatives, so as to be able to gain maximum benefits from sport 
tourism. The collaboration concerned should bear fruit, especially if it leads to the 
development of clear policies and strategies that have sustainable development at their core, 
and which emphasise LED.  
 
The current study also advocates for stronger partnerships between the stakeholders involved 
in the development and management of sport and tourism respectively, especially in terms of 
the consideration of the local community members’ needs. The above was a major issue 
raised by the stakeholders, as they felt that there was little interaction between them, 
particularly in areas like infrastructural development planning.  
 
9.5.3 Practical implications of the study 
In terms of its practical implications, the current study identified important points of 
consideration regarding the sustainable development of sport tourism as a vibrant sector in 
Cameroon. While the sector is seen as one that is underutilised, given its present potential, 
there is a need to rethink some of the practices that have led up to the current situation. For 
one, the practice of a bottom-up approach to the planning for sport tourism events would 
assist in ensuring that those who are at the forefront of the planning bundle the necessary 
information. Based on their everyday experiences, they would then be better placed to 
provide relevant input towards policy formulation at the national level than they are at 
present. Moreover, based on the successes of other destinations with a sport tourism focus, 
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the study advocates for the introduction of a clear body, like a DMO, whose responsibility 
would be to fuel sport tourism hosting and to attract the associated investments into 
Cameroon’s cities and local areas. 
 
9.6 Limitations of the present study 
The results of the current study are based on the analysis of a representative sample of 
n=1186 respondents and 16 in-depth key informant interviews. However, it is important to 
highlight some limitations which might have affected the outcome:  
 
 One of the main limitations of the study was the lack of readily available documents 
relating to sport tourism development in Cameroon. Particularly, accessing data and 
policy documents on the development of tourism and sport in the country proved to be 
a challenge. The above complicated the discussion concerning contextual planning and 
understanding in terms of sport tourism in Cameroon, especially as planned for by the 
government. 
 Another limitation of the study related to the bilingual nature of Cameroon, which 
entailed that data collection be carried out in both English and French, which are the 
two official languages of the country. Despite the fact that the event attendee surveys 
were reliably transcribed into French, the interviews proved to be challenging, as the 
need for ongoing interpretation meant that the researcher had to depend on the 
translator to ensure that the main focus of the study was correctly conveyed. However, 
such a situation meant that the researcher did not always have sufficient opportunity to 
interrogate the interviewees fully regarding the material covered, which could have 
resulted in important information being missed that might have proved useful in terms 
of developing a strategic framework like the one proposed above. 
 The data were collected from the attendees at only four events, as was detailed in the 
methodology chapter of the thesis. Despite the fact that a representative sample was 
chosen, with a 5% margin of error, generalisation of the findings of the study should 
only be done with caution, owing to the fact that Cameroon consists of 10 regions, 
which all have distinctive topography and socio-economic, environmental and political 
contexts. Thus, a replication of the study might, in the above regard, yield different 
results to those presented in the current thesis. 
 
9.7 Suggestions for future research on sport tourism in Cameroon 
Based on the findings of the study and the ensuing conclusions and recommendations 
proposed, and being cognisant of the limitations outlined above, the study makes the 
following suggestions for future research directions in terms of sport tourism research in 
similar contexts: 
 
 Firstly, in the case study area the data collection was limited to certain events in 
specific areas, as was explained in the earlier sections. The present researcher, 
therefore, suggests that the research be expanded to cover other sport tourism events 
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that were not included in the sampling of the current study. Moreover, other studies 
could explore different geographical contexts within Cameroon, and in other similar 
areas, which could yield comparative opportunities in terms of the findings made, 
accordingly.  
 Secondly, the quantitative data collection in terms of the questionnaire survey only 
included the visitors to the event areas. Thus, the researcher suggests incorporating 
the views of the local residents in such studies, especially regarding their perception 
of the impacts that sport tourism events have on their daily lives, and on the overall 
economy of the hosting communities. Such inclusion would serve to illuminate how 
some of the impacts apply in relation to LED in the specific localities. 
 Lastly, whilst the study advocates for comprehensive planning in respect of sport 
tourism in the long term, the researcher suggests, for short-term consideration, the 
creation of a strategic plan that should give direction in respect of sport tourism 
development in Cameroon. Such a plan could include the setting up of ‘think tank’ 
that might assess the possibility of establishing a specific DMO that seeks to 
capitalise on the existing sport tourism platform in the country. 
 
9.8 Concluding remarks 
The current study sought to provide a framework that can assist towards the development of 
sport tourism in Cameroon. The above was achieved through adopting a mixed-method 
research paradigm that included conducting interviews with key sport and tourism industry 
stakeholders, as well as administering sport tourism event attendee questionnaires. They were 
used to provide measurements of expectations, experiences and perceptions of sport tourism 
development challenges and benefits within the context of Cameroon. The key challenges 
that were noted included infrastructure limitations, the lack of strategic investment in sport 
and tourism, and the lack of integration in policy, which resulted in limited interactions and 
collaboration among the relevant stakeholders. In contrast, the main benefits that were noted 
as coming from sport tourism included the provision of socio-economic opportunities, 
especially linked to the creation of employment and entrepreneurial platforms for the local 
communities, as well as the provision of marketing and branding opportunities. The present 
study, therefore, contributes to the body of knowledge on sport tourism development, 
particularly as the past related research has tended to be biased towards the Global North in 
the above respect.  
 
Considering the foregoing discussion, a framework for the development of sport tourism in 
Cameroon is illustrated below. The framework has been developed uniquely for the 
Cameroonian context, remaining cognisant of such issues as the prevailing inefficient 
management and lack of dedicated policy. 
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Figure 9.1: A framework for the development of sport tourism in Cameroon 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Source: Author, based on study findings 
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Figure 9.1 above produces a narrative for a framework for the development of sport tourism 
in Cameroon, which was the overall objective of the current study. Building upon the 
theoretical framework of the study, the political economy and stakeholder theories were 
shown to be inextricably linked to the development of sport tourism in Cameroon. As has 
been noted in the foregoing discussion, the domains of sport and of tourism are often 
regarded separately, instead of as (continuously) overlapping domains that are interlinked. 
Thus, many opportunities are available for the growth and development of the sport tourism 
industry that have, as yet, been overlooked. Within the Cameroonian context, a definite need 
exists to strengthen the relationship between the sport and tourism sectors, so as to enable the 
development of the sport tourism industry. Currently, the relationship between the two 
sectors is only fleetingly observed at the times when major sports events are hosted by the 
country. However, there is a failure to recognise, and, consequently, to capitalise on, the 
various opportunities to be gained from the commonality between the sectors, given their 
mutually beneficial nature.  
 
For example, and in common with other frameworks emanating from the literature, the 
various stakeholders involved in the development of a sport tourism framework were the 
primary stakeholders, the government ministries, the local population, the private sector, the 
international partners, the NGOs, the sponsors, and the sport federations. However, in 
addition to such stakeholders, as unique to the Cameroonian context, were the local chiefs, 
the informal businesses, and the council mayors (differentiated by the blue text in the above 
figure), all of whom are integral role-players in the development of sport tourism in 
Cameroon. It is imperative that there be transparent communication between and among the 
different stakeholders, so as to ensure that the full (positive) impacts of sport tourism on the 
host destination can be harnessed. The use of the political economy framework, in the present 
instance, becomes especially relevant, in terms of considering the political impacts on a host 
destination, in the light of the current anglophone conflict, which, at the time of the current 
research, was ongoing in the country. Additionally, within the Cameroonian context, if the 
positive impacts to emanate from sport tourism could be harnessed, doing so could lead to 
LED within the country, as well as to the overcoming of impediments to sport tourism in the 
local context.  
 
A major challenge to the development of a cohesive sport tourism sector in Cameroon is the 
lack of dedicated policy and strategies, which often results in the lack of integration and 
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cooperation between the key stakeholders indicated. Furthermore, when the above is coupled 
with a lack of dialogue, collaboration and cooperation among the stakeholders’ results, in 
terms of the adoption of a top-down management approach of the sectors, the full benefits of 
the sectors’ potential contribution to LED are disabled. The above is especially salient within 
the local Cameroonian context, considering the importance of informal businesses as 
stakeholders, as well as of the entrepreneurial opportunities that they can leverage from sports 
events. For example, the owners of informal businesses could purchase tickets to view a 
sports event, with the dual purpose of engaging in entrepreneurial activities by selling their 
local goods to other attendees at such events. 
 
Many impediments exist to sport tourism in Cameroon, such as a lack of funding and a lack 
of appropriate branding and marketing. Additionally, a shortage of sport- and tourism-related 
infrastructure is a significant obstacle that is linked to the development of a sport tourism 
sector. For example, sport- and tourism-related activities often utilise the same facilities and 
infrastructure. Thus, the development of an infrastructure that would serve the dual purpose 
of both the sectors would contribute to the development of an integrated sport tourism sector. 
However, given the constraint of the inadequate funding that is available for the above-
mentioned purpose in Cameroon, as well as the lack of collaboration among the stakeholders, 
the development of the sector has, so far at least, fallen short of the mark. Hence, the 
impediment of the restricted funding can impact on the LED (as indicated by the arrows in 
Figure 9.1 above). Another important (and recurring) point to note, which can severely 
impede the development of sport tourism in Cameroon, is the lack of integration and 
cooperation among the stakeholders, as well as the lack of integration and cooperation 
stemming from the inadequate policy and strategies detracting from the development of the 
sector (as indicated in blue text in Figure 9.1), which, again, has a direct impact on the 
potential LED to emanate from the sport tourism sector.  
 
Considering the foregoing discussion, as well as the results presented in the current study at 
large, a definite need exists for the development of a framework for sport tourism in 
Cameroon. Central to the development of such a framework is the creation of a favourable 
environment, which can be defined through appropriate management and policy approaches. 
Considering the diverse array of stakeholders involved in the development of the framework, 
it has been determined that a decentralised, bottom-up approach, as enabled by the 
development of the relevant strategies and policies, is necessary. Essentially, the local context 
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should inform the regional and provincial contexts, which, in turn, should inform the 
effective national strategies and policies. Hence, the aforesaid framework is one that 
possesses momentum towards a sustainable sport tourism industry in Cameroon, which 
should aim to consider, and account for, all sport tourism impacts on the host destination and 
stakeholders, as well as to overcome any impediments to the development of the sector, along 
with capitalising on the potential for LED. 
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APPENDICES 
APPENDIX A: THE QUESTIONNAIRE (IN ENGLISH) 
Questionnaire number: 
SPORT TOURISM QUESTIONNAIRE SURVEY – 2016 
The results from this questionnaire will form part of the data that are required for the researcher obtaining a PhD 
Degree at the STH, University of Johannesburg. The research is aimed at measuring the interlinkages of sport 
and tourism in Cameroon, with a view to proposing a useful sport tourism framework for the country. You are 
kindly requested to participate in the study. The information provided will be treated as strictly confidential, and 
your personal details will remain strictly protected. The data will be used for academic purposes only. 
Name of event attended (fieldworker to note) 
Football game 1 Central African 
University Games 
2 Mount Cameroon Race of 
Hope 
3 Other (specify) 4 
Section 1: Attendee information 
1. What is your country of residence?
Cameroon 1 Other 2 
2. If Cameroon, specify region: (tick one)
Extreme 
North 
1 North 2 Adamawa 3 East 4 Centre 5 N/A 11 
South 6 Littoral 7 West 8 North-West 9 South-West 10 
3. If foreigner, specify country____________________________________
4. Are you an overnight visitor, a day tripper or a local resident? (tick one)
Overnight visitor/tourist 1 Day-tripper/excursionist 2 Local resident where the 
event is being held 
3 
5. Did you come together with other people who are not participating in the event?
No 0 Yes 1 
6. How would you describe the composition of your group?
N/A 
(alone) 
Friends Family Friends 
and family 
School 
group 
Business 
associates 
Tour group Other 
(specify) 
1 2 3 4 5 6 7 8 
Section 2: Level of understanding about sport tourism 
7. How would you rate your level of understanding of sport tourism events?
Very poor 1 
Poor 2 
Average 3 
Good 4 
Very good 5 
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8. Please answer ‘yes’ or ‘no’ to the following statements.
Statements No Yes 
8.1 Sport helps boost the levels of tourism in the local area 0 1 
8.2 Sport cannot prosper in the absence of tourists 0 1 
8.3 Sport and tourism are two separate activities that cannot be combined 0 1 
8.4 Sport events like this one can be used to bring additional tourists to the area 0 1 
8.5 Sport events can help publicise the local areas 0 1 
8.6 Sport and tourism are equally dependant on each other 0 1 
8.7 Tourism needs sport, so as to attract increased visitor numbers to an area 0 1 
8.8 Tourism brings additional people to sport events 0 1 
8.9 Tourism can help raise the profile of smaller sports events 0 1 
8.10 Holding sport events like this one is a form of tourism, because people travel to 
come and attend them 
0 1 
9. Do you know any other sport tourism events that are hosted in Cameroon besides this one?
No 0 Not sure 1 Yes 2 
10. If yes, can you name some of them?
____________________________________________________________________________________________
____________________________________________________________________________________________
____________________________________________________________________________________________
________________________________________________________________________________________
11. How are you involved in sport tourism events in Cameroon? (tick appropriate box)
No Yes 
11.1 As a participant 0 1 
11.2 As a spectator 0 1 
11.3 As an organiser 0 1 
11.4 As a volunteer 0 1 
11.5 As a worker 0 1 
11.6 I am not involved 0 1 
Section 3: Contribution of sport tourism to local economic development (LED) 
12. Do you perceive sport tourism events like this one to be beneficial to the local economy?
No 0 Not sure 1 Yes 2 
13. Have you attended this event in previous years?
No 0 Not sure 1 Yes 2 
14. If yes, how many times?____________________________
15. Will you be attending this event if it is to be held again in the future?
No 0 Not sure 1 Yes 2 
16. How often do you attend sport tourism events in your local area? (tick appropriate box)
Never 1 
Seldom 2 
Average 3 
Almost always 4 
Always 5 
17. Have you ever travelled to watch a sports event outside your place of residence (i.e. in another province, or
outside the country)?
No 0 Yes 1 
18. If yes, how frequently do you attend such events?
Never 1 Sometimes 2 Often 3 Very often 4 
19. Where did the event take place in relation to your residence? (tick appropriate box)
Same province 1 Different province 2 Different country 3 
20. How long did you spend at the location of the event? (tick appropriate box)
For the duration 
of the event 
A few hours, 
after which I 
left the event 
I stayed 
overnight 
I stayed for a 
weekend 
I spent three 
nights or longer 
Other (specify) 
1 2 3 4 5 6 
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21. What is the main mode of transport that you used to travel to the event today? (tick appropriate box)
Car Bus Taxi Train Plane Walked Other 
(specify) 
1 2 3 4 5 6 7 
22. Was the sports event the main reason for you visiting the area today?
No 0 Yes 1 
23. Other than watching the sport, how important were the following in attending this event? (select 1 option for
each statement)
Activity Very 
unimportant 
Unimportant Important Very 
important 
M1 Visiting friends and relatives 1 2 3 4 
M2 Business and trading 1 2 3 4 
M3 Tourism reasons (the event was a spur-of-the- 
moment decision) 
1 2 3 4 
M4 Entertainment opportunities available 1 2 3 4 
M5 Shopping opportunities 1 2 3 4 
M6 Religious or cultural reasons 1 2 3 4 
M7 Self-actualisation (gain in understanding and 
knowledge of the event) 
1 2 3 4 
M8 The quality of the sport event available 1 2 3 4 
M9 Meeting interesting people and socialising 1 2 3 4 
M10 The event location and the area 1 2 3 4 
M11 Weather 1 2 3 4 
M12 Relaxation 1 2 3 4 
M13 Family getaway, or quality time 1 2 3 4 
M14 Previous experience 1 2 3 4 
Section 4: Attendees’ perceptions of sport tourism impacts 
24. Please indicate your level of agreement/disagreement with the following statements (select only 1 option for
each statement), where SD=Strongly disagree, D=Disagree, N=Neutral, A=Agree and SA=Strongly agree.
STATEMENTS SD D N A SA 
P1 Sport events attract tourists to the local area 1 2 3 4 5 
P2 Sport events help create employment opportunities for the local 
community members in the area 
1 2 3 4 5 
P3 Sport events attract business and investment to the local area 1 2 3 4 5 
P4 Sport events result in increased spending in the local area 1 2 3 4 5 
P5 Sport tourism events provide media exposure for the local area 1 2 3 4 5 
P6 Sport tourism events encourage investment in the infrastructure for the 
local communities 
1 2 3 4 5 
P7 Sport tourism events bring in foreign exchange earnings and regional 
development for the community 
1 2 3 4 5 
P8 Sport tourism events encourage the development of small, medium and 
micro enterprises (SMMEs) 
1 2 3 4 5 
P9 Sport events help to increase the markets for the local products in the 
community 
1 2 3 4 5 
P10 Sport tourism events increase the cost of living, and result in increases in 
the prices of goods and services 
1 2 3 4 5 
P11 Sport events cause seasonality in income, resulting in an unstable local 
economy 
1 2 3 4 5 
P12 Cameroon has some unique sports events 1 2 3 4 5 
P13 Sport tourism events can be used to communicate with visitors to the local 
area 
1 2 3 4 5 
P14 Many people who visit the area do so because of sport events 1 2 3 4 5 
P15 The profile of the region is boosted by the hosting of sport tourism events 1 2 3 4 5 
P16 Sport tourism events raise awareness about the region 1 2 3 4 5 
P17 Sport tourism events can help create and maintain an image or brand for 
Cameroon 
1 2 3 4 5 
P18 Sport tourism events showcase the country in a positive way leading to 
community pride 
1 2 3 4 5 
P19 Sport tourism events can promote Cameroon as a preferred tourism 1 2 3 4 5 
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destination 
P20 Hosting sports events can lead to the establishment of facilities that can be 
used by local communities in the long term 
1 2 3 4 5 
P21 Sport events stimulate skills development for community members in 
Cameroon 
1 2 3 4 5 
P22 Sport events help maintain the ethnic identity of local residents in the local 
area 
1 2 3 4 5 
P23 Sport events help in the social cohesion among the local community 
members 
1 2 3 4 5 
P24 Sport events disrupt the local communities, leading to the displacement of 
potential tourists 
1 2 3 4 5 
P25 Sport events lead to congestion and overcrowding in the local area 1 2 3 4 5 
P26 Sport events interfere with local value systems and religions in the 
community 
1 2 3 4 5 
P27 Sport events lead to an increase in crime levels 1 2 3 4 5 
P28 Sport events provide an incentive to keep public spaces neat and tidy 1 2 3 4 5 
P29 Sport events lead to the damaging of important sites in the community 1 2 3 4 5 
P30 Sport events lead to increased levels of pollution 1 2 3 4 5 
P31 Sport events add to the pressure of the limited water and energy supply in 
the community 
1 2 3 4 5 
P32 Sport events encourage cooperation between the citizens and the 
government 
1 2 3 4 5 
P33 Sport tourism events present opportunities for the skills development and 
training of the community members 
1 2 3 4 5 
P34 Sport events can help increase the level of trust between the local 
government and the local community 
1 2 3 4 5 
P35 The local government can use sport events to deal with social and 
economic issues in the local area 
1 2 3 4 5 
Section 5: Demographic profile of the respondents 
25. What is your age? (tick appropriate box)
18–20 years 21–30 years 31–40 years 41–50 years 51–60 years 61–70 years 71< 
1 2 3 4 5 6 7 
26. Gender
Male 1 Female 2 
27. Marital status
Married 1 Single 2 Widowed 3 Divorced 4 Separated 5 
28. Race
Black 1 White 2 Indian/Asian 3 Other (specify)_________________ 4 
29. Highest level of education attained
No formal 
education 
1 Primary 
completed 
2 Secondary / High school 
completed 
3 Certificate/Diploma 4 
Undergraduate 
degree 
completed 
5 Postgraduate 
degree 
completed 
6 Other (specify)______________________________ 7 
30. Employment status
In full-time employment 1 
In part-time employment 2 
Unemployed 3 
Housewife 4 
Student 5 
Self-employed 6 
Retired 7 
Other (specify) 8 
31. Monthly household income after deductions (specify currency)
__________________________________________
Thank you for your contribution to the study. 
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APPENDIX B: THE QUESTIONNAIRE (IN FRENCH) 
Numéro Questionnaire:  
 
QUESTIONNAIRE SONDAGE SPORT TOURISME - 2016 
Les resultats de ce questionnaire vont former une partie des données requises par le chercheur pour obteinir un 
Doctorat (Phd) au STH, Université de Johannesburg. Le but de la recherche est de mesurer le lien entre le sport 
et le tourisme au Cameroun, en vue de proposer un cadre util de sport tourisme pour le pays. Vous êtes prier de 
bien vouloir participer au sondage. Les informations mises à notre disposition seront purement confidentielles, et 
vos détails personnels seront protéges. Les données seront utilisés pour but academique uniquement.  
 
Nom de l’événement frequenté (sondeur à noter) 
Match de 
football 
1 Jeux Universitaire 
d’Afrique centrale 
2 Course du Mont 
Cameroun of Hope 
3 Autres (préciser) 4 
 
Section 1: Information Participant 
3. Quel est votre Pays de résidence? 
Cameroun 1 Autres 2 
 
4. Si Cameroun, Préciser région: (Cocher un) 
Extrême 
Nord 
1 Nord 2 Adamawa 3 Est 4 Centre 5 P/A 11 
Sud 6 Littoral 7 Ouest 8 Nord Ouest 9 Sud Ouest 10 
 
5. Si étrangèr(e), préciser Pays ____________________________________ 
 
4. Es tu un visiteur de nuit, de jour/ excursioniste ou résident national/local? (Cocher un) 
visiteur de nuit /touriste 1 de jour /excursioniste 2 résident national/local lieu 
de l’événement 
3 
 
5. Es-tu venu avec d’autres personnes qui ne participent pas à l’événement?  
Non 0 Oui 1 
 
6. Comment décrire la composition de votre groupe? 
P/A (Seul) Ami(e)s Famille Ami(e)s et 
Famille 
Groupe 
d’école 
Partenaires 
d’affaires 
Groupe 
touristique 
Autres 
(Preciser) 
 
 
 
 
 
1 2 3 4 5 6 7 8 
 
Section 2: Niveau de compréhension du sport tourisme 
7. Comment noter votre niveau de compréhension des événements sport tourisme? 
Très faible 1 
faible 2 
Moyenne 3 
Bien 4 
Très Bien 5 
 
8. Veuillez Répondre ’’Oui’’ ou ’’Non’’ aux phrases suivantes. 
Phrases Non Oui 
8.1 Le sport aide à bosster le tourisme dans les zones locales  0 1 
8.2 Le sport ne peut pas prospérer sans l’existence des touristes  0 1 
8.3 Le sport et le tourisme sont deux choses qu’on ne saurai combiner  0 1 
8.4 Les événements sportif comme ceux-ci peuvent être utilisés pour amener plus de touristes dans la zone  0 1 
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8.5 Le sport peut aider à augmenter la publicité des zones locales  0 1 
8.6 Le sport et le tourisme sont dependent de l’un et l’autre  0 1 
8.7 Le tourisme a besoin du sport pour augmenter le nombre de visiteurs d’une zone  0 1 
8.8 Le tourisme amène plus des gens aux événements sportifs  0 1 
8.9 Le tourisme peut aider à augmenter le profil des petits événements sportifs  0 1 
8.10 Avoir un événement sportif comme celui ci est une forme de tourisme par ce que les gens 
voyagent pour venir y assister  
0 1 
 
9. Connais-tu d’autres événements sport tourisme habrités par le Cameroun a part celui-ci? 
Non 0 Pas sûr 1 Oui 2 
 
10. Si oui, peu-tu citer certaines? 
____________________________________________________________________________________________
____________________________________________________________________________________________
____________________________________________________________________________________________
________________________________________________________________________________________ 
11. Comment es-tu concerné par l’événement sport tourisme au Cameroun? (cocher la case appropriée) 
 Non Oui 
11.1 Comme participant 0 1 
11.2 Comme spectateur 0 1 
11.3 Comme organisateur 0 1 
11.4 Comme volontaire 0 1 
11.5 Comme travailleur 0 1 
11.6 Je ne suis pas concerné 0 1 
 
Section 3: Contribution du sport tourisme au Développement Economique Local (DEL) 
12. Perçois-tu l’événement sport tourisme comme celui-ci d’être au profit de l’économie locale? 
Non 0 Pas sûr 1 Oui 2 
 
13. As-tu participé à cet événement les années antérieures? 
Non 0 Pas sûr 1 Oui 2 
 
14. Si oui, Combien de fois? ____________________________ 
 
15. Prendrais-tu part à cet événement si à jamais il aurait encore lieu dans le futur? 
Non 0 Pas sûr 1 Oui 2 
 
16. Quel est la fréquence de fréquentation des événements sport tourisme dans votre localité? (cocher la case 
appropriée) 
Jamais 1 
Rarement 2 
Moyenne 3 
Presque toujours 4 
Toujours 5 
 
17. Aviez-vous déjà voyagé pour regarder un événement sportif hors de votre zone de résidence (i.e. Autre 
région ou hors de votre Pays)? 
Non 0 Oui 1 
 
18. Si Oui, Quel est la fréquence de participation à cet événement? 
Jamais 1 Parfois 2 Souvent 3 Très souvent 4 
 
 
19. Où est-ce que cet événement à eu lieu par rapport à votre résidence? (Cochez case approprie) 
Même région 1 Differente région 2 Different Pays 3 
 
 
20. Combien de temps as tu passé dans les locaux de l’événement? (Cochez la case approprié) 
Juste la durée 
de 
l’événement 
Quelsque heures 
et j’ai quitté 
l’événement 
J’ai passé la 
nuit 
J’ai passé un 
week-end 
J’ai passé trois 
nuits et plus 
Autres 
(Préciser) 
 
1 2 3 4 5 6 
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21. Quel es le moyen de transport que vous avez utilise pour vous rendre au lieu de l’événement aujourd’hui? 
(Cochez case approprier) 
Car Bus Taxi Train Avion Marche Autres (Préciser) 
1 2 3 4 5 6 7 
 
22. Est ce que l’événement sportif était la raison majeure de votre visite de cette localité ce jour? 
Non 0 Oui 1 
 
23. Apart regarder ce sport, quel était l’importance de prendre part à cet événement? (Choisir une option pour 
chaque phrase) 
 Activités Pas très 
important 
Pas 
important 
Important Très 
important 
M1 Visitez les ami(e)s et connaisances 1 2 3 4 
M2 Business et commerce 1 2 3 4 
M3 Raisons de tourisme (l’événement était phare) 1 2 3 4 
M4 Opportunités d’amusement disponible 1 2 3 4 
M5 Opportunités de Shopping  1 2 3 4 
M6 Raisons culturelles et religieuses 1 2 3 4 
M7 Auto-actualisation (Compréhension et 
connaissance de l’événement) 
1 2 3 4 
M8 La qualité de l’événement sportif disponible 1 2 3 4 
M9 Rencontre des personnes intérêts et 
amusement 
1 2 3 4 
M10 Le lieu de l’événement et la zone 1 2 3 4 
M11 Météorologie (Climat) 1 2 3 4 
M12 Relaxation 1 2 3 4 
M13 Ouverture familial ou qualité heure 1 2 3 4 
M14 Expérience antérieur 1 2 3 4 
 
Section 4: Perceptions des participants de l’impact du sport tourisme 
24. Indiquez votre niveau d’accord/désaccord avec les phrases suivantes (Choisir seulement 1 option pour chaque 
phrase), Où FD= Fortement en désaccord, D= Désaccord, N=Neutre, A= Accord et FA= fortementent en accord. 
 PHRASES FD D N A FA 
P1 L’événement sportif attire les touristes à la zone locale 1 2 3 4 5 
P2 L’événement sportif aide à créer les opportunités d’emploi pour les 
membres de la communauté locale de la zone 
1 2 3 4 5 
P3 L’événement sportif attire les business et l’investissement dans la zone 
locale 
1 2 3 4 5 
P4 L’événement sportif aboutit à une hausse des dépenses dans la zone locale 1 2 3 4 5 
P5 L’événement sport tourisme permet une exposition médiatique pour la 
zone locale 
1 2 3 4 5 
P6 L’événement sport tourisme encourage l’investissement des infrastructures 
pour la communauté locale 
1 2 3 4 5 
P7 L’événement sport tourisme apporte les devises étrangères et un 
développement pour la communauté régionale 
1 2 3 4 5 
P8 L’événement sport tourisme encourage le développement des petites et 
moyennes et micro entreprises  
1 2 3 4 5 
P9 L’événement sportif aide à augmenter les opportunités des marchés pour 
les produits locaux dans une communauté 
1 2 3 4 5 
P10 L’événement sport tourisme augmente le coût de vie et le coût des 
produits et services 
1 2 3 4 5 
P11 L’événement sportif cause les revenues saisonnières résultant à une 
économie instable 
1 2 3 4 5 
P12 Le Cameroun a les événements sportifs uniques  1 2 3 4 5 
P13 L’événement sport tourisme peut être utilisé pour communiquer avec les 
visiteurs dans les zones locales 
1 2 3 4 5 
P14 Beaucoup qui visite l’endroit le fait à cause de l’événement sportif 1 2 3 4 5 
P15 Le profil de la région hôte est boosté par l’événement sport tourisme 1 2 3 4 5 
P16 L’événement sport tourisme cultive la conscient d’habitants d’une région 1 2 3 4 5 
P17 L’événement sport tourisme peut aider créer et maintenir une image ou 
marque déposée pour le Cameroun 
1 2 3 4 5 
P18 L’événement sport tourisme est une vitrine du Pays d’une manière positive 
donnant une fierté pour la communauté 
1 2 3 4 5 
P19 L’événement sport tourisme peut promouvoir le Cameroun comme une 1 2 3 4 5 
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destination touristique préférée 
P20 Abriter un événement sportif peut aboutir à la création des facilités 
pouvant être utilisé par la communauté locale à long terme 
1 2 3 4 5 
P21 L’événement sportif stimule le développement des qualités pour les 
membres d’une communauté au Cameroun 
1 2 3 4 5 
P22 L’événement sportif aide à maintenir l’identité ethnique des résidents 
locaux dans une zone locale 
1 2 3 4 5 
P23 L’événement sportif aide pour une cohésion sociale parmi les membres de 
la communauté locale 
1 2 3 4 5 
P24 L’événement sportif détruit la communauté locale pouvant déplacer les 
touristes potentiels 
1 2 3 4 5 
P25 L’événement sportif amene l’embouteillage et trop des gens dans la zone 
locale 
1 2 3 4 5 
P26 L’événement sportif influence le système des valeurs locales et religieuses 
dans la communauté 
1 2 3 4 5 
P27 L’événement sportif mène à une augmentation du niveau des crimes 1 2 3 4 5 
P28 L’événement sportif permet à garder les espaces publics propres et ranger 1 2 3 4 5 
P29 L’événement sportif mène à une destruction des sites importants dans la 
communauté 
1 2 3 4 5 
P30 L’événement sportif mène à une augmentation du niveau de pollution 1 2 3 4 5 
P31 L’événement sportif augmente le niveau de pression d’eau et d’électricité 
dans la communauté 
1 2 3 4 5 
P32 L’événement sportif encourage la coopération entre citoyen et le 
gouvernement 
1 2 3 4 5 
P33 L’événement sport tourisme présente les opportunités d’un développement 
compétent et formation pour les membres d’une communauté 
1 2 3 4 5 
P34 L’événement sportif peut permettre d’augmenter le niveau de confiance 
entre le gouvernement locale et la communauté 
1 2 3 4 5 
P35 Le gouvernement locale peut utiliser l’événement sportif pour aborder les 
problèmes sociaux et économique dan une zone locale 
1 2 3 4 5 
 
Section 5: Profile Démographique du répondent  
25. Quel est ton âge? (cocher case approprié) 
18-20 ans 21-30 ans 31-40 ans 41-50 ans 51-60 ans 61-70 ans 71> 
1 2 3 4 5 6 7 
 
26. Genre 
Mâle 1 Femelle 2 
 
27. Statut Marital  
Marier 1 Célibataire 2 veuve 3 Divorce 4 Séparer 5 
 
28. Race 
Noir 1 Blanc 2 Indien/Asiatique 3 Autre(Préciser)_________________ 4 
 
29. Niveau d’éducation le plus élevée 
Pas d’éducation 
formel  
1 Primaire 
compléter 
2 Secondaire/Lycée compléter 3 Certificat/Diplômes 4 
Licence 
compléter 
5 Master 
compléter 
6 Autre(préciser)______________________________ 7 
 
30. Statut D’emploi 
Plein emploi 1 
Emploi à temps partiel 2 
Pas d’emploi 3 
Ménagère 4 
Etudiant 5 
Auto emploi 6 
Retraité 7 
Autre (Préciser) 8 
 
31. Revenu mensuel après déductions (Préciser la monnaie) __________________________________________ 
 
Merci pour votre contribution au sondage. 
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APPENDIX C: THE INTERVIEW SCHEDULE 
 
 
Interview Guide 
We are conducting an interview in relation to the interlinkages of sport and tourism in Cameroon for a 
PhD study. Please note that all the answers will be kept confidential and presented anonymously in 
the study. Thank you for your participation! 
 
1. Gender of respondent [interviewer to note] 
 
2. Can you describe the nature of your work and what your main responsibilities are? 
[probe] 
 
3. How long have you been in your current position? 
 
4. In your opinion, what is the relationship between sport and tourism? [probe] 
 
5. Do you think that there is logic in the sport and tourism industries working together? 
[probe] 
 
6. How is your organisation involved in the development of sport tourism in Cameroon? 
[probe] 
 
7. According to your knowledge, are there existing relationships between the ministries of 
sport and tourism in Cameroon?  
 
If yes, elaborate on the nature of the relationships. [probe] 
 
if not, why aren’t there any relationships? [probe] 
 
8. How have you, at any point of your work, interacted with someone from the Ministry of 
Tourism and Leisure / Sport and Physical Education? [probe] 
 
9. Whose responsibility is it to establish and (or) maintain relations between sport and 
tourism in Cameroon? [probe] 
 
10. Who would you say makes up the stakeholders of sport tourism in Cameroon? 
 
11. Who are the other sponsors of sport (tourism) in Cameroon? 
 
12. Why does your organisation sponsor sport? (Please elaborate on the long-term ideas in 
this regard) 
 
13. What effects has your sponsorship of sport had on the communities up to this point? 
[probe] 
 
Official use only 
 
Type of stakeholder:_________________ 
Year:_________Date:_________________ 
Questionnaire #:_____________________ 
Venue:_____________________________ 
Name of fieldworker:_________________ 
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14. What specific role do you see sport tourism playing in local economic development in
Cameroon? [probe]
15. What are the challenges and/or constraints to developing sport tourism in Cameroon?
[probe]
16. What should be done to improve sport tourism in Cameroon? [probe]
